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1.  Proposal in a nutshell 

Premise 

In 2013, Tinder revolutionized the online dating industry with a simple system, swipe right if 

interested, left if not. Instead of having a matchmaker rifle through thousands of profiles to find 

someone unique, users could decide whether they like someone based on a few photos.  

In comparison to the services which had come before, Tinder made dating simple, but it also, as 

studies have found, made it less about lasting connections and relationships and more about 

casual hookups and cheesy openers.  

Trend 

Increases in usage have been primarily pushed by newer 

applications, such as Tinder, Bumble, and Hinge, which are 

mobile-based and far more tailored to casual dating. In the past 

few years, Bumble and Hinge have attempted to shift from 

Tinder, by marketing their product as more for relationships than 

hookups. 

Goal 

 Increase the number of monetary transactions per user on Tinder and thereby increase 

the Average Revenue per User 

 Increase the market share by retaining and adding the user segment which wants more 

meaningful relationships 

Problems Addressed 

 Users feel lonelier due to the lifestyle shift towards the digital world which was 

accelerated by the Covid-19 pandemic. 

 Users at times want to find a companion and not a date. 

Solution 

‘Tinder Meet’, where the user can choose to meet and spend time with a match by attending an 

event of their mutual interest together. 

 

Roll Out Date: 01 Jan 2021 

Success (After 2 months) 

 15% Increase in Average Revenue per User 

 25% Increase in Daily Active Users 

 20% Increase in Average time spent per User 

https://www.businessofapps.com/data/tinder-statistics/
https://www.businessofapps.com/data/tinder-statistics/
https://www.businessofapps.com/data/bumble-statistics/


 

 
 

 

2. Approach to Solution 

2.1. Secondary Research 

 

 

   

Health Issues 

Effects of social media 

 

                      
                          Click here to know more 

“People prefer to stay indoors and interact online on social 

media. This has made flesh-and-blood interactions seem like a 

tiresome process and not worth their while.” 

 

- Dr Krishnamurthy 

Consultant psychiatrist at BGS Gleneagles Global Hospitals 

                                                                                                             
                                                                                                         Click here to know more 

 

“People in their youth tend to engage in different kinds of 

behaviour, due to loneliness. Some may over-indulge in social 

platforms, others may use substances, while there may also be 

risk-taking behaviours, like say, speeding. Sometimes though, 

loneliness may result in lifestyle modifications such as joining 

fitness classes, seeking outdoor adventure.” 

 

- Dr Venkatesh Babu 

Consultant psychiatrist at Fortis Hospitals  

 

 

 

 

                                                                                             Click here to know more 

 

“16 to 24-year-olds are the loneliest age group  

Levels of loneliness are higher in younger people with 40% 

feeling lonely, compared with only 27% of over 75s. 

People who feel lonely have more ‘online only’ Facebook 

friends. People said that dating is the least helpful solution 

suggested by others. 41% of people think loneliness can 

sometimes be a positive experience. Only a third believe that 

loneliness is about being on your own.” 

 

People feeling lonely are increasing 

https://www.thehindu.com/society/how-loneliness-is-affecting-the-indian-youth/article27115615.ece
https://www.thehindu.com/society/how-loneliness-is-affecting-the-indian-youth/article27115615.ece
https://www.bbc.co.uk/mediacentre/latestnews/2018/loneliest-age-group-radio-4


 

 
 

 

2.2. Primary Research 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Gender 

Age 

Do you use dating apps? 

What do you want from your Tinder match? 

How do you think you can know someone better? 



 

 
 

 

2.3. Interview snippets 

 

 

 

 

 

 

 

2.4. User Journey 

 Feels lonely Goes to Tinder Connection Post Connection 

User Goals 

Want to find and spend 

quality time with a 

companion to fill the 

loneliness 

Wants to find someone 

new to spend time with 

Connect with a 

companion to spend 

quality time 

Wants to spend quality 

time  

Expectation 

Searches and finds 

someone to connect  

quickly 

Find people who are 

interested in a mutual 

companionship 

Find people with the 

same interest 

Spend doings things of 

mutual interest without 

much personal bondage 

Process 

- Asks friends if they 

are   free 

- Many are not nearby 

and free 

- Show interest in 

people 

- People show back 

interest in the hope of 

going for a date 

- Connects with people 

- Chats with them  

- Connection wants to go 

for a date 

- Both agree on a date 

- Goes for a date 

- Things get personal 

- Disinterest for both 

 

