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Online Matching - How do they do 1t?

Online matching 1s broken down into

1. Data Gathering ’“

2. Matching - =7 o

three steps:
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Step 1: Data Gathering () &
Two Rinds of Data

Characteristic data — data which describes the user
Criteria data — data which describes what the user 1s looking for 1n a match

Users are permitted to weight criteria data. For example, they may 1nsist that

their match 1s a non-smoker, and would preter a non-drinker, but 1t 1s not imperative.

Is it okay if your partner has children?
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There are different types of questions where users rate critereon as “must-haves” and
“can’t-stands.” Every site offers a different mix ot these question types. The majority
of these questions involves rating or stating how important each criteron 1s to the user.

Another common form of question asks the user to check oft all items that apply to

them; What interests or activities would you like to share with your future

partner?
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Step 2: Matching

The service attempts to match people by their list of traits and preferences. If no

match 1s found, the percentage ot criteria that must match 1s reduced (say, from 100%

to 90%). This continues until a match 1s found.
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Sites use different methods to 1dentity a possible successtul match. They try to
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approximate satisfaction, using a study of existing couples and their happiness in
their relationship called the Dyadic adjustment scale- “A validated tool for assessing
the level of satistaction of a married person in that person’s marriage.”r

A basic formula for matching users using factor analysis:
C=>wi Fi
C = approximated individual satistaction index
> w1 = weight of Fi

Fi1= selected tactor -

What does this mean?

Based on I and how important it 1s, what does this person need for a successtul
relationship? People are divided by how likely they will be to find a match, based on
how stringent their critera are. Someone who has a lot of “must-haves” will be

ranked as a difficult match. People who are rated as unlikely to be matched may not be

matched by the service.

Multiple linear regression and correlation analysis: A correlation matrix
1s created to show where user’s compatibilities lie. Variables considered important to

the potential satistaction of a relationship are graphed.

A Comparison of Major Dating Sites

lr_—iarrrj?n;:.f.lc_gf- mat_ch com YAEOO! PERSONALS EChemetTy'
Company ot i Levafor s he gt saee love is complicated. match is simple the science of attraction
Scientific Matching System X X X
Free Compatability Profile X X
Number of Singles 8 Million 15 Million 15 Million N/A
Year Established 2000 1995 1996 2006
Type of Singles Serious Daters Casual Daters Casual Daters Serious Daters
Cost per Month $59.95 $39.99 $25.99 $10.00
Orientation Straight Straight/Gay Straight/Gay Straight/Gay

How does the computer find love?

Complex matching algorithms- On sites like eChemistry.com, scientific research is applied to
complex codes that allow the computer to match people based on intricate conditions. Sites like
eChemistry.com conduct intensive psychological profiling and research, which 1s then translated

into complex algorithms that allow the computer to match people based on intricate conditions.

The site's developers explain their approach:

“In the past, test developers simply relied too heavily on mathematical
methods of evaluation of their tests and kept personality theory development

too separate from the evaluation method itself.” p:;

Database search- Sites such as Match.com utilize a search algorithm that finds those who
match the user’s preferred criteria. You can search tor people based on almost one hundred
conditions, and specity the importance of each field. The site will return those who best match
the preferred conditions. Match.com’s CFO states:
“One of the hardest things we do is support the traffic, the number

of people running searches, and bring all of those results back.” r;

Types of matching: Searching vs. Scientific

Searching

Match.com, for example, uses a weighting algorithm, which gives preference to various pieces of
a single's profile, such as religious orientation, smoking/non-smoking, etc. The user can alter the
welghting algorithm by declaring the level of 1mportance of each factor in their match’s profile,

and the algorithm will weight each comparison accordingly in determining the best matches.rs

Scientific: homogenous vs. complementary

Complementary- Sites such as Yahoo and eChemistry match individuals with certain unequal
traits that have been found “complementary” in successful relationships.

Homogenous- Sites such as eHarmony match individuals with similar mindsets, goals, etc, 1n
order to create successful, lasting relationships.rs

Are People Buying it?

. “According to Jupiter Research,
Consumer Spending , . .
for Online Dating the average online-dating service
600 user spends $239 per year on
2 dating services.”r:
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Multiple Linear Regression and Correlation Analysis, continued:
A satistaction index 1s generated for selected groups of variables, and potential

compatibility 1s determined based on these indices.
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Step 3: Communication

Users have many levels of communication oftfered to them by dating websites, starting

with exchanging answers to open-ended questions, and leading up to meeting one
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another in person.
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How do they handle all that traffic?

An example: Match.com

* Match.com 1s primarily a Microsoft server site running on the .NET architec-
ture. It uses this system for data replication, as well as user file uploading.

* They have about 50 frontside Web servers and 20 Compaq Xeon G3 database
boxes

* In 2001 servers were pushing data at a rate of 21MBps, which rose above
500MBps by 2004.

* Biggest bandwidth issue 1s uploaded photos—over 7 million images in 2004

* Match.com partners with Akamai, a Web services provider that houses high-
bandwidth content on servers around the country, and bandwidth-intensive data
like 1mages 1s housed on these servers.

* “The primary obstacle 1s partitioning the search requests so they can support a
horizontal tier of search boxes,” says Presz. “You have to partition the requests
because no single database box can handle 1t.” A tier of search boxes 1s tied to a
main box, which provides backup, as well as a replication scheme that keeps all of
the data on the search boxes consistent and updated. In this way, Match.com can
partition out millions ot search requests across multiple search boxes. The back-
end logic 1s Microsoft SOQL Server and the front-end Web server code 1s written

n C#.[g]

Industry Statistics

0

63 %) of married couples met through a network ot friends.
0

44 %) of adult Americans are single.

4*0 mllllon Americans use online dating services (about 4‘0% ot the
g (

population of single Americans).

Match-seekers who post photos receive 2 tImes as many emalls as those
who don’t.

The overall cost ot personal sites has dropped over the last 9 ye drI'sS.:;

More than 20 mllllOn people visit at least 1 online dating site per month.

More than 1] 20 ,OOO marriages a year occur because of online dating matches.r
Over QO0,000 people met that “special someone” on Match.com last year.

On average, 90 eHarmony members get married every day.q.;

US residents spent over $ 500 mIHIOn on online dating and personals

services 1n 2005.rs

Online Dating Saftey Regulations:

US government regulation of dating services began with the International
Marriage Broker Regulation Act (IMBRA) -« which took attect in March 2007
after a federal judge in Georgia upheld a challenge from the dating site European
Connections. The law requires internationally oriented dating services to conduct
among other procedures, sex oftender checks on US customers betore
communication can occur with a foreigner.rs

Emerging Technologies

Cell phone dating- Companies such as Mobilove move the playing field to a wire-
less environment, providing convenience for those too busy to sit down at a computer.

Profile assistants- Whether it’s revamping your photo or transtorming your
profile into a catchy “advertisement,” businesses are eager to help people “market”
themselves to prospective dates.

Background checkers- Watchdog companies such as HonestyOnline perform
checks to verity not only criminal background but personal protile information
as well, and those who pass receive a virtual “honesty certificate.”

Code builders- Now anyone can host their own dating site! There are countless
vendors who will organize, host, and maintain a personalized online dating network;
or buy a simple kit containing scripts and hosting tools and start your own business.

Matchmakers- Independent and site-specific match makers will help you sift
through the options and even guide you in the initial dating process.
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