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Abstract

Matrimonial websites are an important element in the online interaction equation. Saudis can create a certain
impression of themselves while indicating their potential preferences in a future spouse. Current research
contributes to the Walther (1996) model by considering the message and the communication components: sender,
channel, receiver, and feedback. Using a quantitative questionnaire survey (N = 302), the results provided an in-
depth description of the script Saudi users follow when trying to find a potential spouse through matrimonial
websites. Results found Saudi users differ by demographic variables in the self-presentation of their positive and
negative attributes on matrimonial websites. The influence of the receivers’ factors differs according to
demographic variables and has been partially confirmed; Saudi matrimonial website users have partially different
mate preferences from those described by Buss and Schmitt (1993). In addition, male Saudis who use of
matrimonial websites differ in their mate preferences according to their demographic variables, as results showed
the role of six variables—age, tribe of origin, relationship status, educational level, income level, and religiosity
level. Female Saudis who use matrimonial websites differ highly in their mate preferences according to their
demographic variables because the results showed the role of all the aforementioned variables except relationship
status.

Keywords: quantitative survey, online impression formation, mate preferences, matrimonial websites, Saudi users
1. Introduction

Studies of online dating website mate preferences have used the lens of the sexual strategies theory proposed by
Buss & Schmitt (1993), which is considered one of the major relationship theories, to illustrate men and women’s
preferred characteristics in potential mates. Some of these studies have revealed that men favoured young, good-
looking women with potential parenting skills and those women sought men of high socioeconomic status (e.g.,
Dawson & Mclntosh, 2006; Al Azmi et al., 2012; Shannak, &Obeidat, 2012; Al-Duhaish et al., 2014; Darawsheh
et al., 2016; Bajnaid & Al-Saggaf, 2017; Bajnaid & Elyas, 2017; Bajnaid & Elareshi, 2018). Nevertheless, these
studies have neglected the role that both conservative culture and religion play in influencing the preferences men
and women seek in a potential spouse (Also, see Alnajrani et al., 2018). Religion may also affect individuals’
strategy when constructing their own online matrimonial profiles. Therefore, the current research contributes to
the literature by examining online mating preferences among Saudis, who belong to an Islamic religion and an
Arabic conservative culture. Online matrimonial websites open a new space that gives users more opportunities to
find matches. Almost all the participants believe that matrimonial websites enable them to overcome cultural and
social restrictions. Saudis join matrimonial websites to search for a spouse on their own and possibly interact
directly with their potential partner, providing and gaining more information about the potential spouse to
determine their compatibility in a way that would be impossible in traditional Saudi courtship. While it is difficult
to justify joining these websites in Western culture, having a second wife is accepted in Islamic culture. In the
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current sample, one-fifth of Saudi matrimonial website users are married.Due to the lack of an existing impression
formation survey, this research built a quantitative scale to measure the relative importance of communication
process components based on hyper-personal theory. Impression formation and self-presentation were also
investigated using qualitative methods.

With all the advancement in the mobile and the internet sectors, many matrimonial websites and mobile
applications are available for the Saudi users. Such advancement made a huge impact on the way Saudis choose
their mates. Further, because the current research aims to investigate Saudis’ matrimonial website usage to find
potential spouses, the researchers contacted the agency that runs the website to obtain approval to conduct research
on it. The agency agreed to help the researchers in conducting the research, a content analysis of profiles. The
agency agreed that the researchers could investigate the time the members have been registered at the website and
their reasons for registering at the website instead of using traditional approaches to find a spouse. They could also
ask about other online methods they used to search for a potential spouse, their preferences, and the importance of
religion and tribe of origin when looking for a spouse. The impressions these members intend to create through
their profiles, the strategies they use to attract or interact with others, their perceptions regarding using matrimonial
websites as a means to form an impression, and the role of the feedback received by others in altering the
impression they intend to form on the website could also be examined. In addition, the researchers were allowed
to investigate members’ rationales for their actions within the website, their perceptions regarding the acceptable
and unacceptable actions made on the website, the extent to which they are accurate in their self-description, the
extent to which they expect other profiles to be accurate, the issues that attract them in others’ profiles, and the
number of members that users actively contact within the website. The current research aims to answer and
examine the following questions and hypotheses:

1.1 Questions and Hypotheses Regarding Impression Formation

1) To what extent are Saudi users as senders selective in their self-presentation on matrimonial websites?

2) Do Saudi users differ in their selective self-presentation as senders on matrimonial websites according to
their demographic variables?

3) What are the factors that influence the perception of Saudi users of matrimonial websites as receivers
regarding their impression?

4) Does the influence of the receivers’ factors differ according to their demographic variables?

5) What is the perception of Saudi users towards the effectiveness of using a matrimonial website as a
channel to find a spouse?

6) Do Saudi users differ in their perception of the effectiveness of using a matrimonial website as a channel
to find a spouse according to their gender?
H1: Saudi users differ by their demographic variables in their selective self-presentation of their positive
and negative attributes on matrimonial websites.
H2: Due to the lack of social cues, the receiver utilizes several strategies to fill in the blanks with regard
to missing information about the sender.
H3: The influence of the receivers’ factors differs according to their demographic variables.
H4: Saudi users differ by gender in their perceptions of the effectiveness of using a matrimonial website
as a channel to find a spouse.

1.2 Questions and Hypotheses Regarding Mate Preferences of Saudi Users

7) Do Saudi users of matrimonial websites utilize different strategies of mate preferences from the strategies
proposed by Buss and Schmitt (1993) to find a spouse?

8) Do Saudi male users of matrimonial websites differ in their strategies of mate preferences according to
their demographic variables?

9) Do Saudi female users of matrimonial websites differ in their strategies of mate preferences according to
their demographic variables?
HS5: Saudi matrimonial websites users have different mate preferences from those described by Buss and
Schmitt (1993).
H6: Saudi male users of matrimonial websites differ in their mate preferences according to their
demographic variables.
H7: Saudi female users of matrimonial websites differ in their mate preferences according to their
demographic variables.

Section 2 illustrates the research methodology used in this study. Validating the quantitative data through the data
analysis is presented in Section 3. Section 4 concludes the paper.
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2. Research Methodology

Because the Saudis who use the chosen Muslim matrimonial website, the target of the current study, are
geographically distributed throughout the Kingdom of Saudi Arabia, the suitable way to locate, survey, and collect
data from a large sample of them is using an online questionnaire within the matrimonial websites themselves. As
confirmed by Wright (2006), online questionnaires benefit from the technological advantage of providing access
to individuals who would be difficult to recruit through traditional methods.

2.1 Pilot Study of the Online Questionnaire

After constructing the first draft of the questionnaire, a pilot study was conducted. The pilot study informs the
researchers about questionnaire reliability and validity. Mooney & Duval (1993) noted that the results of a pilot
study are considered to have relatively high reliability when they reach the 30-50 range. The goal of a pilot study
is to test a preliminary survey or develop a scale. Thus, the pilot test for the online questionnaire in the current
research was administered during February 2015 to 85 volunteer Saudi users (45 men and 40 women) between
ages 18 and 65 (Mean = 32.73 years, SD = 7.00) from the chosen matrimonial website. The participants were
provided with information sheets and informed consent forms to read, sign, and return to the researchers.
Conducting this study helps reduce the ambiguity of the questionnaire’s items.

Running the pilot study also helps measure the validity of the questionnaire (Dyer, 2006; Masa’deh et al., 2008;
Magableh et al., 2015). For instance, content validity means how well the questionnaire items cover their intended
purposes and is usually determined by the judgment of experts in the field (Kimberlin & Winterstein, 2008; Tarhini
et al., 2017). As indicated below, the researchers’ supervisory team acted as the experts in the field.

2.1.1 Administration of the Questionnaire

To administer the questionnaire and recruit participants, the revised questionnaire was sent to the matrimonial
website’s agent. The agent uploaded an ad on the website for a month to attract users in April 2015. The aim of
this ad was to inform the website’s members about the research and how they could participate. The agent also
sent an invitation email to the members to recruit more participants. They set up automatic system reminder emails.
The number of responses in the first day was 76. The responses started to increase gradually, and the reminding
strategy worked well. The number of participants exceeded 200 after 5 days. By the end of this phase, the number
of respondents was 327. The researchers excluded 25 responses because there was missing information. Thus, the
total number of participants in this phase was 302 (134 females and 168 males) between ages 18 and 65 (Mean =
33.13 years, SD = 7.01).

All respondents were current Saudi-based subscribers who were active on the website (i.e., had logged in within
the prior month). The sample was 55.6% male, 53.3% Hadari, and their ages ranged from 18 to 65; most
participants were between31 and 40 (62.9%). Singles comprised 64.9% percent of the study, and 75.4% were
moderately religious. About half of the sample (50.3%) had a bachelor’s degree, and the majority (41%) reported
incomes between SAR4000 and SAR9999. These demographic characteristics are in line with the population
characteristics of the website’s subscriber base and representative of the target population.

Gibbs, Ellison, & Heino’s (2006) method ensures the representation of the sample when the true population values
were unknown, identifying possible sources of bias among responders. The demographic background variables of
the sample were compared to those for which the researchers had information in the sampling frame (N = 2,500),
which was randomly selected from the website’s subscriber database. The sampling frame sample consisted of the
characteristics for which response was most likely to vary: age, gender, tribe of origin, relationship status, level of
education, income level, and religiosity. Compared to the sampling frame, there was almost no difference in terms
of these variables, confirming the nonbias among responders that generalize the findings to the wider population
of the online matrimonial website’s users.

In addition, the inferential statistical analysis was taken into consideration when determining the research sample
size. According to Van Voorhis & Morgan (2007), if the sample size is too low, inferential statistical analysis is
underpowered. This means that the test statistics extracted from the sample data could be declared not significant
at the .05 level when, in fact, it is significant in the population from which the sample was drawn (Cohen, 1992).
Thus, a power analysis was conducted using G¥*Power software to determine the minimum statistical test sample
size to be used in this research as stated in the following section. The power analysis indicated that the number of
questionnaire respondents must approach 200 to obtain accurate statistical inferences. Because the number of
participants in this phase was 302—exceeding the required sample size—the representation of the sample is
ensured.

The types of statistical analysis that can be conducted on the collected response data using the questionnaire depend
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on the measurement levels of the variables, as outlined in Table 1. All but three of the variables are measured using
close-ended questions with variables measured at either the nominal level (i.e., two or more qualitative categories)
or the ordinal level (i.e., rated on a scale that can be ranked in a logical order; Agresti, 2007, 2010).

