The U.S. Dating Services Market

Value of Industry Segments   ($ millions)
	
	2002
	2003
	2004
	2005

	
	
	
	
	

	Dating websites
	$304
	$449
	$469
	$490

	
	
	
	
	

	Off-line chains
	180
	153
	159
	161

	
	
	
	
	

	Independent matchmakers
	200
	222
	229
	236

	
	
	
	
	

	Personal ads, radio station datelines
	221
	188
	144
	116

	
	
	
	
	

	        Total:
	905
	1,012
	1,001
	1,003


The Major Market Segments - Growth rates

	
	2003
	2004
	2005

	
	
	
	

	Dating websites
	47.7%
	4.5%
	4.5%

	
	
	
	

	Off-line chains
	-15.0
	3.9
	1.3

	
	
	
	

	Independent matchmakers
	11.0
	3.2
	3.0

	
	
	
	

	Print personal ads & radio station datelines
	-15.0
	-23.4
	-19.4


Source: Marketdata Enterprises estimates
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- Together Dating Service /The Right One
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- It’s Just Lunch  


 

- Other off-line companies
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