
	  
	  

Creative Concepts: eHarmony 

 
 

Social Media: Facebook and Twitter 

Currently, eHarmony has a Facebook and a Twitter page, but both pages contain 
information that is generalized to all eHarmony users. Both pages should provide 
a distinction between singles who are looking for their match and couples who 
have found their match. Each page also needs to add more user generated 
content to become friendlier to our target market, consumers ages 30-49. 



	  
	  

The Facebook page will contain tabs, or subsections, that will separate content 
based on whether the user is single or in a relationship.  From our research we 
found that our consumers who have already found their soulmate still visit the 
Facebook page. In order  for our page to appeal to all of our consumers the tabs 
features will provide relevant content for each type of consumer who visits the 
page. Functionality is important to our target market, so the tabs must be easy to 
access and provide useful information. The page will feature helpful tips on how 
to date online provided by eHarmony and some dedicated eHarmony users and 
this content will be tailored to both singles and couples. The tabs will moderated 
daily and content will be updated at least three to four times per day. 

Promotions will also be featured on the page and will give the consumer a chance 
to participate in special events like single mingling and free weekend events. A 
Facebook competition will also be held to reward those consumers who share the 
page with their friends and recommend the service. Our idea is to challenge 
eHarmony’s Facebook fans to earn a free subscription if they can get their friends 
to also like the Facebook page. If they can get 50 of their friends to like our page 
in a one-month period they will receive a free one-year subscription to 
eHarmony. If they get 10 of their friends to like eHarmony in a one-month period 
they will receive a free one-month subscription to eHarmony. The competitions 
will be held once every quarter, so that fans can get multiple chances to win 
throughout the year. This will create a new relationship between the consumer 
and the company. Posting special events on the Facebook page will provide the 
consumer with a central location to view all events related to eHarmony and 
participate in them. The special events will occur every three months and will 
also be available during holidays like Valentine’s Day and National Singles Week. 
      

Aside from the wall, consumer-generated content will be featured on a tab that 
will provide a place for consumers to write success stories and testimonials of 
their experiences with eHarmony.  Our target market likes relevant information 
and appreciates connecting with other people on a more personal level. This will 
be helpful to retain current users and encourage potential users to like the page 
and hopefully utilize eHarmony. The Twitter page will provide content applicable 
to singles and couples, but it will feature shorter posts and not as much 
information as the Facebook page. There will be tweets posted by eHarmony 
providing dating advice, some guidelines for dating etiquette and links to helpful 
articles. This will help those in the process of finding a match and those who 
currently in a relationship who are seeking advice. These tweets will be 
moderated daily and updated three times a day. Twitter followers would also be 
able to post their personal experiences on the page, which will give it a more 
personal touch and allow followers to connect with other users going through the 
same journey. 



	  
	  

	  

Figure	  1:	  eHarmony	  twitter	  with	  new	  about	  us	  and	  focus	  on	  retweeting	  dating	  advice	  

	  
Figure	  2:	  Facebook	  page	  for	  couples	  to	  ask	  questions	  and	  share	  stories	  



	  
	  

	  
Figure	  3:	  Facebook	  page	  for	  singles	  to	  ask	  questions	  about	  dating	  advice.	  

Mobile Application 

Currently, only a few online dating competitors have mobile apps and those that 
do are more casual dating sites. eHarmony could be very successful by creating a 
way for smartphone subscribers to check matches and stay on top of their profiles 
with their mobile devices. Research shows that 53 percent of our target audience 
uses smartphones. These 30-49 year olds are typically busy trying to balance 
work and life, which is why they rely on Internet dating in order to find their 
partner. Providing a mobile application would attract new members because of 
the functionality of the service, but it would also keep current members because it 
would provide another platform on which to interact with the brand and service. 
The mobile application will provide the same access as the website and allow 
members more frequent access and therefore a better chance of finding a partner. 
eHarmony will continuously push notifications and update the mobile 
application making it easier for members to use.  

 



	  
	  

In addition, a GPS feature could be added. This feature would also be unique to 
eHarmony and would facilitate the ease of meeting up with matches when in the 
same vicinity. In order to avoid this feature causing the site to become more 
casual, it would be introduced as a lunch date option for professionals who have a 
hard time working around busy schedules. If a member had some time for lunch, 
they could see if any other singles were open for a “Just Lunch” date, and go from 
there. The matches in the “Just Lunch” feature will be updated frequently 
everyday.  

Lastly, the mobile application would allow another way to assist subscribers with 
dating advice and success stories. This would further eHarmony’s goal of 
allowing user-generated content that would position the brand as one that cares 
about people finding happiness, not just getting more members. However, these 
features would also result in the addition of new members by providing more 
buzz, a better brand position and more success stories. The content will be 
moderated daily and updated at least four times per week.  

 

Figure	  4.	  Mobile	  app	  icon	   Figure	  5.	  Mobile	  app	  loading	   Figure	  6.	  Mobile	  app	  registration	  
 

Advergame 

The advergame we have in mind for eHarmony will be a casual game. The 
premise of the game is that the player is at a speed-dating event. The players will 
be presented with five completely fictional dates in the form of computer avatars. 
The player will have 30 seconds with each date during which time each can 
exchange information about themselves. At the end of the five dates, the player 



	  
	  

will be asked a few basic questions about each date. For instance, one fictional 
date character might be Jeff. Jeff is a firefighter with a daughter. He loves sailing. 
The player will be shown all five avatars and will have to match one of the facts 
they were told to the corresponding avatar. Depending on how well a player 
answers the questions, he/she will get a certain amount of points. Not only would 
this be a fun and quick game, but it prepares users be attentive and develop 
listening skills to prepare for a successful first date. Unlike a more involved game, 
this advergame can be played in less than five minutes and does not take intense 
concentration. Users can play the game on a microsite and a link will be provided 
on the eHarmony site. 

Current members of eHarmony will be able to receive points redeemable for 
eHarmony services. The points will be redeemable for users to receive the calling 
feature, a gift card for family or friends or a promotion code for eHarmony. Non-
eHarmony subscribers will be able to receive incentives for becoming members 
such as free weekends. 

	  

Figure	  7.	  eHarmony	  advergame	  screenshot 