Table 1. Measurement Levels of Variables in the Questionnaire

Variable Measurement Levels Values

1.1 Age Interval Years

1.2 Gender Nominal (2 categories) 1 = Male 2 = Female

1.3 Tribe of origin Nominal (2 categories) 1 = Qabily2 = Hadari

1.4 Relationship status Nominal (4 categories) 1 = Single, 2 = Married, 3 =
Divorced; 4 = Widow/Widower

1.5 Highest level of education Ordinal (6 categories) From 1 = Uneducated to 6 =
Postgraduate degree

1.6 Monthly Income Ordinal (8 categories) From 0 = None to 7 > SA 20,000

1.7 Religious level Ordinal (4 categories) From 1 = Highly religious to 4 = Not
religious

3. Mate preferences Ordinal (7 categories) 27 items rated from 1 = Extremely
unimportant to 7 = Extremely
important

4.1 Impression formation (Sender) Ordinal (4 categories) 2 items rated from 1 = None to 4 =
Much

4.2 Impression formation (Receiver) Ordinal (7 categories) 15 items rated from 1 = Extremely
unimportant to 7 = Extremely
important

4.3 Impression formation (Channel) Ordinal (7 categories) 9 items rated from 1 = Strongly
Disagree to 7 = Strongly Agree

5.1 Initiation of contact with potential Ordinal (3 categories) From 1 = Always to 3 = Never

spouse

5.2. Respond to contact with potential Ordinal (3 categories) From 1 = Always to 3 = Never

spouse

5.3 Termination of correspondence Ordinal (3 categories) From 1 = after one or two messages
to 3 after more than 10 messages

5.4 Number of members currently Interval Number of members

keeping in contact with

5.5 Number of times made unsuccessful Interval Number of times

contacts

5.6. Successfully moved relationship Nominal (2 categories) 1 =Yes2=No

from offline to online

3. Research Results
3.1 Saudi Users’ Impression Formation

Early theories about communication through sites like the matrimonial websites (Computer Mediated
Communication) assumed that online settings facilitate impersonal impressions, given the lack of social cues (e.g.,
Short, Williams, Christie, 1976; Sproull & Kiesler, 1986). However, Walther (1996) focused on the positive side
of the lack of social cues, proposing that selective impression formation allows users to control the impressions
they create online, which he termed “hyper personal theory”. The current research assumes that in conservative
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societies that segregate men and women and discourage direct communication between them, online settings
provide richer information than offline settings. Therefore, this section examines this assumption and the role of
social norms in affecting communication components. One of the main strengths of hyper personal theory is that
it provides an explanation of the role of the four main communication components in forming an impression online:
the sender, a matrimonial website user in the current research; the receiver, the potential spouse; the channel, the
matrimonial website itself, and the feedback, users’ reactions about what they view in other profiles or what they
receive in the form of private messages from other users (Walther, 1996). While Walther (1996) model of online
communication only considered the message features (i.c., a synchronicity& lacking of social cues), the current
research considers the message itself, by investigating users’ profiles, and its features over the three phases. Hence,
this means that the current research contributes to the Walther model (1996) by considering the message besides
the communication components; sender, channel, receiver and feedback. Due to the lack of a pre-existing
impression formation survey, the researchers built a scale to measure the role of these components in the
impression formation of matrimonial website members, focusing on the first three components.

3.1.1 Sender

According to Walther (1996), senders can effectively utilize text-based features to facilitate selective self-
presentation. Through text, they can present what they want other users to know about them. Thus, senders have
the choice to generate content that emphasizes desired attributes and interact with others in a way that leaves a
positive impression. This section answers the main research question: To what extent are Saudi users as senders
selective in their self-presentation on matrimonial websites? Do Saudi users differ in their selective self-
presentation as senders on matrimonial websites according to their demographic variables?. Thus, the current Saudi
sample was asked to indicate to what extent they tend to present their positive attributes and deemphasize their
negative attributes. It also aims to test the hypothesis that the sample’s demographic variables affect this selective
self-presentation. Figure 1summarises the frequency distributions of the responses of participants about their
strategies as senders.

Positive Attributes Negative Attributes

Figure 1. Presenting Positive Attributes and Deemphasising Negative Attributes

The results reveal that most of the sample (about 77%) cares somewhat or a great deal about presenting their
positive attributes and deemphasizing their negative attributes. Beyond proving that people are selective about
presenting themselves and forming positive impressions, this result proves that questionnaire respondents were
aware of their behavior online. It seems that they are strategic in lessening potential partners’ access to their
undesirable attributes. Such findings correspond to the results of Western studies that reveal that online dating
users are strategic when constructing their online dating profiles and communicating with other members (e.g.,
Vasalou & Joinson, 2009; Jiang, Bazarova, & Hancock, 2010; Ellison, Hancock, & Toma, 2011).

Fisher’s Exact Test was used to investigate whether Saudis differ in their selective self-presentation according to
their educational levels. As seen in Table 2, senders differ significantly in how strategic they are in presenting
positive attributes (Fisher’s exact=22.861, p=.002) and deemphasizing negative attributes (Fisher’s exact=23.883,
p=.002) depending on their education level. High levels of selective self-presentation are more associated with
higher degrees. This result proves that the level of education affects users’ levels of self-presentation. This result
aligns with studies by Berinsky (2004) and Hall, Park, Song, & Cody (2010) that found that the educational level
correlates positively with some aspects of self-presentation.
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Table 2. Educational Levels and Selective Self-presentation

Elementary Middle High Bachelor Post- Fisher’s Exact
Variable school school school graduate Test
N (%) N (%) N (%) N (%) N (%)
positive Few 3 (100%) 14 54 33 1(4.3%)
attributes (41.2%) (60.0%) (21.7%)
Some 0 (00.0%) 14 25 46 6(26.1%) EFT=22.861,
(41.2%) (27.5%) (30.3%) p=.002
Much 0 (00.0%) 6 (17.6%) 11 73 16
(12.2%) (48.0%) (69.6%)
negative Few 3 (100%) 14 56 33 6 (26.1%)
attributes (41.2%) (62.2%) (21.7%)
Some 0 (00.0%) 14 23 46 16 EFT=23.883,
(41.2%) (25.6%) (30.3%) (69.6%) p=.002
Much 0 (00.0%) 6 (17.6%) 11 73 1 (4.3%)

(122%)  (48.0%)

Fisher’s Exact Test was also used to investigate whether Saudis differ in presenting their positive attributes and
deemphasizing negative attributes depending on their level of religiosity. Table 3 shows that there is a significant
association between religious level and selectivity in presenting positive attributes (Fisher’s Exact Test=.17.751,
p=.004) and deemphasizing negative attributes (Fisher’s Exact Test=17.819, p=.007). Low levels of selective self-
presentation are associated with high levels of religious devotion. This result could be interpreted in light of Islamic
religious values, especially when it comes to presenting one’s self to potential spouses. Many Fatwas have been
released by religious clerics emphasizing the importance of accuracy in presenting positive and negative attributes
to a potential spouse and in the description of the spouse, either by the moderator or on the legitimate look day.
This is especially the case when negative attributes could affect the marriage (Al-Munajjid, 2015; The General
Presidency of scholarly research and ifta, 2015). In order to follow these Fatwas, highly religious users may feel
more responsible to present both sides of their attributes than less religious groups.

Table 3. Religious Level and Selective Self-presentation

Highly Moderate Religious to a Not Fisher’s Exact
Variable religious religious small extent religious Test
N (%) N (%) N (%) N (%)
positive Few 13 (46.4%) 130 (57.0%) 5 (12.8%) 2 (28.6%)
attributes Some  8(28.6%) 54 (23.7%) 14 (35.9%) 2086%) 1C (1)3475 L
Much 7 (25.0%) 44 (19.3%) 20 (51.3%) 3 (42.9%) e
negative Few 13 (46.4%) 131 (57.5%) 5 (12.8%) 2 (28.6%)
attributes Some  8(286%)  54(23.7%) 13 (33.3%) 2086%) T 1)?)';319’
Much 7 (25.0%) 43 (18.9%) 21 (53.8%) 3 (42.9%) -

In order to determine whether relationship status affects how the Saudi sample presents positive attributes and
deemphasizes negative attributes, Fisher’s Exact Test was used (see Table 4). The results show Saudis in the sample
differ in the presentation of their positive attributes (Fisher’s Exact Test=16.406, p=.010) and negative attributes
(Fisher’s Exact Test= 15.565, p=.016) according to their relationship status. Interestingly, high levels of strategic
self-presentation are more associated with being single. Divorced men and women and married men who are
looking for second wives are less careful about their self-presentation. It seems that singles are more concerned
about their image and how they present themselves. This result could also be linked to the users’ experience in
relationships. According to Long (2010), users’ experiences affects the ways in which they communicate, reply,
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and present themselves to other website members.

Table 4. Relationship Status and Selective Self-presentation
Single Married Divorced  Widow/Widower  Fisher’s Exact Test

Variable
N (%) N (%) N (%) N (%)
positive Few 43 6 (17.1%) 13 7 (41.2%)
attributes (21.9%) (24.1%)
Some 93 24 34 9 (52.9%) EFT = 16.406,
(47.4%) (68.6%) (63.0%) p=.010
Much 60 50143%) 7(13.0%) 1 (5.9%)
(30.6%)
negative Few 43 6 (17.1%) 13 7 (41.2%)
attributes (21.9%) (24.1%)
Some 95 24 34 (63%) 9 (52.9%) EFT=15.565,
(48.5%) (68.6%) p=-016
Much 58 5 (14.3%) 7 (13%) 1 (5.9%)
(29.6%)

One-way Analyses of Variance (ANOVAs) were used to evaluate whether or not, significant relationships between
age and selectivity in presenting positive attributes and deemphasizing negative attributes (see Table 5). The results
reveal that there are no significant relationships between users’ age and their levels of selectivity in presenting
positive attributes (F=1.926, p=.148) or deemphasizing negative attributes (F = 1.511, p =.222). This result differs
from the findings of Strano (2008) and Boyle & Johnson (2010) that the age variable correlates negatively with
online self-presentation. However, it should be noted that these studies investigated online self-presentation in
general, whereas the current study investigates online self-presentation to a potential spouse, which could alter
users’ ways of presenting themselves. In addition, it could be inferred that if age and relationship status are both
considered indicators of the user’s experience in self-presentation to a potential spouse, relationship status is more
influential than age in the current sample’s online self-presentation. To test the normality, Shapiro-Wilk test was
used. The result shows that the p-value is 0.113 for positive attributes and 0.23 negative and thus it could be
concluded that the data comes from a normal distribution. Therefore, the assumption of normality has been met
for this sample.

Table 5. Age and Selective Self-presentation
Variable Few Some Much ANOVA

Mean 34.13 3327 3186 F=1.926,p=.148
(7.82) (6.85) (6.55)

Mean 34.13 33.16 3207 F=1511,p=.222
(7.82) (6.88) (06.52)

positive attributes

negative attributes

A chi-square test of associations was used to investigate whether Saudi women and men differ in presenting their
positive attributes and deemphasizing negative attributes (see Table 6). The results reveal that there are no gender
differences in the Saudi sample’s presentation of their positive attributes (y2=.043, p=.979) or minimization of
their negative attributes (y2= .068, p=.967). While previous studies have found that men are more strategic in
presenting their socio-economic status and some personality traits than women and that women are more strategic
in presenting their physical attributes than men (e.g. Hall, Park, Song, and Cody 2010; Haferkamp, Eimler,
Papadakis, & Kruck 2012), all studies have confirmed that both genders are strategic in their self-presentation
online. Such a finding is in line with the current result that male and female users are equally selective.
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Table 6. Gender Differences in Selective Self-presentation
Females (N =134) Males (N = 168) Chi-square

Variable
N (%) N (%)
positive attributes  Few 30 (22.4%) 39 (23.2%)
Some 71 (53.0%) 89 (53.0%) x2 =.043, p=979
Much 33 (24.6%) 40 (23.8%)
negative attributes Few 30 (22.4%) 39 (23.2%)
Some 73 (54.5%) 89 (53.0%) x2 = .068, p=.967
Much 31 (23.1%) 40 (23.8%)

The variable of users’ tribe of origin was examined through the usage of the chi-square test of associations and its
results are presented in Table 7. The results show that Saudis in the sample do not differ in presenting their positive
attributes (2= 5.217, p=.074), or deemphasizing negative attributes (y2= 4.160, p=.125) according to their tribe
of origin. Previous studies suggest that ethnic group identity affects a person’s self-presentation. For example, a
study by Berinsky (2004) found that being black correlates positively with some aspects of self-presentation. Murry,
Berkel, Brody, Miller, & Chen (2009) also found that racial and ethnic socializations were linked with some aspects
of self-presentation. Based on social exchange theory, the demand for some qualities, including ethnic group
identity, differs based on the marriage market (Sahib, Koning, & Witteloostuijn, 2006; Jakobsson &
Lindholm,2014). Both tribes of origin seem to be required in the Saudi marriage market, which does not put
members of one type under more stress to be strategic in presenting their positive attributes and minimizing the
negative ones than the other tribe of origin.