Experience 
Sad that friends are not 

there when in need 

Cannot find a 

companion to spend a 

short time 

Connections are 

interested in a date and 

not companionship 

Both did not enjoy the 

context of the meeting 

Frustration 

Level 

    

Pain Points 

Bored. Alone. Not able 

to find a companion 

quickly 

User not able to find 

someone other than 

dating 

Connections not 

interested in activities 

other than a date 

Connection not able to do 

things of mutual interest.  

Did not know the 

connection’s relationship 

success during meetups 

 

“My friends are busy with their work and family. 

I am hardly able to connect with them and I end 

up binge watching series alone. I feel lonely and 

drained.” 

- Tanya 

Age: 25 Years 

 

 

“I just went through a bad break up and I have no 

one to share my trauma. I need someone just to 

listen to me.” 

 

- Ramprasad 

Age: 28 Years 

 



 

 
 

 

2.5. User needs 

 As someone who recently broke up, I want to find a companion, so that I can divert my 

mind 

 As a lonely person, I want to find a companion, so that I can go out and do activities of 

mutual interest 

 

2.6. Pain Points 

The user is bored and alone 

The pandemic has changed the way people live and interact. Human interaction has 

predominantly become virtual. All the activities previously done by interacting with many other 

people are now done via online applications. This has made humans have a lot of alone time 

and in turn become bored due to the lack of physical human presence.  

 

Cannot find quick connections 

Love and affection are a necessity. Humans crave affection when they are deprived of it. In the 

fast-paced world, youngsters are busy with building their careers and thus find very little time to 

spend with their loved ones. Due to this, many friends are not available when they are actually 

in need.  

 

User not able to find someone other than dating 

Dating sites fulfill the purpose of matching people for romantic relationships. But romance is not 

the only type of affection humans need. They need companionship also. Two connection who 

are different intention (e.g. dating and companionship) that is matched will ultimately not bridge 

into a strong relationship as neither of the two connection’s purpose is getting fulfilled. 

 

Cannot find activities of mutual interest 

Chatting is not the only preferred way to start a conversation or get to know each other. People 

communicate little through words and largely with body language. Every people is distinct in 

their way and has different ideas of how to spend quality time. Therefore, agreeing to one 

common activity of interest is going to be difficult. 

 

 



 

 
 

Not able to know if the person is good for spending time with 

People want success in whatever they do. They do not like to invest time in activities that do not 

turn fruitful. So they want to be certain if the person with whom they get a match will have a 

better probability of turning into a good experience. 

 

2.7. Prioritization based on Importance-Satisfaction Gap Analysis 

 

Pain point 
How Important is 

the problem (I) 

How Satisfied are 

users currently (S) 

Priority (I + 

max(I-S), 0) 

The user is bored and alone 9 4 14 

Cannot find quick connections 6 4 8 

User not able to find someone 

other than dating 
8 2 14 

Cannot find activities of mutual 

interest 
8 5 11 

Not able to know if the person 

is good for spending time with 
6 5 7 

 

Pain points chosen 

Choosing pain points above the priority score of 10 

 The user is bored and alone 

 The user is not able to find someone other than dating 

 The user cannot find activities of mutual interest 

 

2.8. Solutions 

Tinder Surprise Book 

Users can book a ticket for their favorite event without knowing who will partner with them. They 

will know the details related to gender if specified. Each user needs to book their event 

separately. The Tinder algorithm will match them accordingly. 

 

Meet Request 

Users can select the event and mark it as ‘interested’. Other users can view those who are 

interested in that event and can show their willingness to partner by a request. Upon request, 



 

 
 

both the users need to book tickets and will be unlocked the option to chat. This will allow 

connections that are not for dating only but also to do/attend outdoor activities both enjoy. 

