
	  
	  

Consumer Analysis: eHarmony 

 

Current Target Market vs. Potential Target Market 

The current target market of eHarmony is heterosexual women and men ages 35 
to 55, who are currently single or divorced and looking to meet, and eventually 
marry, their soul mate (Profilehelper.com, 2006; Thompson, 2006). Current 
users of eHarmony.com are generally white middle- and upper class singles who 
have some education beyond high school. According to Profilehelper.com (2006), 
the average Internet dater has “at least an associate’s degree, but more often than 
not has a B.A. or even a graduate degree.” eHarmony’s current members align 
with these findings. Despite the efficiency of eHarmony’s current target market, 
the company would do well to expand their target market to include slightly 
younger singles who may have previously believed that eHarmony was a dating 
website for older people and not necessarily for them. 

Our proposed potential target market is heterosexual women and men between 
the ages of 30 and 49, who are currently single or divorced, living in the United 
States and seeking a long-term relationship. This potential target market has 
been chosen based on several factors. According to IBIS World, consumers in the 
30 to 49 age group currently comprise 35.2% of the online dating industry. 
Furthermore, 37.1% of people in this age category in the United States are 
unmarried, and 21.4% have never been married previously (IBIS World, 2011). 
These statistics provide substantial evidence that this target group would respond 
positively to eHarmony advertisements. 

The second reason for choosing this target market is based on the fact that, in the 
past, eHarmony has targeted men and women whose ultimate goal is to end up 
married. Studies have shown that consumers in this slightly younger age group 
have more desire to find a husband or wife than the current older target market. 
According to the article, “Second Love at First Click” (Rosenbloom, 2011), 
younger singles in their 30s are typically focused on marriage and starting a 
family, while older singles over the age of 50 typically have a more relaxed 
approach. Because of this, we believe it makes more sense to target a slightly 
younger group of singles who have a higher interest in marriage. 

General Profile 

Demographics: Consumers in our target market are single or divorced women 
and men between the ages of 30 and 49. Consumers within this target age group 
are considered members of Generation X (people born between the early 1960s 
and the early 1980s). The target market includes people of all races and 



	  
	  

ethnicities who currently live in the United States. These consumers are generally 
professionals who have some education beyond high school and are financially 
established. They may or may not have been married previously, and may or may 
not have children from a previous relationship. 

Psychographics: Consumers in our proposed target market believe in the value of 
a long-term relationship and believe in finding and marrying their one true love. 
They typically have a positive attitude toward the search for their significant 
other and want to find the easiest and most efficient way to do so. Targeted 
consumers live heterosexual lifestyles. They are interested in balancing their 
careers with leisurely activities. People of Generation X are well educated and 
have low unemployment rates compared to people in the next generation (Rowe, 
2012). 

Transactional Behavior Info: According to MarketResearch.com, consumers 
between the ages of 25 and 44 (this covers a large chunk of our target age group) 
prefer to pay their bills online and are heavy users of online bill payment (Rowe, 
2012). This fact supports the notion that people in this age group are fully of 
aware of the usefulness of Internet resources, and are likely to be open to 
expanding the ways in which they use Internet to include online dating. From 
2008 to 2010, expenditures of Generation X declined 5.1%, but unlike older 
generations, their budgets for extras such as dining out and charity contributions 
have not been impacted significantly by the recession (Rowe, 2012). 

Response Rates: According to Mintel (2009), “for all types of advertising media, 
there is a significant decrease in impact after the age of 35.”  For example, Mintel 
says only 34% of consumers ages 35 to 44 found themselves affected by television 
advertisements in the past week, as opposed to 60% of younger consumers ages 
18 to 24. The response rates for all other forms of media are less than 25%. 

Digital Usage Habits 

Because eHarmony is an Internet-based service, our main focus is on the use of 
this digital channel within our target market. According to Pew Research (2011), 
65% of all Internet users are on social networking sites, and of those 70% are 
between the ages of 30 and 49. Furthermore, 65.5% of social network users have 
an income of $50,000 or more, which aligns with our target market of financially 
established consumers. Pew Research also says that an average of 66% of social 
network users have at least some level of college education or higher. Again, this 
finding aligns with our target consumers who have educations beyond the high 
school level. Those in the 30 to 49 age group “have become somewhat more likely 
to use social networking sites on an average day; the frequency of SNS use among 
this group grew a modest 18% over the past year” (Madden & Zickuhr, 2011). 
Consumers within our target market are also moderate users of television when it 
comes to getting news and information. According to 



	  
	  

MobileCommerceDaily.com, 85% of Generation X members who use the web still 
prefer to watch their favorite shows on TV (Lamb, 2011). 