Table 7. Tribe of Origin Differences in Selective Self-presentation
Qabily Hadari Chi-square
N (%) N (%)
positive attributes Few 30 (21.3%) 39 (24.2%)
Some 84 (59.6%) 76(47.2) yx2=5.217,p=.074
Much 27 (19.1%) 46 (28.6%)
negative attributes Few 30 (21.3%) 39 (24.2%)
Some 84 (59.6%) 78 (48.4%) y2=4.160,p=.125
Much 27 (19.1%) 44 (27.4%)

Variable

A chi-square test of associations was used to determine whether Saudis differ in selective self-presentation
according to their economic status (see Table 8). The results show that there is no significant association between
income level and being selective in presenting positive attributes (¥2=9.233, p=.683) and deemphasizing negative
attributes (%2=9.776, p=.680). Reviewing the previous literature shows that few studies have found a relationship
between income and self-presentation. For instance, a study conducted by Hall, Park, Song, & Cody (2010) found
that income level correlates positively with some aspects of self-presentation. However, Saudi Arabia is one of the
wealthiest countries in the world and the majority of its population is considered middle class (Al-Khateeb, 2008).
In addition, Saudi young people are financially dependent on their fathers until they get married. Being raised in
such condition could explain why Saudis’ focus on self-presentation is not affected by their income levels.

Table 8. Income Level and Selective Self-presentation
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SA SA SA SA SA15,
. <SA  1,501—  4,000— 7,000— 10,000— 000 — Chi-
Variable None 1,500 3,999 6,999 9,999 14999 20,000  square
N(%) N(%) N(%) N(%) N(%) N(%) N (%)
positive Few 16 8 9 16 10 5 5
attributes (18.6%) (33.3%) (15.0%) (25.0%) (294%) (23.8%) (38.5%)
Some 49 12 34 32 18 11 4 97‘;3:3
(57.0%) (50.0%) (56.7%) (50.0%) (52.9%) (52.4%) (30.8%) p; o
Much 21 4 17 16 6 5 4
(24.4%) (167%) (28.3%) (25.0%) (17.6%) (23.8%) (30.8%)
negative  Few 16 8 9 16 10 5 5
attributes (18.6%) (33.3%) (15.0%) (25.0%) (29.4%) (23.8%) (38.5%)
Some 50 12 35 32 18 11 4 9X727: .
(58.1%) (50.0%) (58.3%) (50.0%) (52.9%) (52.4%) (30.8%) p; 530
Much 20 4 16 16 6 5 4

(233%) (167%) (26.7%) (25.0%) (17.6%) (23.8%) (30.8%)

The above findings partially confirm the research hypothesis:

HI: Saudi users differ by their demographic variables in their selective self-presentation of their positive and
negative attributes on matrimonial websites.

They reveal that relationship status, educational level, and religious variables affect sender’s level of selectiveness.
3.1.2 Receiver

Hyperpersonal theory argues that the receiver of a message starts to form a perception about the sender from the
latter’s non-verbal cues. If the first impression formed about the sender is positive, such a process may take the
form of idealization. Therefore, this section answers the research question and tests the hypothesis regarding the
factors that influence Saudis’ perceptions of other users of matrimonial websites. It also analyses whether the
relative influence of these factors varies according to the receivers’ demographic variables.

To examine the research hypothesis:

H?2: Due to the lack of social cues, the receiver utilizes several strategies to fill in the blanks with regard to missing
information about the sender.

A principal components factor analysis with varimax rotation was performed on the responses to items regarding
the factors that influence the receiver when forming the impression about the sender, to determine whether these
items could be considered one or more sub-strategies and provide maximal separation of the revealed factors
(Thompson, 2004). As seen in Table 9, four factors were extracted with eigenvalues > 1, with strong factor loadings
(> .5) for each questionnaire item, cumulatively explaining 61.9% of the variance. Factor 1 included five items
concerning the sender’s compatibility with social norms, explaining 21.6% of the variance. Factor 2, explaining
15.8% of the variance, included four items concerning the sender’s writing style. Factor 3, explaining 14.4% of
the variance, included three items concerning the sender’s non-verbal cues. Factor 4, with three items concerned
with the sender’s timing of being online, explained 10.0% of the variance.

Table 9. Factor Analysis (Rotated Component Matrix) of Items Measuring Impression Formation of the Receivers

Item Factor Loadings (> .5)
Factor 1Factor 2Factor 3Factor 4

Choosing a sexy photo for the member 975

Choosing a sexy name for the member 975

Sexual indications 965

Displaying the member’s real first name 955
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Item Factor Loadings (> .5)
Factor 1Factor 2Factor 3Factor 4

Displaying the member’s family name 955

Spelling mistakes in writing sentences .897

Simple expressions .897

Grammar mistakes 745

Awkward sentences .597

Adding the member to the favourite list 975

Knowing that the member has visited the profile 975

Receiving smiley faces 975

Sending a private message late at night 790

Last seen time 790

Duration of time taken to reply .534

Eigenvalue 476 347 318 220

% of Variance Explained 21,6 158 144 10.0

Cumulative % 21.6 374 51.8 619

Beyond constructing a quantitative tool to measure how the factors influence the receiver’s perception of the
impression formed by sender, the current research contributes to hyper personal theory in that it classifies the social
cues into four distinct factors. It also provides an understanding of the order of importance of each factor to the
Saudi users of matrimonial websites. One of the limitations of previous hyper personal studies is that they mainly
depended on qualitative data, which does not provide a clear ranking of social cues factors (e.g., Heino, Ellison,
& Gibbs, 2005; Whitty, 2008). The current result, on the other hand, reveals that the most important factor that
influences Saudi matrimonial website users when forming an impression about senders is the extent to which their
online behaviours are in line with Saudi social norms. Although matrimonial website users may be viewed as
radical people who escape from the traditional methods of finding a spouse, this result proves that they do not
totally challenge their social norms when searching for a future spouse through this online method. On the contrary,
these social norms are their main criterion when forming impressions about potential spouses.

The first factor includes first name, family name and sexual indications. For the first name, previous studies
indicate that online dating users conceal their real names and use nicknames rather than real names (e.g., Ellison,
Hancock, & Toma, 2011; Whitty, 2010). While Saudi users of matrimonial websites also use nicknames rather than
their real names, they do not accept the usage of sexy names within online community. As family names are
considered an indicator of the user’s tribe of origin, users’ opinions vary as to whether or not to display the family
name, a form of identifiable information (Aljasir, 2015). While users can exchange profile photos within the
website, sexy photos are unacceptable among Saudis as sexiness contradicts Saudi social norms. All of this may
explain why this is the most important factor that influences Saudi matrimonial website users when forming an
impression about senders.

The second most significant factor influencing Saudi matrimonial website users’ impressions concerns the sender’s
writing style. As written text is the primary means of communication in an online setting, Saudi users of
matrimonial websites seem to be highly concerned about text cues, including the spelling of words, the
grammatical construction of sentences, and the complexity of sentences. While some previous studies have
mentioned the importance of some of these factors in affecting online daters’ impressions (e.g., Whitty, 2008;
Farrer & Gavin, 2009), no previous study, to the researchers’ knowledge, has revealed the detailed items
concerning the writing style of the sender. The importance of this factor shows the extent to which Saudis value
other members’ writing styles in evaluating them.

The third factor relates to senders’ non-verbal cues, such as visiting the profile of the receiver, or using the ‘favorite’
feature and emoticons. Previous studies also show that online users try to seize any information about other
members, even the non-verbal ones, to construct an image about them (Long, 2010). The last factor concerns
timing, including items related to the time the sender has seen or sent a message to the receiver as well as the time
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the sender takes to reply to private messages. While Saudi users of matrimonial websites take the timing factor
into consideration when forming an impression about a potential spouses, this factor influences them the least.
Since previous studies focused on the receiver as being strategic when forming an impression online about the
sender and did not cover the factors that might have influenced such an impression (e.g. Whitty, 2008; Vasalou &
Joinson, 2009; Ellison, Hancock, & Toma, 2011), this research contributes to the literature by showing the ranking
of four factors in affecting the receiver’s impression of the sender.

Given that the current research hypothesizes that the influence of the receivers’ factors differs according to their
demographic variables, it investigates whether there are relationships between age, gender, tribe of origin,
relationship status, level of education, income level, and religiosity and these factors when forming a perception
about other members of matrimonial websites. The results reveal that four relationships out of these seven
relationships were significant and three relationships were not.

This section answers the research question and tests the hypothesis regarding the influence of the receivers' factors
that could differ according to their demographic variables. One-way Analyses of Variance (ANOVAs) confirmed
that there were significant relationships between gender and the influence of the receivers’ factors in the overall
score (F=52.716, p=.000) and in the four factors (see Table 10), with men scoring higher than women (68.3. vs.
65.2). There are also significant differences in the Social Norms dimension, with men scoring higher than women
(11.6 vs. 8.2; F=220.908, p=.000). However, it should be noted that the differences seen in the overall scores are
driven by the differences observed in Social Norms. The restrictions on women’ behaviors in offline Saudi life
seem to have been transferred to online settings. Men as receivers are more concerned with the extent to which
women as senders are following the social norms in their online behaviors. To test the normality, Shapiro-Wilk
test was used. The result shows that the p-value is 0.761 for the overall score on receiver scale and thus it could be
concluded that the data comes from a normal distribution. Therefore, the assumption of normality has been met
for this sample.

Table 10. Gender and the Factors that Influence the Receiver’s Impression Formation
Variable Females Males ANOVA

Mean 6523  68.32 F=52.716,p=.000
SD 3.77)  (3.60)

Mean  19.13 19.35 F=.757,p=.385
SD 2.22) (2.12)

Mean 1794  17.98 F =.059, p =.808
SD (1.50) (1.47)

Mean  19.66  19.67 F=.013,p=.909
SD (1.20)  (1.20)

Mean 8.23 11.60 F=220.908, p=.000

(2.03) (1.87)

Overall Score

Writing style of the sender

Non-verbal cues about the sender

Time of the sender being online

Sender’s compatibility with social norms

One-way Analyses of Variance (ANOVAs) were used to evaluate whether or not there were significant
relationships between the receiver’s level of education and the factors that influence their perception in the overall
score and in the four factors. As seen in Table 11, there are significant differences in the influence of the non-verbal
cues factor (F=4.469, p=.002) and sender’s writing style factor (F=6.860, p=.000) on impression formation
depending on the receivers’ levels of education. Previous studies regarding non-verbal cues in offline settings
reveal that people do not differ in forming impressions about others depending on their level of education; however,
the current study shows that in online settings, those with higher education are more influenced by the non-verbal
cues factor (Kirouac & Dore, 1985). Being able to judge others according to their writing style also requires an
adequate level of education. This may explain why users with higher levels of education are more affected by this
factor when forming an impression about potential spouses.