 

Book & Invite 

Users can buy 2 tickets before choosing a partner for an event. Users can view users and invite 

users to partner with them for a specific event. The user who gets the invite request can either 

accept or deny the invitation. Upon acceptance, both will be allowed to chat. 

 

Tinder Group Call 

Bored users can start a call to spend their leisure time. Other users who are also bored can see 

the ongoing calls and can join the call. The maximum amount of time the call can go on is 30 

minutes. This can instantly allow bored users to find a company. Users in the call can send 

connection requests to the other users in the call. 

 

Tinder Room - Connecting with a question 

Any user can start a call. The call may be to talk about a specific purpose or without any 

purpose. These users can make the entry request through questions on the specific subject to 

find the interest of the person on that subject. Other users can attend this by answering 

questions. The call can be limited to 15 minutes after which the users can be allowed to chat 

upon request. This can allow users who are bored to connect with someone instantly. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 
 

 

2.9. Prioritization of Solutions using RICE framework 

 Reach Potential percentage of users this solution will have an impact on. 

 Impact as: 0.25 - Minimal ; 0.5- Low ; 1- Medium ;  2- High ; 3 - Massive 

 Confidence on the solution: 50% - Low ; 80% - Medium ; 100%- High 

 Effort in man months: 1 for low effort items ; 2 for medium effort items ; 4 for high 

impact items 

RICE Score as = Reach * Impact * Confidence /Effort 

Solution Reach Impact Confidence Effort 
RICE 

Score 

Tinder Surprise 

Book 

 

50 

Most of the users 

require cert ainty 

Medium 

Can solve the issue of 

boredom and get users 

excited 

50% 

The chances of 

matches not having a 

common interest is 

more 

High 

Tinder needs to use a 

strong AI algorithm to 

match people on its own.  

6.25 

Meet Request 

80 

Every user wants to 

meet their match 

Massive 

Physical meetings bring 

meaningful experience 

80% 

Usually, having to get 

to meet a match 

takes long days of 

interaction. 

Medium 

Need to make an events 

page and integrate the 

ticketing portal of the 

events 

96 

Book & Invite 

 

50 

Not everyone will want 

to book the tickets for 

others. 

Medium 

Investing money on 

uncertain connections does 

not seem practical  

50% 

Users can be 

perceived to be 

desperate 

Medium 

Need to make an events 

page and integrate the 

ticketing portal of the 

events 

30 

Tinder Group 

Call 

50 

Most of the users want 

a kind of a one to one 

relationship 

 

Low 

Virtual connections do not 

give a meaningful 

experience. Group calls are 

rarely intimate.  

50% 

Users prepare a one 

to one experience 

High 

Need to integrate video 

conferencing requiring 

additional technical skills 

12.5 

Tinder Room - 

Connecting 

with a question 

 

80 

Most of the users want 

a kind of a one to one 

relationship 

Medium 

Virtual connections do not 

give a meaningful 

experience. One to one calls 

are intimate 

50% 

The video calls can 

be misused 

High 

Need to integrate video 

conferencing requiring 

additional technical skills 

10 

 

Solutions prioritized with the highest score 

 Meet Request 



 

 
 

 

3. Implementation 

3.1. What (Solution) 

 The user can choose to meet and spend time with a connection by attending an event 

together 

 The user can start by selecting an event and view the other users who are interested in 

attending that specific event. 

 Then the user can invite and reject other users to the event. 

 The receiver of the request can choose to accept or reject the invitation 

 If the receiver accepts, both the users need to purchase the tickets to start messaging 

and meet up. 

 

3.2. Glossary 

 Event Page – Page where all the events are listed 

 Event connection Box – Box where the requested and accepted connections appear 

 Request by Invite – The user can invite another user to an event by sending a ‘request’ 

 Accepting Request – Requested user can accept the invitation 

 Tickets -  Tickets to be purchased for the event 

 

3.3. User feelings 

 The user needs to feel that he is not the only one who needs companionship 

 The users must feel that other people’s profiles are credible 

 The user must feel excited on their journey of getting connected  

 

3.4. Partnership  

Tinder will need to have various kinds of events listed on the ‘Activity Events’ page which can 

cater to a broad spectrum of audiences. Some of the events can be with multiplexes, sports 

leagues, theatres, theme parks, museums, hiking, dance lessons, etc. the companies will be 

allowed to list their events on Tinder which can result in a higher number of tickets to their 



 

 
 

events being sold. Tinder can also give them an option to boost the event’s visibility on Tinder’s 

‘Listing Page’. 