The findings above represent the fact that our target consumers are becoming 
increasingly heavy users of social networking sites. They also increasingly use 
news sites to get information. MarketingResearch.com also suggests that 
consumers in our target age bracket are heavy users of online bill payment and 
banking services, with Generation X being 23% more likely to use the Internet 
and 44% of them paying their bills online (Rowe, 2012). Furthermore, this group 
spends more time on government websites and obtaining financial information 
online, and their top three activities online were e-mail, checking news and 
weather, and banking transactions (Lamb, 2011). 

Consumers in our target market own digital devices that include televisions, 
radios, computers and personal music players. An increasing number of 
consumers are using smartphones. According to a study by Nielsen, 43% of 
adults have a smartphone and 53% of adults ages 35 to 44 own one (Ogasawara, 
2011). Because this segment is in the middle of our target market, we can assume 
that our target market is quickly catching on to the smartphone industry. 

Content Consumption Preferences 

It is important to point out that “adoption of use” is not the same thing as 
embracing technology, and older generations, including our target age group, are 
less embracing and more reluctant adopters of new technologies (White, Vogel, 
Baim, Galin & Murnane, 2008). In a study done by Mediamark Research & 
Intelligence, members of Generation X said that their consumption of print 
media was based on a functional search for information rather than reading 
something from “cover to cover” (White, Vogel, Baim, Galin & Murnane, 2008). 
Therefore, we can assume that our target consumers would not read printed 
content about eHarmony unless they were specifically and intentionally 
searching for that type of information. However, it is important to also note that 
our target market likes to stay connected to the latest information, which explains 
why members of this group are using the Internet to check the news and weather 
most often. 

Our target market prefers appeals that are relevant, genuine, and transparent 
(Reese, 2011). This means that these consumers can be appealed to with a more 
straightforward approach. They will not automatically trust everything that 
advertisers tell them, and if they feel the information being relayed to them is 
false, they will research it themselves to find out for sure. According to Reese, 
consumers within our target market are generally “not driven by hype or 
flashiness, and they are skeptical of advertising tactics that are used to 
manipulate buyer behavior. These consumers can be both cynical and sensible in 
their purchase behavior.” Consumers in our target market are generalized as 



	  
	  

being more materialistic than the generation preceding them, and an advertised 
product has to prove a material benefit to them of some kind. These consumers 
examine the products they buy from a value and quality standpoint, as opposed 
to merely following the latest trend (Reese, 2011). Therefore, in order to appeal to 
our target market, eHarmony should create a sense of luxury and quality, while at 
the same time assuring consumers that they will benefit from the product and get 
their money’s worth from it. 

Based on our competitor analysis, eHarmony is doing well for itself in the online 
dating industry. However, online dating might be making a shift toward location-
based mobile dating apps, something that eHarmony does not currently have. 
Competitors that already have location-based mobile dating apps include Blendr, 
Grindr, OkCupid Locals, and HowAboutWe. Furthermore, social networking sites 
like Facebook allow people to meet each other and compare profiles for free. 
However, the disadvantage to Facebook as opposed to eHarmony is the fact that 
Facebook does not match compatibility and is not specifically designed for online 
dating. The obvious advantage of social networking sites compared to eHarmony 
is that they are completely free. Additionally, sites like OkCupid pose another 
competitive pricing issue. OkCupid earns 95% of its earnings through advertising 
and only 5% from premium membership subscriptions (Slutsky, 2011). If the 
consumer does not mind seeing multiple advertisements on the site in exchange 
for a free dating service, he or she will likely choose a site like OkCupid. However, 
eHarmony provides a paid service so that people do not have to see many 
advertisements on the site, and this appeals to many consumers as well. 

Content Creation Profile 

From reading the community forums on eHarmony’s blog website, it is clear that 
customers have a lot of questions and thoughts about dating and relationships. 
Customers are eager to gain insight from others on this new world of Internet 
dating. For example, one customer writes that he met a woman on eHarmony but 
worries that he won’t be able to support her three children 
(Advice.eharmony.com, 2012). Other customers eagerly respond to his question 
with advice and insight on what he should do in this situation. From this, we can 
conclude that customers are creating online content to both provide and seek 
dating advice from other eHarmony users. In addition, customers are using 
Facebook to share their success stories, ask questions about eHarmony, and see 
what others are saying about the site. 

As previously mentioned, customers are already utilizing eHarmony’s Facebook 
page and blogging site to actively create content that is related to or sponsored by 
eHarmony. With the rapid growth of smartphone use in our target market, it 
would be a good idea to create a more pronounced smartphone presence for 
eHarmony, as many customers are looking for faster ways to connect to the 
online dating world using their mobile devices.	  