Table 11. Level of Education and the Factors that Influence the Receiver’s Impression Formation
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Elementary Middle High Post-

Variable school school school Bachelor graduate ANOVA
Mean  67.67 67.18 66.89 66.55 64.87 F=1.456,p
Overall Score e
SD  (2.89)  (3.56) (3.67) (4.30) (3.31) =216
Writing style of the Mean  7.78 9.09 10.03 9.89 14.00 F = 6.860,
sender SD  (234)  (2.61) (2.52) (2.45) (1.73) p=-000
Non-verbal cues about Mean  16.00 17.65 17.83 18.04 18.74 F=4.469, p
the sender SD  (0.00)  (1.53) (1.55) (1.31) (1.29) =.002
Time Of the Sender being Mean 1900 2018 1962 1962 1957 F = 1571’ p
online SD  (0.00)  (0.98) (1.19) (1.29) (0.90) =.182
with social norms SD  (1.16)  (1.71) (2.10) (2.42) (1.01) =.694

The relationships between the receivers’ levels of religiosity and the factors that influence their perception in the
overall score and in the four factors were measured using One-way Analyses of Variance (ANOVAs). As seen in
Table 12, there is a significant relationship between the receiver’s religiosity and the overall scores (F=0.482,
p=.001) and the score of caring about the sender’s compliance with the social norms factor (F=0.839, p=.000),
with respondents in the highly religious groups scoring higher in both. It should be noted that the differences in
the overall scores are driven by the differences observed in Social Norms. According to Al-Lily (2011), religious
instructions and social norms overlap in Saudi Arabia and there is continuous debate among Saudi liberals and
conservatives about how to distinguish between religious and social issues. However, this debate does not stop
religious people from protecting social norms as part of their religious identity. This may explain why highly
religious users are affected more by the social norms factor than less religious groups when searching for a future
spouse.

Table 12. Religiosity and the Factors that Influence the Receiver’s Impression Formation

Variable H}ghly Mo.dclarate Religious to a Ngt ANOVA
religious religious small extent religious
Mean 66.64 66.50 67.28 66.00 F=482,p
Overall Score 001
SD  (3.26) (4.02) (3.85) (6.00) =001
Mean 19.43 19.15 19.69 19.14 =
Writing style of the sender F _ 760, p
SD  (1.10) (2.33) (1.52) (2.91) =.517
Non-verbal cues about the Mean  17.86 18.03 17.87 16.86) F=1.549,p
sender SD  (1.58) (1.48) (1.30) (1.53) =.202
Time of the sender being Mean  20.00 19.64 19.69 19.14 F=1218,p
online SD  (0.98) (1.21) (1.30) (0.90) =.303
Sender’s  compatibility Mean  10.86 10.26 9.68 9.34 F=.839,p
with social norms SD  (2.60) (2.44) (2.56) (2.86) =.000

One-way Analyses of Variance (ANOVAs) were used to evaluate whether or not there were significant
relationships between the receivers’ relationship status and the factors that influence their perception in the overall
score and in the four factors (see Table 13). The results reveal that relationship status significantly affects receivers’
concerns about senders’ compliance with social norms (F=7.909, p=.000), with single people showing the highest
score. In Saudi traditions, singles are more concerned about their reputation. In particular, women need to protect
their honour (Sharaf) and (‘ird) to avoid scandal (Fadiha) (Kulwicki, 2002). Therefore, female singles are
concerned about how men approach them, to protect their reputation. Single men are also concerned about their
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reputation, as it is not acceptable for them to be known as playboys (Zoepf, 2008). This may explain why singles
are the ones who are most affected by the social norms factor when forming an impression about a potential spouse.

Table 13. Relationship Status and the Factors that Influence the Receiver’s Impression Formation

Variable Single Married Divorced Widow/Widower ANOVA
Mean 66.83  65.46 66.69 66.18 F=1271,p
Overall Score _ ’
SD (3.83) (4.03)  (4.60) (3.22) =284
N Mean 1922  19.40 19.00 20.00 F=.984,p
Writing style of the sender B ’
SD  (2.03) (2.78)  (2.48) (0.79) =.401
Non-verbal cues about the Mean 18.01 18.26 17.70 17.71 F=1.242p
sender SD  (1.50) (1.07)  (1.61) (1.53) =.295
, , , Mean 19.67  19.83 19.61 19.41 F=.504, p
Time of the sender being online B ’
SD  (1.28) (1.01)  (1.07) (1.12) =.680
Sender’s compatibility with Mean 1037 7.97 9.92 9.00 F=7.909,p
social norms SD (2.31) (1.81)  (2.64) (2.42) =.000

As Spearman’s rho coefficient is used to measure the correlation between two variables, it was used to determine
if there were significant relationships between the receivers’ ages and the factors that influence their perceptions
in the overall score and in the four factors. It has been used rather than Pearson’s correlation coefficient, because
Spearman’s rho operates on ordinal variables and does not entail normally distributed variables measured at the
scale/interval level. As seen in Table 14, there is no significant relationship between the receiver’s age and the
overall score (r = -.002, p=.392) and each of the four factors (r =.049, p = .392; r = .086, p = .137; r = 008, p
= .883; r =-.052, p = .364). Age does not appear to play a role in affecting the way users perceive senders. This
means that age as a variable does affect either sender or receiver.

Table 14. Age and the Factors that Influence the Receiver’s Impression Formation

Variable Spearman'stho P
Overall Score -.002 392
Writing style of the sender .049 392

Age Non-variable cues about the sender .086 137
Time of the sender being online .008 .883
Sender’s compatibility with social norms -.052 364

One-way Analyses of Variance (ANOVAs) revealed that there were no significant relationships between the
receivers’ tribe of origin and the factors that influence their perception in the overall score (F = .664, p =.416) and
in the four factors (F =.137, p=.712; F = 1.553, p=.214; F = .003, p = .953; F = .686, p = .408). The results are
presented in Table 15. While it is understandable that the tribe of origin may not be affected by the writing style
and other cues, it was expected that users from different tribes would be affected differently by the social norms
factor, given that previous studies showed that Saudis of Qabily origin are more concerned about following social
norms than Hadari (Samin, 2012). However, the result reveals that there were no differences among Qabily and
Hadari related to the social norms factor.

Table 15. Tribes of Origin and the Factors that Influence the Receiver’s Impression Formation
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Variable Qabily Hadari ANOVA
Mean 66.32 66.73
Overall Score F=.664,p =416
SD (4.16) (3.90)
Mean 19.31 19.22
Writing style of the sender F=.137,p=.712
SD (2.37) (2.08)
. Mean 17.80 18.03
Non-variable cues about the sender F=1.553,p=.214
SD (1.51) (1.47)
) ) ) Mean 19.66 19.67
Time of the sender being online F=.003,p=.953
SD (1.17) (1.22)
o ) Mean 9.54 9.81
Sender’s compatibility with social norms F =.686, p=.408
SD (2.50) (2.61)

One-way Analyses of Variance (ANOVAs) showed that there were no significant relationships between the
receiver’s income level and the factors that influence their perception in the overall score (F = 1.456, p =.216) and
in the four factors (F = .557, p = .694; F = 4.469, p = .302; F = 1.571, p = .182; F = 6.860, p=.420), as presented
in Table 16.

Table 16. Level of Income and the Factors that Influence the Receiver’s Impression Formation

N SA SA  SAIS,
. SA 7,000~ 10,000 000 —
Variable None <SA 1,501 - 4?;);)9— 9.999 " 20,000 ANOVA
1,500 3999 > 14,999

Mean 67.94 6696 6690 6592 6459 6524  66.54 =
Overall Score SD  (4.04) (346) (3.96) (415 (277) (394 (357 | -_4;?6 p
Writing style of Mean 1913 1979 1903 1958 1862 1971 1930 F= 557,
the sender SD  (2.05) (1.25) (241) (244) (241) (1.87)  (0.63) p=.0%4

Non-variable  Mean 18.13 1804 1797 1797 1759 1762  18.23 =
cues about the g3 (155 (1.46)  (1.53) (1.52)  (1.69)  (1.54)  440%.p

sender =.302
Time of the Mean 1987 1971 1962 1956 1941 1943  20.00 =
sender  being T gp (103) (1.16) (1.30) (127) (1.33) (125 (108  1S7Lp

online =.182
Sender’s Mean 1081 942 1028 881 897 848 9.00 o
compatibility """ 545y 226)  (246) (247) (276) (227) (163 6860
with social R
e p=420

Thus, the research hypothesis:
H3: The influence of the receivers’ factors differs according to their demographic variables.

has been partially confirmed. The influence of the receivers’ factors on Saudi users of matrimonial websites differs
according to their gender, level of education, relationship status, and religiosity. They do not, however, differ
according to their age, tribe of origin, or income level.

3.1.3 Channel
According to early Computer Mediated Communication studies (Sproull & Kiesler, 1986; Reicher, Spears, &
Postmes, 1995), online channels are not capable of conveying as much rich information as face-to-face
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communication due to their lack of social cues. However, it could be argued that in societies that apply gender
segregation in almost all aspects of life and discourage direct eye contact and other cues between sexes, the
conditions are different. Therefore, this section answers the research question: What are Saudi users’ perceptions
of the effectiveness of using a matrimonial website as a channel to find a spouse? It also examines the gender
differences regarding the capability of online channels to convey rich information in comparison with face-to-face
communication. Table 17 summarizes the extent to which the participants view online matrimonial websites as an
effective channel for finding a spouse. The results reveal that all scores are very high, ranging from 6 to 7, which
means that all of the responses fell in the top categories of agreement with the effectiveness of using matrimonial
websites for finding a spouse.

Table 17. Evaluation of the Effectiveness of Online Matrimonial Websites as a Channel to Find a Spouse

Item Minimum Maximum Mean Std. Deviation

Make the interaction with the potential

. 6.00 7.00 6.7881 40935
spouse possible
Make the interaction with the potential 6.00 700 6.7881 40935
spouse comfortable
Make the 1pteract10n with the potential 6.00 700 6.7848 41167
spouse easier
Ena.ble me tg overcome cultural and 6.00 700 6.7881 40935
social restrictions
Enable me to obtain information 6.00 700 6.7881 40935

directly from the potential spouse

Enable me to have more time to
examine the compatibility of a 6.00 7.00 6.7881 40935
potential spouse

Enable me to provide more information

about myself 6.00 7.00 6.7881 40935
I can view other members’ profiles or
reply to their messages in my own time 6.00 7.00 6.7881 40935

frame

I have more time to examine the
possibility of compatibility with a 6.00 7.00 6.7881 40935
potential spouse

Gender was examined to test the research hypothesis:

H4: Saudi users differ by gender in their perceptions of the effectiveness of using a matrimonial website as a
channel to find a spouse.

In order to test this hypothesis, the overall evaluation score was computed by adding all nine channel items and
male and female users’ scores were compared using independent sample t-tests to reveal any gender differences as
this test is usually used to compare the sample mean of two independent groups. As seen in Table 18, there are
significant differences in how men and women evaluate the matrimonial but only at a 10% significance level, very
small as shown by the means of each group (61.4 vs. 60.6, t=-1.831, p=.068). This result contributes to the
Computer Meditated Communication debate regarding the richness of online settings in conservative, segregated
societies, as it shows that online communities can provide more information for users who belong to such societies
than their offline lives. That means the nature of the online message (i.e., one of the main elements of the
communication process) in segregated societies is entirely different from exchange messages in Western context.
The written message is a valuable source of information for Saudis. To test the normality, Shapiro-Wilk test was
used. The result shows that the p-value is 0.252 and thus it could be concluded that the data comes from a normal
distribution. Therefore, the assumption of normality has been met for this sample.
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Table 18. Gender Differences in the Evaluation of the Effectiveness of Online Matrimonial Websites as a Channel
to Find a Spouse

Females Males Statistic
Variable

M (SD) M (SD) t-test, p-value
the effectiveness of online matrimonial 60.65 (3.97) 61.44 (3.41) t=-1.862, p=.068

websites as a channel to find a spouse

3.2 Mate Preference Strategies of Saudi Matrimonial Website Users

According to Buss & Schmitt (1993), men strategically seek the following characteristics for long-term mating
relationships: paternity confidence, commitment, female reproductive value, gene quality, and good parenting skill.
By contrast, the authors proposed that women seek the following characteristics: investment of resources,
commitment, physical protection, gene quality, and good parenting skills (Buss & Schmitt, 1993). However, there
are distinctive features of Saudi culture that may affect their strategies of mate preferences when looking for
potential spouse. Therefore, this section answers the research question: What are Saudi men’s and women’s mate
preferences when looking for a spouse? It also examines the research hypotheses regarding the similarities and
differences between Saudi men’s and women’s preferences and the preferences described by Buss & Schmitt
(1993). This section also presents the relationship between demographic variables and men’s and women’s
preferences.

