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Tetrad Analysis: Dating Apps
Introduction
Being in college, most students may be searching for a significant other to fulfill their desires of attention, social norms, and feeling loved. Amidst the pandemic, young adults are yearning for human interaction more than ever and ‘crave connection’ (Lee, 2017). Dating, or courting, as it was once called, is a natural part of our society, yet it has taken on a different meaning on account of technology’s ability to expand the dating market. 
Theory
Marshall McLuhan, a communication theorist from Canada, used a set of four questions which ‘can be asked by anyone, anywhere, at any time, about any human artefact’ (McLuhan et al., 1988). The questions of ‘What does it enhance or intensify? What does it render obsolete? What does it retrieve that was previously obsolesced? What does it produce or become when pressed to an extreme?’ (McLuhan et al., 1988) will be expanded on throughout this analysis of dating apps. McLuhan believed ‘that the tetrad analysis… could only be done on man-made objects’ (Schuchardt, 2011). He is most recognized for his saying ‘the medium is the message’ (Stephens, 2019) and meant that ‘the content of any medium is always another medium… and that the message of any medium is really the change in scale, pace, or pattern’ (Schuchardt, 2011). When scholars analyze his most famous saying, they describe is as ‘technological determinism…the idea that culture and psychology flow from the technological forms in a social body’ (Stephens, 2019). Since Marshall McLuhan’s definition of ‘medium’ was broad, as Coach mentioned in the rubric, this paper regards the broad medium of dating apps rather than specifically picking Tinder, Bumble, or other named dating apps. 
Enhance
‘Dating apps have become a very popular tool to initiate contact with potential romantic and/or sexual partners’ (Barrada et al., 2021). They ‘provide individuals with access to many more potential partners than they could often find in their daily live’ (Nicholson, 2014). Online dating is becoming even more popular and ‘it is estimated that more than one hundred million people around the world regularly use these apps’ (Barrada et al., 2021). One of the main appeals of these apps is that is allows individuals to find ‘partners of a particular type, orientation, lifestyle, or in isolated areas’ (Nicholson, 2014). It is obvious to see the ways in which dating apps enhance the dating experience since they allow individuals to pick from a pool of individuals, only engage with those whom they are interested in, and get to test the waters without much risk. As dating apps get more popular, it enhances dating culture because it allows dating app users to have a wider range of people to pick from. 
Obsolete
Dating apps do not totally obsolete the aspect of meeting a person in real life, however, it typically takes away the guesswork as to the other person’s physical appearance and personality to a degree. Typically, a matched couple will talk via technology for a while and then decide to meet in person. However, ‘the creation of connections online does not gain the same respect as encounters that initiate offline’ (Hildebrandt, 2015). Couples who have met online may indeed experience more judgmental reactions towards their relationship than couples who met in person. The reasons behind the judgmental reactions could be out of fear of catfishing, not believing that online meeting is genuine, or other personal factors. 
What does the medium retrieve that had been obsolesced earlier?
 	Surprisingly enough, publicly searching for a significant other existed long before the Internet came about. ‘Before the Internet, there were personal ads, and before that, lonely shepherds carved detailed works of art into tree bark to communicate their longing for human contact’ (Lee, 2017). In 1695, the first ‘personal ads began as a way to help British bachelors find eligible wives’ (Lee, 2017). As time progressed, these ads became ‘one of the only ways for the gay and lesbian communities to meet discreetly and safely’ (Lee, 2017). It was very typical for men to post these ads, but women posting these ads was not a social norm. In 1727 the first woman placed an ad in the newspaper, and the mayor responded by having ‘her committed to an insane asylum for four weeks’ (Lee, 2017). Even through these personal newspaper ads people were being scammed and ‘personals disappeared practically overnight’ (Lee, 2017) which developed into a caution of this type of dating. It is not only through technology that people can distort their identity, but through any form of media or communication. As can be seen, publicly searching for a significant other is not as modern as some individuals may think. 
Flip
The dating app medium can flip into an avenue for catfishing, one-night stands, and leading people on. One of the main dating apps, Tinder, has become known for being the place to look for one-night stands, which becomes dangerous to those looking for a long-term relationship. Although catfishing occurs in any social media cite, dating apps undeservedly get a worse rap because ‘mass media projects a moral panic through its depiction of a certain occurrence’ (Hildebrandt, 2015). Most people will focus on the downfalls of dating apps rather than the benefits that can come from them. As a result, non-dating app users become fearful of this form of meeting. It is important to note that as dating apps become more popular, these fears of catfishing decrease because more users realize that those pre-held notions of fear are less likely to become a reality. 
Evaluation
Dating apps are good for ‘people interested on hooking-up while, simultaneously, not a bad (nor good) option for finding long-term love’ (Barrada et al., 2021). Additionally, it ‘allows for safe and convenient interaction, without much risk or time commitment’ (Nicholson, 2014). These platforms are useful for people with busy careers because it allows them ‘to test potential partners’ (Nicholson, 2014). Career driven individuals can talk to someone via technology and not waste their time by scheduling dates in person at the start of the relationship. Some of the downfalls of dating apps regard the Self-Presentation Theory, which ‘argues that we are always presenting ourselves for a perceived audience,’ (Humphreys et al., 2016) so what people appear to seem on social media will not always coincide with their true self. Additionally, people’s perspective of themselves may be distorted due to the ‘looking-glass self’ since ‘reactions that people have to us online can impact self-perceptions’ (Humphreys et al., 2016).
Conclusion
The medium of dating apps can be analyzed with McLuhan’s tetrads of media in a way that shows where they came from, how they have been transformed, and how they are presently operating. The earliest forms of the public searching for a significant other is not well-known, but with more investigation, it makes sense as to how this transformed into dating apps. This leads me to believe that technology does not necessarily create new things but is an enhancer and amplifier. Think of any medium and I am sure you will find something similar to that medium prior to the World Wide Web’s birth. 
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