 

3.5. Revenue Model 

There are 2 ways tinder can earn money 

1. Commission on tickets 

For every ticket that is being booked, tinder will get 20% of the transaction price.  

 

2. The listing price for events 

Each event will need to pay a ‘Listing Price’ for listing their event on Tinder. This price will be 

based on per daily basis. The higher the event is placed in the events list, the higher will be the 

price charged by Tinder. 

 

3.6.     Mockups and flow 

Click here for wireframes 

Mockups and flow for Sender 

  

 

 

 

 

 

 

 

 

 

 

Logs in to 

Tinder. 

Goes to 

‘Events’ 

page  

 
‘Selects 

Look for 

match’ 

Views profiles 

of other people 

interested in 

that event 
  

Sender 

makes the 

payment to 

buy the 

ticket for self   

Sender 

receives a like 

when receiver 

accepts the 

invite. 

The sent 

invite will be 

visible in 

‘Event 

Connection 

Box’  

Selects the 

event user 

wants to 

send invite  

Sender gets 

notification 

that the match 

has paid for 

his/her ticket   

Selects 

and event.  

Sees a 

notification.  

Goes to ‘Event 

Connection ‘ 

Box’  

https://balsamiq.cloud/sjbfj36/peftbhu/r6B71?f=N4IgUiBcCMA0IDkpxAYSgBngGWfAQniALKbwBaZIA0lANoC6AvkA
https://balsamiq.cloud/sjbfj36/peftbhu/r6B71?f=N4IgUiBcCMA0IDkpxAYSgBngGWfAQniALKbwBaZIA0lANoC6AvkA


 

 
 

 

 

Mockups and flow for Receiver 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Phase wise Implementation 

‘Events page’ where all events are listed Phase 1 

Sorting of events on ‘Events page’ based on type, location, time Phase 1 

Event-based match suggestions where users can  Phase 1 

‘Events Connection box’ where user can see matches with events Phase 1 

Notifications alert when new matches happen, payment is made Phase 1 

Linking to the ticketing system of the events Phase 1 

Payment page where the user is redirected to the payment portal Phase 1 

Showing multiple events interested events on a profile Phase 2 

Direct linking of an event in the events page Phase 2 

Direct link to start chatting after an event match and payment is done Phase 2 

Accepts the 

invite by liking 

the heart button. 

Proceeds to 

book tickets  

The invite will 

be visible for 

the receiver. 

Clicks on the 

new invite. 

Sees a 

notification. 

Goes to ‘Event 

connection 

Box’  

Receiver 

goes to 

‘Events’ 

page  

Receiver 

makes the 

payment to 

buy the 

ticket for self   

Receiver gets 

notification that 

the match has 

paid for his/her 

ticket   



 

 
 

 

 

3.7. Notes to engineers 

As long as there are 2 seats, the system must not auto decline any invitation /requests  

Create a sense of urgency and alert users by ‘Seats filling fast’ notifications 
 

Prioritization factors for profiles: 

 Region 

 Interest in event 

 Latest update of data 

 Paid subscription 

 Boost of profile 

 Number of accepts / rejects 

3.8. Success 

Focus Metric: 

 15% Increase in Average Revenue per User in a month  

 
Input Tracking metric: 

 25% Increase in Daily Active Users 

 20% Increase in Average time spent per User 

 20% Increase in Number of profiles viewed per user per day 

 More than one meet per user in a month 

 More than Rs 200 in Average revenue per meet 

 
Check metric: 

 Decrease in Number of New Unique Matches per User 

3.9. Summary 

‘Tinder Meet’ will elevate the experience of using tinder by connecting matches with an external 

event of mutual interest. This will improve the daily active users on Tinder and increase the 

number of transactions on Tinder, thereby increasing the Average Revenue per User. This will 

also ensure that Tinder is keeping its competition at bay by maintaining the market share also 

catering to the wider needs of the users.  