3.2.1 Mate Preferences Factors

In sexual strategies theory, Buss & Schmitt (1993) indicate men have five preferences in a long-term mating
context: paternity confidence (measured by the Loyal, Honest, Good moral character, and Chastity items),
commitment (measured by the Wants commitment and Wants children items), female reproductive value (the Good
looking, Physically attractive, and In shape items), gene quality (measured by the Tall, Intelligent, and Healthy
items) and good parenting skill (measured by the Likes children, Good housekeeper, Good cook, and Home-
oriented items).

A principal components factor analysis with varimax rotation was performed on the responses regarding mate
preferences reported by the male participants in the questionnaire. As seen in Table 19, seven factors were extracted
with eigenvalues > 1, and strong factor loadings (> .5) for each questionnaire item, cumulatively explaining 75.7%
of the variance. Questionnaire items with weak factor loadings <.5 were excluded because they contributed little
to the variance in each factor. Factor 1, named ‘paternity confidence and commitment’, explaining 23.7% of the
variance, included Honest, Wants commitment, Good moral character, Loyal, Chasity, and Wants children. Factor
2, named ‘good parenting skills’, explaining 14.7% of the variance, included Good housekeeper, Good cook, Likes
children, and Home-oriented. Factor 3, named ‘female reproductive value’, explaining 8.6% of the variance,
included In shape, Physically attractive, and Good looking. Factor 4, named ‘gene quality’, explaining 8.4% of the
variance, included Intelligent, Healthy and Tall. Factor 5, named ‘family background’, explaining 7.7% of the
variance, included Having a tribal origin and Good family background. Factor 6, named ‘religion’, explaining 7.1%
of the variance included Praying, Religious point of view, and Religious look. Factor 7 named ‘profession’,
explaining 5.1% of the variance, included College graduate and Professional Degree.

Table 19. Factor Analysis Solution (Rotated Component Matrix) of Mate Preferences Reported by Male
Participants

Item Loadings (> .5)
Factor 1  Factor2  Factor3  Factor4 Factor5 Factor6  Factor 7
2. Honest .948
7. Wants commitment .943
3. Good moral character 938
1. Loyal 934
4. Chastity .854
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Item

Loadings (> .5)

Factor 1 Factor2  Factor 3 Factor4  Factor 5

Factor 6  Factor 7

8. Wants children

.819

10. Good housekeeper

942

11. Good cook

942

9. Likes children

935

12. Home-oriented

935

14. In shape

.960

6. Physically attractive

.960

5. Good looking

187

16.

Intelligent

.883

13.

Healthy

.842

15.

Tall

.586

27.

Having a tribal origin

976

19.

Good family background .969

25.

Praying 759

23.

Religious point of view .644

24.

Religious look .536

17.

College graduate .709

18.

Professional Degree 577

Eigenvalue

6.16 3.83 2.25 2.19 1.99 1.84 1.43

% of Variance Explained

23.7 14.7 8.6 8.4 7.7 7.1 5.1

Cumulative %

23.7 38.4 47.0 55.5 63.2 70.2 75.7

The above table shows that there are differences between Buss & Schmitt’s (1993) proposed mate preferences and
Saudis’ preferences. While Buss & Schmitt’s (1993) first factor only includes paternity confidence items, Saudi
men treat paternity confidence and commitment as one factor, which means that both of them occupy the top
priority rank. This result is compatible with the important norms and values in Saudi culture. In particular, the
values of Sharaf and ‘ird,which are associated with men’s honour, may lead them to be eager to find a spouse
committed to the marriage relationship. The second factor, good parenting skills, includes items related to women’s
typical role in Saudi society, which may explain why caring for the house and children are at the top of men’s
priorities in this sample, whereas Buss & Schmitt (1993) ranked this factor last. The gene quality factor and female
reproductive value factor, concerned with the attractiveness and fertility of women, occupied the same level of
importance for both Saudi men and Buss & Schmitt’s (1993) study. The fifth factor for Saudi men relates to family
background, an important consideration in Saudi culture as it is considered an indicator of the family’s reputation,
including its origin and economic status. The Saudi courtship norms literature stresses the importance of women’s
family backgrounds. Although religion has a low rank among other factors, it appears as an independent factor in
Saudi men’ strategies. Such a finding is in line with Islamic values in mate preferences, which stress having a
religious bride in order to have a long-standing marriage life (Al-Anzi, 2009). The last factor concerns women’s
profession. The low rank this factor occupies confirms that women’s typical role among Saudi men is to take care
of children and the home (Aljuhani, 2005; Mirah,&Masa'deh, 2014). However, the fact that it is an independent
factor means that it is still a priority in men’s mate preferences.

Focusing on women’ preferences in long-term mating contexts, Buss & Schmitt (1993) proposed that women hold
six mate preferences: ability to invest (measured by College graduate and Professional Degree, Good family
background, and Good earning capacity items), willingness to invest (Generous item), commitment (measured by
Wants commitment and Wants children items), physical protection (measured by Physically Strong item), gene
quality (measured by Tall, Intelligent, and Healthy items), and good parenting skills (measured by Likes children,
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Good housekeeper, Good cook, and Home-oriented items).

A principal components factor analysis with varimax rotation was conducted on the responses regarding mate
preferences reported by the female participants in the questionnaire. As seen in Table 20, seven factors were
extracted with eigenvalues > 1, and strong factor loadings (> .5) cumulatively explaining 86.3% of the variance.
Factor 1, named ‘able and willing to invest’, explaining 27.5% of the variance, included College graduate,
Professional Degree, Good earning capacity, Good family background, and Generous. Factor 2, named ‘religion’,
explaining 16.4% of the variance, included Religious look, Praying, Religious point of view, and Highly religious.
Factor 3, named ‘gene quality’, explaining 10.2% of the variance, included Healthy, Intelligent, and Tall. Factor 4,
named ‘morality’, explaining 9.2% of the variance, included Good moral character and Honest. Factor 5, named
‘commitment’, explaining 8.3% of the variance, included Wants commitment and Wants children. Factor 6, named
‘protection’, explaining 8.0% of the variance, included Physically strong and Having a tribal origin. Factor 7,
named ‘good parenting skills’, explaining 7.9% of the variance, included Likes children and Home-oriented.

Men’s capability and willingness to invest seem to be linked from Saudi women’s point of view, which may explain
why these two factors have been merged into one factor for them. This first factor also confirms the importance of
the typical male role in the Saudi marriage institution of being responsible for the house’s expenses (Aljuhani,
2005). Interestingly, religion was the second factor, which indicates that religion has priority in Saudi women’s
lists. Such a finding is in line with the Islamic instructions regarding mate preferences, which assert that religiosity
should have the most priority among the characteristics of a potential spouse (Al-Anzi, 2009). The commitment
factor in Buss & Schmitt’s (1993) list has been replaced by the religion factor in Saudi women’s list of priorities.
This could be because Saudi women believe that looking for a religious male will guarantee his commitment, as
Islamic instructions do not tolerate deception or infidelity (Aljuhani, 2005). Gene quality ranked third among the
emergent factors, which means that this strategy a similar priority in the Saudi women’s list as in Buss & Schmitt’s
(1993) list, where it was ranked fourth. Morality emerged as an independent factor in Saudi women’s list and
ranked fourth, followed by commitment. Such a finding shows the keenness of Saudi women to have a stable
marriage life. Interestingly, protection, including both physical and psychological protection, appeared as an
independent factor. It seems that for women, having a tribal origin provides a kind of protection, as the family
reputation and male’s family name means a great deal in Saudi society (Samin, 2008). Although good parenting
skills ranked last, the existence of this factor means that it has become one of the female mate preferences. It seems
that sharing the responsibility at home is starting to be part of the typical role of men in Saudi society and one of
the characteristics that women are looking for in their future husbands.

Table 20. Factor Analysis Solution (Rotated Component Matrix) of Mate Preferences Reported by Female
Participants

Item Factor Loadings ( > .5)

Factor 1 Factor 2 Factor 3 Factor4  Factor 5 Factor 6 Factor 7

17. College graduate .996

18. Professional Degree .996

20. Good earning capacity 996

19. Good family background .996

21. Generous .996

24. Religious look .885

25. Praying .885

23. Religious point of view .885

26. Highly religious .882

13. Healthy 967

16. Intelligent 967

15. Tall .839

3. Good moral character .904
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Item Factor Loadings ( > .5)

Factor 1  Factor2  Factor3  Factor4 Factor5 Factor6  Factor 7
2. Honest .904
7. Wants commitment .903
8. Wants children .897
22. Physically Strong 938
27. Having a tribal origin 938
9. Likes children .968
12. Home-oriented 968
Eigenvalue 7.14 4.26 2.63 2.38 2.15 2.08 2.04
% of Variance Explained 27.5 16.4 10.2 9.2 8.3 8.0 7.9
Cumulative % 27.5 43.9 53.9 63.1 71.4 79.4 87.3

The factor analysis indicated that Saudi men and women differed in their mate preferences. Although the first four
factors (Factors 1, 2, 3, and 4) explained most of the variance (> 50%) in both of their mate preference rankings,
the items within each of these four factors were different for men and women. While the most important mate
preference factors for men are paternity confidence and commitment, good parenting skills, female reproductive
value and gene quality; the most important factors for women are ability and willingness to invest, religion, gene
quality and morality. Whereas family background, religion, and profession were the least important factors for
Saudi men, Saudi women were least concerned about commitment, protection, and good parenting.

Thus, examining the research hypothesis:

H5: Saudi matrimonial websites users have different mate preferences from those described by Buss and Schmitt
(1993)

Reveals that the mate preferences proposed by Buss & Schmitt (1993) appear to be partly applicable in the Saudi
context and thus this set of hypotheses have been partially confirmed. The five preferences reported by Saudi men
in the marriage context (paternity confidence, commitment, female reproductive value, gene quality, and good
parenting skill) were all described by Buss and Schmitt. However, it seems that Saudi men also have three further
priorities (family background, religion, and profession). In addition, the six preferences defined by Buss & Schmitt
(1993) for women in a long-term mating context (ability to invest, willingness to invest, commitment, physical
protection, gene quality and good parenting skills) were all expressed by Saudi women. Saudi women also seem
to have two further priorities (morality and religion). This finding contributes to the theories on mate preferences
in general and sexual strategies theory in particular as it advances the understanding of mate preferences in an
Islamic context.

3.2.2 Strategic Mate Preferences and Demographic Variables

To test the hypothesis that Saudi users differ in their strategic mate preferences according to their demographic
variables, this section presents the results and discussion of the relationships between the demographic variables
and the mate preferences of men and women.

