
	  
	  

Digital Platform Proposition: eHarmony 

Competitive Differentiation 
 
Providing useful and relevant information to users will increase brand loyalty and 
generate word of mouth exposure. The Facebook page will distinguish between 
content between singles and couples. The Twitter account will also be updated 
more frequently and will more relevant and user generated content. 
 
We also plan to utilize a mobile application with GPS capabilities, a feature 
currently used by only one competitor. A GPS feature is convenient for busy 
singles who want to meet others in their limited free time and will allow them to 
do so conveniently.  
 
An advergame will provide an entertaining experience and promote eHarmony’s 
brand presence. Since our target market enjoys casual games we decided this 
platform of an advergame would be a valuable opportunity to interact with them. 
It will also provide users with skills necessary for a successful first date. 
 
Contextual Relevance 
 
eHarmony is a player in the online dating industry, which is comprised of 
companies providing services allowing clients to meet one another to pursue a 
romantic relationship. While most industry players operate through the Internet, 
they do not utilize social networking sites for matchmaking. 
 
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. We chose 
the target market of 30-49 year-olds because in the past eHarmony has targeted 
men and women aged 35-55 whose ultimate goal is to end up married, which is 
why Right Brain Advertising is proposing to target a younger target. 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. Our research showed 
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. 