Spearman’s rank correlation was used to determine whether there is a relationship between age and preferences.
As seen in Table 21, there is a strong positive correlation between age and paternity confidence and commitment
in men’s mate preferences rankings (r=.517, p=.000) and a weak positive correlation between age and reproductive
value in men’s mate preferences (r=-210, p=.006). There is a positive strong correlation between age and the
commitment in women’s mate preferences ranking (r=.729, p=.000).
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Table 21. Relationship between Age and Mate Preferences

Males’ mate preferences strategies Spearman's rho P
Paternity confidence and commitment S17%* .000
Good parenting skills .056 475
Female reproductive value 210%* .006
Gene quality .095 220
Family background 102 189
Religion 123 112
Profession .017 .823
Females’ mate preferences strategies

Able and willing to invest -.120 .168
Religion .012 .894
Gene quality .003 974
Morality -.073 402
Commitment JT129%* .000
Protection -.018 .834
Good parenting skills -.045 .609

**_Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).

From the above table, it seems that commitment begins to take first priority as people get older, for both men and
women. The importance of other qualities starts to diminish in comparison with commitment. Such a finding is in
line with the result of an American study conducted by McWilliams & Barrett (2014) among older online daters,
which reveals that men seek committed relationships and women desire companionship. Older Saudi men are also
concerned with reproductive value, which means that beauty and female fertility maintain their importance for
older Saudi men.

An independent sample T-test (see Table 22) revealed a significant relationship between tribe of origin and family
background and men’s mate preferences (t=-5.823, p=.000), with the Qabily scoring higher than Hadari. There are
also significant differences in women’s preference for protection between tribes (t=-13.3, p=.000), with the Qabily
scoring higher in the importance of commitment than the Hadari. To test the normality, Shapiro-Wilk test was used.
The result shows that the p-value is 0.874 for the overall score on the males’ mate preferences strategies and 0.63
for the overall score on the males’ mate preferences strategies. Thus, it could be concluded that the data comes
from a normal distribution. Therefore, the assumption of normality has been met for this sample.

Table 22. Tribes of Origin and Mate Preferences

Males’ mate preferences strategies Qabily Hadari T-test, p-value
Paternity confidence and commitment Mean 3607 3629 t=1.026,p=.307
SD  (1.98) (1.55)
Mean 2471  24.88 t=-.536,p=.593
SD  (2.04) (1.76)
Mean 1929  19.39 t=-.409, p=.683
SD  (1.847) (1.26)
Mean 17.61 17.47 t=.340,p=.734

SD  (240) (2.47)

Good parenting skills

Female reproductive value

Gene quality
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Males’ mate preferences strategies Qabily Hadari T-test, p-value

Family background Mean  8.12 5.67 t=-5.823, p=.000
SD (2.39) (2.67)

Religion Mean 14.27 1454 t=-1.184,p=.238
SD (1.34)  (1.36)

Profession Mean 9.122 9.08 t=.154,p=.878
SD (2.19) (1.61)

Females’ mate preferences strategies Qabily Hadari T-test, p-value

Mean 31.26  31.28 t=-.044,p=.965
SD  (2.60) (2.50)
Mean 17.40 17.14 t=.316,p=.753

Able and willing to invest

Religion
SD “4.72) (437
) Mean 16.07 15.84 t=.540, p =.590
Gene quality
SD (2.60) (2.20)
] Mean 12.45 12.52 t=-.438,p=.662
Morality
SD 0.97)  (0.79)
) Mean  9.53 9.76 t=.547,p=.585
Commitment
SD (2.20) (2.37)
Protection Mean 12.60 9.67 t=-13.279,p=.000
SD (1.26)  (1.03)
Good parenting skills Mean  9.40 9.47 t=-354,p=.724

SD  (0.86) (0.99)

This result could be interpreted from two perspectives: the first is to read the result from a Saudi cultural
prospective. Saudi tribes vary in their reputation and position in society. While tribes with a high position, based
on their density, do not allow their members to get married to Hadari or low-position Qabily, tribes with a low
position are more tolerant toward allowing their members to get married to Hadari people. At the same time, Hadari
people do not have this kind of restriction (Samin, 2012). Kafa afi I-nasab or the compatibility in marriage recently
appeared as a debatable case that reached the Saudi Supreme Court by Qabily (The Ministry of Justice, 2013).
Secondly, this result could be interpreted in light of the homogamy perspective, which adopts the idea that
individuals are attracted to the company of people similar to themselves in characteristics such as race because
they believe that deep homogamy in values and beliefs should lead to successful partner selection (e.g., Reiss,
1960; Lewis, 1973; Levinger, 1983).

One-way Analyses of Variance (ANOVAs) was used to measure the relationship between the relationship status
and the mate preferences of men and women (see Table 23), revealing that there is a significant relationship
between relationship status and female reproductive value in men’s mate preferences (F=3.145, p=.027), with
married men scoring the highest in this strategy.

Table 23. Relationship Status and Mate Preferences

Males’ mate preferences strategies Single Married Divorced Widow/Widower =~ ANOVA
) ) Mean 36.28 36.45 35.59 35.63 F=1.561
Paternity confidence and commitment _ ’
(2.15)  (3.05) (2.69) (1.19) p=.172
Mean 24.85 24.34 25.41 25.50 F=1.760,

Good parenting skills

SD  (1.80) (2.15) (1.06) (1.93) p=.157
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Males’ mate preferences strategies Single Married Divorced Widow/Widower =~ ANOVA
) Mean 19.39 19.74 18.76 18.38 F=3.145
Female reproductive value _ ’
SD  (1.19)  (1.26) (2.07) (2.77) p=.027
) Mean 17.39 18.03 16.76 18.38 F=1473
Gene quality _ ’
SD  (249) (2.51) (2.22) (1.30) p=.224
Mean  6.02 6.28 6.29 6.50 -
Family background F -~ 743, p
SD  (1.13)  (1.36) (1.53) (1.77) =.528
Religion Mean 14.62  14.17 14.11 14.25 F = 1.466,
SD (139 (1.01)  (1.79) (0.89) p =226
Profession Mean 9.16 8.65 9.18 9.75 F=1.130,
SD  (1.64) (195  (1.89) (2.66) p=339
Females’ mate preferences strategies Single Married Divorced Widow/Widower =~ ANOVA
Mean 31.52 - 30.97 30.11 =
Able and willing to invest F _1 663,
SD  (2.44) - (2.63) (2.67) p=.194
o Mean 17.11 -- 17.59 16.78 F=.197,p
Religion _ ’
SD  (4.32) - (4.99) (3.93) =.822
. Mean 15.89 - 16.03 15.67 F=.099, p
Gene quality _ '
SD  (2.16) - (2.68) (2.60) =.905
Mean 12.60 - 12.38 12.00 =
Morality F _2.653,
SD  (.78) -- (0.98) (0.71) p=.174
) Mean 12.82 -- 9.68 8.78 F=1411,
Commitment
SD  (0.88) - (0.75) (0.97) p=.212
Protection Mean 9.55 -- 9.68 9.89 F=.120,p
SO (2.17) - (0.75) (2.42) =887
Good parenting skills Mean 9.52 -- 9.38 9.00 F=1.391,
SD (097) - (0.89) (0.87) p=253

Married men in the current research are those who are looking for a second wife. Thus, the relationship between
looking for a second wife and reproductive values could mean that they are either looking to have children in
general, as they may not have before with their first wives, or they are looking to have a specific gender of child,
such as looking for boys. They may even want to have beautiful children, as beauty is included in this reproductive
value factor. These three choices are in line with Saudi men’s beliefs when they looking for a second wife.
According to Al-Khateeb (2008), having a boy is very important in Saudi culture. When men feel that they failed
to have a boy or to have children in general, most of them resort to a second marriage.

One-way Analyses of Variance (ANOVAs) were used to evaluate whether or not there were significant
relationships between the level of education and the mate preferences of men and women. As seen in Table 24, the
results show that there are significant relationships between education and men’s mate preferences for gene quality
(F=19.529, p =.000), family background (F = 2.828, p = .040) and religion (F = 10.742, p =.000). There are other
weaker relationships (10% significance) with the preferences for female reproductive value (F = 2.553, p = .057)
and profession (F = 2.420, p =.068). There are significant relationships between education and the following
women’s mate preferences: ability and willingness to invest (F =5.073, p=.001), gene quality (F = 6.429, p =.000),
morality (F = 3.406, p = .011) and protection (F = 7.351, p =.000).

Table 24. Level of Education and Mate Preferences
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Elementary Middle  High Post-

Males’ mate preferences strategies school school  school Bachelor araduate ANOVA
Paternity confidence and Mean - 37.28 37.47 37.63 3775 F=.222,
commitment SD - (2.42)  (3.15)  (2.66) (2.47)  p=88l
- Mean - 2444 2481 2500 2500 Fp- 396
Good parenting skills _ ’
SD -- (237)  (1.78)  (1.91) (1.03) p=.756
Mean -  19.00 1921 1935  19.94 F-
Female reproductive value SD _ 082)  (1.04) (1.53) (1.79) 2;55035 ,7p
Mean - 1647 1855  19.00  19.44 F-
Gene quality SD - (121) (135 (240) (224 19_-55361”
Mean - 531 600 624 6.26 F-
Family background SD - (095 (L4 (119 (1.72) 2;8%%013
Religion Mean -  13.60 1426 1500  15.63 F-
SD - (171) (183 (091)  (1.10) 10—'7;026})
Profession Mean - 8.80 9.06 9.59 9.65 F=
SO~ (1) (1500 (1.77) 184 2;“(2)2»8 p
Females’ mate preferences strategies Elementary Middle - High Bachelor Post- ANOVA
school school  school graduate
Mean 3033  30.11 3058  32.00  32.32 F-
Able and willing to invest SD (289 (214 (212) (269  (00) ° -:033 P
Mean 1683 1761  17.16 1833  22.00 F-
Religion SD  (436) (5.10) (3.96) (453)  (8.50) 1;0‘;%6P
Mean 14.67 1500 1567 1627  17.78 F-
Gene quality SD (0.58) (2501) (232) (181)  (321) 6;420%01"
Mean 12.00 1228 1230 1233 1280 F-
Morality SD (0.00) (250) (0.84) (0.86)  (0.58) 3;4(())61’1P
Mean 1333 1000 1111 1175  11.80 F-
Commitment SD (058) (205) (1.72) (1.78)  (2.00) 1;851%313
Protection Mean 8.59 9.67 9.95 10.33 11.44 F=
SD  (231) (240) (2.13) (1.84)  (2.10) 7-_3’(5)ébp
good parenting skills Mean  8.67 9.37 9.50 9.61 9.67 F=
SD (0.58) (1.14) (0.93) (092)  (0.58) 0._82,9p

Awareness of the importance of each mate preference’s value seems to increase when the level of education
increases. With higher levels of education, both men and women start to have more mate preferences. This result
could also be interpreted in light of social exchange theory (Thibaut & Kelley, 1959): the more education members
have, the higher their value in the marriage market, which may lead them to raise the qualifications they are looking
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for in their potential spouse. Such a finding is consistent with a Russian study conducted by Sahib, Koning,
&Witteloostuijn (2006) that found that speaking English well is positively correlated with success in the marriage
market.

Spearman’s rank correlation was used to determine whether there is a relationship between level of income and
mate expectations. As seen in Table 25, there is a negative correlation between income level and men’s preference
for family background (r=-.161, p=.037), although it is a weak, almost negligible correlation since the index is
lower than 0.2. There is a significant negative correlation between income level and women’s mate preferences
for ability and willingness to invest (r=-.222, p=.010) and protection (r=-.294, p=.001). There is a significant
positive correlation between income level and women’s preference for commitment (r=.179, p=.038).

Table 25. Relationship between Income Level and Mate Preferences

Males’ mate preferences strategies Spearman's rho P
Paternity confidence and commitment .049 .532
Good parenting skills .072 357
Female reproductive value -.030 .698
Gene quality .-.079 306
Family background -.161%* .037
Religion .052 499
Profession 025 751
Females’ mate preferences strategies

Able and willing to invest -.222%%* .010
Religion -.106 224
Gene quality .006 .944
Morality 016 .855
Commitment .179%* .038
Protection -.2094%* .001
Good parenting skills .019 .830

**_Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).

A male with a low income looking for women with a good family background could be interpreted in light of a
completion perspective. This perspective is based on the fulfillment of needs principle, in that people search for
partners who complement them, fulfill their unfulfilled dreams, or resemble their ideal selves in order to obtain a
productive relationship (Winch, 1958). As good family background has a high value in Saudi culture, it seems that
Saudi men with low incomes may try to marry women with a higher level of tribe of origin and good economic
status. On the other hand, women with low incomes are looking for men who are able and willing to invest, which
are considered typical female mate preferences and in line with sexual strategies theory (Buss & Schmitt, 1993).
On the contrary, women with high levels of incomes are concerned with commitment and successful relationships
rather than men with high incomes. Such a finding is interesting as it shows that when Saudi women are able to
spend money on themselves, they start to alter their typical preferences in potential spouses.

One-way Analyses of Variance (ANOVAs) were used to measure the relationship between religiosity and the mate
preferences of men and women (see Table 26). The result reveals that there are significant positive relationships
between religiosity and men’s preferences for religiosity (F=15.937, p=.000). Those highly religious men score
higher in religious mate preferences. The non-religious dimension should be disregarded since there is only one
subject in that category. As expected, the result reveals that religiosity of women is associated with them seeking
religious men (F=32.7, p=.000), with those in the highly religious category scoring the highest in the religion
dimension.
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Table 26. Religious Level and Mate Preferences

Religious to

Males’ mate preferences strategies H}ghly Mo.d?rate a small I.\I(.)t ANOVA
religious religious religious
extent
Paternity confidence and Mean 36.27 37.62 37.00 36.00 F=1412,
commitment SD  (2.58) (2.61) (3.22) () p=241
. , Mean 24.33 24.92 24.86 21.00 F=1929
Good parenting skills -~ ’
SD  (2.58) (1.80) (1.32) Q) p=.127
, Mean  18.80 19.43 19.36 18.00  F=1147
Female reproductive value _ ’
SD  (1.15) (1.47) (1.47) () p=.332
. Mean 17.93 17.63 16.50 18.00 F=1536
Gene quality B >
SD  (1.98) (2.47) (2.48) Q) p=.207
, Mean  15.33 14.36 14.41 1500 F=2421,
Family background —168
SD  (2.55) (1.19) (1.01) () p=
Mean  6.50 6.29 4.33 4.00 F=
Religion SD  (154)  (1.10) (0.82) 0 15.937,p
=.000
Profession Mean  9.53 8.99 9.37 9.00 F=.605,p
SD (1.92)  (1.79) (1.73) 0 =612
Highl Moderate ~ REHBIOUSTO
Females’ mate preferences strategies ey . a small . ANOVA
religious religious religious
extent
o , Mean  30.08 31.47 31.18 3100 F=1209
Able and willing to invest B ’
SD  (2.96) (2.39) (2.32) (3.95) p=309
Mean  25.92 18.83 16.28 15.47 F=
Religion SD  (243)  (147) G.17) (3.48)  32674.p
=.000
. Mean 15.85 16.01 15.24 1633 F=602,p
Gene quality _ '
SD  (2.38) (2.33) (2.41) (2.07) =.615
) Mean 12.23 12.53 12.47 12.67 F=.559,p
Morality _ ’
SD  (0..83) (0.84) (0.80) (1.21) =.643
. Mean 11.46 11.80 11.29 1133 F=525,p
Commitment
SD  (1.61) (1.78) (2.20) (1.63) =.066
Protection Mean  9.69 9.79 8.65 9.17 F=1.337,
SD (2290 (222 221) (248)  P=265
Good parenting skills Mean  9.46 9.35 9.94 9.67 F=2.067,
SD (1.13) _ (0.94) (0.83) (052)  Pp=108

These findings could also be explained in light of the homogamy perspective. As this perspective assumes that
deep homogamy in values and beliefs should lead to successful partner selection (Kerckhoff& Davis, 1962), this
may drive highly religious male and female members to approach people who have similar levels of religiosity.
While the current results were based on and contribute to sexual strategies theory, drawing in relevant literature
from other perspectives adds to a better understanding of these findings.
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By the end of this section, it appears that theresearch hypothesis regarding male users:

H6: Saudi male users of matrimonial websites differ in their mate preferences according to their demographic
variables havebeen confirmed as results showed the role of all six variables (i.e., age, tribe of origin, relationship
status, educational level, income level and religiosity level). On the other hand, the research hypothesis regarding
female users:

H7: Saudi female users of matrimonial websites differ in their mate preferences according to their demographic
variables have been confirmed to high extent as the results showed the role of all variables unless the relationship
status.

4. Conclusion

This paper answers the research questions and presents the results to find a potential spouse through matrimonial
websites. The revealed mate preferences of both Saudi men and women contribute to the theories on mate
preferences in general and sexual strategies theory in particular by advancing the understanding of mate
preferences in an Islamic context. In addition to investigating the impression formation and mate preferences of
Saudi online marriage seekers, the results reveal how these impressions and preferences are affected by the
sample’s demographic variables. Indeed, current research found that Saudi matrimonial website users ages ranged
from 18 to 65, with the majority falling between 31 and 40, both of which resemble the numbers for Western online
daters (Gunter, 2013). However, the current finding breaks the stereotype of typical online matchmaking users as
divorced: most of them are single. Although matrimonial website users may be viewed as radical people who
deviate from the traditional methods of finding a spouse, the research findings prove that they do not completely
challenge their social norms when searching for a future spouse through this unconventional online method. Social
norms, traditions, and religion all significantly influenced self-presentation, mate preferences, and online courtship
processes.

The current research also contributes to the heated theoretical debate regarding the lack of information in online
settings. While hyperpersonal theory altered this debate with the idea that a relative lack of information allows
users to be selective in their self-presentation (Walther, 1996), this research reveals that people from conservative
cultures believe that the offline setting lacks information. This is especially applicable to relationships with the
opposite sex. The current research confirms that, for Saudis, an online message and channel carry more information
than face-to-face meetings, because an online environment enables Saudi users to experience more intensive
interactions than in face-to-face meetings. The current research also contributes to hyperpersonal theory by
considering the role of “message” in the online setting and highlighting the differences between the exchange
“message” in Saudi and Western contexts.

The research contributes to hyperpersonal theory by running factor analysis, which assists in extracting four factors
influencing receivers’ impression formation on matrimonial website perceptions: compatibility with social norms,
writing style, non-verbal cues, and timing. This classification indicates the order of importance of each factor to
the receivers on matrimonial websites. While one of the limitations of previous hyperpersonal studies is that they
mainly depended on qualitative data, which does not provide a clear rank of social cue factors, the quantitative
results reveal that the most important factor influencing Saudi matrimonial website users in forming an impression
about the senders is the extent to which their online behaviors are in line with Saudi social norms.

The research findings reveal that there are similarities and differences between Buss & Schmitt’s (1993) proposed
strategies of mate preferences and Saudis’ preferences. While Buss and Schmitt found that men utilize five
strategies and women six in their mate preferences, the current research found that both Saudi men and women
employ seven strategies in their mate preferences. Social and religious values were important factors affecting
Saudi men’s strategies. Paternity confidence and commitment were Saudi men’s top priority. Women who have
good parenting skills and adhere to Saudi women’s typical roles were more desired than others, as were women
who maintain a religious look by wearing the hijab. Women’s family reputations, including origin and economic
status, were also important factors for Saudi men. However, willingness and ability to invest were the highest-
ranked preferences for Saudi women, which confirm the importance of the typical male role in Saudi marriage of
being responsible for the house’s expenses. Religiosity was Saudi women’s second priority; Saudi women believe
that a man who cares about religious instruction will probably have a good attitude. Interestingly, protection
emerged as an independent factor. For women, a man with a tribal origin provides a kind of protection, because
the man’s family name means a great deal in Saudi society. It is worth noting that men’s last set of desirable
characteristics concerned women’s professions and good parenting skills. Although these factors contradict the
typical role, the fact that they are independent factors means that Saudis are starting to accept new gender roles in
marriage.
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The results show that the restrictions on some women’s behaviors in offline Saudi life have been transferred to
online settings. Men, as receivers, were more concerned with the extent to which women, as senders, follow social
norms in their online behaviors. This concern also appears among religious users; highly religious users are
affected more by the social norms factor than less religious groups when searching for a future spouse. In addition,
crossing social norms emerges as a sensitive issue to single users. This is in line with Saudi culture, because the
reputation of singles could affect the acceptance or rejection of their marriage proposals. There are specific words
that describe those who transgress norms such as Sharaf and ’ird. Therefore, singles stay in line with social norms
and protect their reputation to avoid any kind of scandals (Fadiha). The research assumption regarding the
effectiveness of online communication in gender-segregated societies has been proved. While early computer-
mediated-communication scholars believed that lack of information limits the effectiveness of online channels, the
findings show that the entire sample from a gender-segregated society agrees on the effectiveness of using
matrimonial websites as a channel in providing and obtaining more information to find a spouse. Such findings
contribute to the computer-mediated-communication debate in general and hyperpersonal theory in particular.

The role of social norms and religion in altering the impressions Saudi users form on matrimonial websites and
their mate preferences is a further theoretical contribution of this research. Although matrimonial website users
may be viewed as radical people who deviate from the traditional methods of finding a spouse in Saudi Arabia,
research findings prove that they do not completely challenge social and religious norms when searching for a
future spouse online. The dominant role of these factors in Saudis’ offline lives has been transferred to online
settings, shaping their self-presentation and mate preferences. The online courtship process also showed the power
of social norms and religious factors in affecting users’ actions. Indeed, the role of social norms and religion in
altering the impressions Saudi users form on MSs is a further theoretical contribution of this research. Although
matrimonial website users may be viewed as radical people who deviate from traditional methods of finding a
spouse in Saudi Arabia, research findings show that they did not completely challenge their social and religious
norms when searching for a future spouse online. The social and religious norms that play an important role in
their offline lives have been transferred to online settings, shaping their self-presentation.

The revealed mate preferences of both Saudi men and women contribute to the theories on mate preferences in
general and sexual strategies theory in particular by advancing the understanding of mate preferences in an Islamic
context. In addition to investigating the impression formation and mate preferences of Saudi online marriage
seekers, the results reveal how these impressions and preferences are affected by the sample’s demographic
variables. Additionally, the current study results show that in long-term mating contexts, traditional marriage in
this case, Saudis express different mate preferences than those proposed by Buss and Schmitt (1993). Thus, a
recommended future study would be to investigate the extent to which Saudi men and women use the mate
preference strategies proposed by Buss and Schmitt (1993) in the short-term mating context, which would be one
of the emerging forms of marriage in the Saudi context. However, this kind of research needs comprehensive
review in relation to Islamic literature to examine the validity of this kind of comparison.

One of the main challenges encountered during the current research is persuading a matrimonial agency to conduct
the research on it. Emails, several calls, and face-to-face meetings with the agency manager were needed. Although
the negotiation sessions ended with the agreement between the researcher and the agent to conduct the research,
the agent does not provide full access to the data, omitting information such as the number of exchanged messages
between members. These data could add valuable findings, because it is more accurate than self-reported data.
However, the agent agreed to ask the participants this information. Extracting such data would cost them extra
effort, and they state that they are too busy to do that. We overcame this limitation by obtaining an agreement on
a list of points that we can ask site members. Finally, the current research provides an in-depth description of the
actions and stages Saudi users follow when looking for spouses through matrimonial websites. It is recommended
that future studies look at the actions these users would take when initiating friendships between sexes and
romantic relationships not initially intended to lead to marriage, for instance, through social media websites.

References
Agresti, A. (2010). Analysis of ordinal categorical data. New York: Wiley.
Agresti, A. (2007). Categorical data analysis. New York: Wiley-Interscience.

Al-Anzi, F. (2009). The role of the ways of thinking, partner selection criteria and some demographic variables to
achieve the level of marital adjustment among a sample of Saudi society. Unpublished PhD
dissertation.Mecca, KSA: Umm AlQura University.

Al Azmi, N., Al-Lozi, M., Al-Zu’bi, Z., & Dahiyat, S. (2012). Patients attitudes toward service quality and its

147



mas.ccsenet.org Modern Applied Science Vol. 12, No. 11; 2018

impact on their satisfaction in physical therapy in KSA hospitals. European Journal of Social Sciences, 34(2),
300-314.

Al-Duhaish, A., Alshurideh, M., & Al-Zu'bi, Z. (2014). The impact of the basic reference group usage on the
purchasing decision of clothes (A field study of Saudi youth in Riyadh City). Dirasat: Administrative, 41(2),
205-221.

Aljasir, S. (2015). An Investigation of Facebook Usage by University Students in Saudi Arabia. Unpublished PhD
dissertation.Coventry, United Kingdom: Coventry University.

Aljuhani, A. (2005). Marriage problems in Saudi society from the perspectives of wives who call the consultation
unit. Unpunished MA thesis. Riyadh, KSA: Naif University.

Al-Khateeb, S. (2008). Women, Family and the Discovery of Oil in Saudi Arabia. Marriage & Family Review,27(1-
2), 167-189.

Al-Lily, A. E. (2011). On line and under veil: Technology-facilitated communication and Saudi female experience
within academia. Technology in Society, 33(1), 119-127.

Al-Munajjid, M. (2015, January 2). Islam: Question and answer. Retrieved from https://islamqa.info/ar/111980.

Alnajrani, H., Bajnaid, A., Elyas, T., & Masa'deh, R. (2018). Exploring the transitional era in Saudi Arabia
journalism discourse and the path towards the right to freedom of expression. Modern Applied Science, 12(10),
1-12.

Berinsky, A. J. (2004). Can we talk? Self-presentation and the survey response. Political Psychology, 25(4), 643-
659.

Boyle, K., & Johnson, T. J. (2010). MySpace is your space? Examining self-presentation of MySpace
users. Computers in Human Behavior, 26(6), 1392-1399.

Buss, D., & Schmitt, D. (1993). Sexual strategies theory: An evolutionary perspective on human mating.
Psychological Review, 100, 204-232.

Cohen, J. (1992). A power primer. Psychological Bulletin, 1(1), 155-159.

Darawsheh, S., ALshaar, A., & AL-Lozi, M. (2016). The degree of heads of departments at the University of
Dammam to practice transformational leadership style from the point of view of the faculty members. Journal
of Social Sciences (COES&RJ-JSS), 5(1), 56-79.

Dawson, B., & Mclntosh, W. (2006). Sexual strategies theory and internet personal advertisements. Cyber
Psychology &Behavior, 9(5), 614-617.

Dyer, C. (2006). Research in psychology: A practical guide to methods and statistics. Oxford: Blackwell
Publishing.

Ellison, N., Hancock, J., &Toma, C. (2011). Profile as promise: A framework for conceptualizingveracity in online
dating self-presentations. New Media and Society, 13(6), 1-18.

Farrer, J., & Gavin, J. (2009). Online dating in Japan: A test of social information processing theory. Cyber
Psychology &Behavior, 12(4), 407-412.

Gibbs, J. L., Ellison, N. B., &Heino, R. D. (2006). Self-presentation in online personals the role of anticipated
future interaction, self-disclosure, and perceived success in Internet dating. Communication Research, 33(2),
152-177.

Gunter, B. (2013). The Study of online relationships and dating. In W. Dutton (Ed.), The Oxford Handbook of
Internet Studies (pp. 173-194). Oxford: Oxford University Press.

Haferkamp, N., Eimler, S., Papadakis, A., &Kruck, J. (2012). Men are from mars, women are from Venus?
Examining gender differences in self-presentation on social networking sites. Cyberpsychology, Behavior,
and Social Networking, 15(2), 91-98.

Hall, J. A., Park, N., Song, H., & Cody, M. J. (2010). Strategic misrepresentation in online dating: The effects of
gender, self-monitoring, and personality traits. Journal of Social and Personal Relationships, 27, 117-135.

Heino, R. D., Ellison, N. B., & Gibbs, J. L. (2005, May). Are we a “match”? Choosing partners in the online
dating market. Paper presented at the meeting of the International Communication Association, New York.

Jakobsson, N., &Lindholm, H. (2014). Ethnic preferences in internet dating: A field experiment. Marriage &
Family Review, 50(4), 307-317.

148



mas.ccsenet.org Modern Applied Science Vol. 12, No. 11; 2018

Jiang, L. C., Bazarova, N. N., & Hancock, J. T. (2010). The disclosure—intimacy link in computer-mediated
communication: An attributional extension of the hyperpersonal model. Human Communication Research,
37, 58-717.

Kerckhoff, A. C., & Davis, K. E. (1962). Value consensus and need complementarity in mate selection. American
Sociological Review, 295-303.

Kimberlin, C. L., & Winterstein, A. G. (2008). Validity and reliability of measurement instruments used in research.
American Journal of Health-System Pharmacy, 65(23), 2276-84.

Kirouac, G., & Dore, F.Y. (1985). Accuracy of the judgment of facial expression of emotions as a function of sex
and level of education. Journal of Nonverbal Behavior, 9(1), 3-7.

Kulwicki, A. D. (2002). The practice of honor crimes: A glimpse of domestic violence in the Arab world. Issues in
Mental Health Nursing, 23(1), 77-87.

Levinger, G. (1983). Development and change. In H.H. Kelley, E. Berscheid, A Christensen, IH. Harvey, T.L.
Huston, G. Levinger, E. McClintock, LA Peplau, & D. R Peterson (Eds.), Close Relationships (pp. 315-359).
New York, NY: Freeman.

Lewis, R. A. (1973). Social reaction and the formation of dyads: An interactionist approach to mate
selection. Sociometry, 409-418.

Long, B.L. (2010). Scripts for online dating: A model and theory of online romantic relationship initiation.
Unpublished Doctoral dissertation. Bowling Green, OH: Bowling Green State University.

Magableh, M., Rajab, L., Quteshat, W., Khatib, T., & Karajeh, H. (2015). The impact of social media networks
websites usage on students’ academic performance. Communications and Network, 7(4), 159-171.

Masa’deh, R., Hunaiti, Z., & Bani Yaseen, A. (2008). An integrative model linking IT-business strategic alignment
and firm performance: The mediating role of pursuing innovation and knowledge management strategies.
Communications of the International Business Information Management Association (IBIMA) Journal.

McWilliams, S., & Barrett, A. E. (2014). Online dating in middle and later life gendered expectations and
experiences. Journal of Family Issues, 35(3), 411-436.

Ministry of Justice (2013). Statistical Book. Riyadh, KSA: Ministry of Justice.

Mirah, D., & Masa'deh, R. (2014). An analysis of the insurance industry regulator in Saudi Arabia and Jordan
through the comparison with insurance industry regulator in the UK. Asian Social Science, 10(3), 211-220.

Mooney, C. Z., & Duval, R. D. (1993). Bootstrapping: A Nonparametric Approach to Statistical
Inference. Newbury Park, CA: Sage Publications.

Murry, V. M., Berkel, C., Brody, G. H., Miller, S. J., & Chen, Y. F. (2009). Linking parental socialization to
interpersonal protective processes, academic self-presentation, and expectations among rural African
American youth. Cultural Diversity and Ethnic Minority Psychology, 15(1), 1-10.

Reicher, S. D., Spears, R., & Postmes, T. (1995). A social identity model of deindividuation phenomena. European
Review of Social Psychology, 6, 161-198.

Reiss, I. L. (1960). Toward a sociology of the heterosexual love relationship. Marriage and Family Living, 139-
145.

Sahib, P. R., Koning, R. H., & van Witteloostuijn, A. (2006). Putting your best cyber identity forward an analysis
of ‘success stories’ from a Russian internet marriage agency. International Sociology, 21(1), 61-82.

Samin, N. (2008). Dynamics of Internet use: Saudi youth, religious minorities and tribal communities. Middle East
Journal of Culture and Communication, 1(2), 197-215.

Samin, N. (2012). Kafa’aft 1-Nasab in Saudi Arabia: Islamic law, tribal custom, and social change. Journal of
Arabian Studies, 2(2), 109-126.

Shannak, R., & Obeidat, B. (2012). Culture and the implementation process of strategic decisions in Jordan.
Journal of Management Research, 4(4), 257-281.

Short, J., Williams, E., & Christie, B. (1976). The social psychology of telecommunications. London: Wiley Publishing.

Sproull, L., & Kiesler, S. (1986). Reducing social context cues: Electronic mail in organizational communication.
Management Science, 32(11), 1492-1512.

149



mas.ccsenet.org Modern Applied Science Vol. 12, No. 11; 2018

Strano, M. M. (2008). User descriptions and interpretations of self-presentation through Facebook profile
images.Journal of Psychosocial Research on Cyberspace, 2(2), 5.

Tarhini, A., Al-Busaidi, K., Bany Mohammed, A., & Maqableh, M. (2017). Factors influencing students' adoption
of e-learning: A structural equation modeling approach. Journal of International Education in Business, 10(2),
164-182.

The General Presidency of Scholarly Research and Ifta (2015, January 4). Light on the Bath.
Thibaut, J. W., & Kelley, H. H. (1959). The social psychology of groups. New York, NY: Wiley.

Thompson, B. (2004). Exploratory and confirmatory factor analysis: Understanding concepts and applications.
Washington DC: American Psychological Association.

Van Voorhis, C. R. W., & Morgan, B. L. (2007). Understanding power and rules of thumb for determining sample
sizes. Tutorials in Quantitative Methods for Psychology, 3(2), 43-50.

Vasalou, A., & Joinson, A. (2009). Me, myself and I: The role of interactional context on self-presentation through
Avatars. Computers in Human Behavior, 25, 510-520.

Walther, J. B. (1996). Computer-mediated communication: Impersonal, interpersonal, and hyperpersonal
interaction. Communication Research, 23, 3-43.

Whitty, M. (2008). Revealing the “real” me, searching for the “actual” you: Presentations of self on an internet
dating site. Computers in Human Behavior, 24, 1707-1723.

Whitty, M. (2010). E-Dating: The five phases on online dating. In C. Romm-Livermore & K. Setzekorn (Eds.),
Social networking communities and e-dating services: concepts and implications (pp. 278-291). Hershey, PA:
IGI Global Publishing.

Winch, R. F. (1958). Mate selection: A theory of complementary needs. New York: Harper.

Wright, K. B. (2006). Researching Internet-based populations: Advantages and disadvantages of online survey
research, online questionnaire authoring software packages, and web survey services. Journal of Computer-
Mediated Communication, 10(3).

Zoepf, K. (2008, May 14). Modern girls, faithful to Saudi tradition: Can a male be a Facebook friend? It's probably
not a good idea. International Herald Tribune Retrieved fromhttp://www.highbeam.com/doc/1P1-
152502444 html

Copyrights
Copyright for this article is retained by the author(s), with first publication rights granted to the journal.

This is an open-access article distributed under the terms and conditions of the Creative Commons Attribution
license (http://creativecommons.org/licenses/by/4.0/).

150


https://www.researchgate.net/publication/328610108

