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America’s Leading Lifestyle Magazine For Enlightened Living

OFFERS YOU THE
BIG SPENDERS!

Being Single Magazine...ofters
you the advertiser, the most
attentive audience among urban
upscale consumers.

THEY
TRAVEL...

Qur readers
don’t just flip thru

our pages...they
savor them.

This significant segment of the
Singles population relish our
pages because we offer substan-
tive information and articles,
which are enlightening, socially
influential and  delightfully
entertaining.

Call 312-567-9900

For More Information On
How We Can Expose
Your Product or Services

To Your Target Audience.




Provocative
Inspiring
Enlightening
Entertaining
Soul-Stirring

Fully Read

MAGAZINE

1 personally know of at least three
women who are knowingly
involved in a triangle relationship
where all three of the men are

single, and basically upfront about
their other attachments.

and that they would eventually marry and nde off’ into the
sunset together on a white horse.

Unfortunately, these cases are not unique in today’s
warld of women competing for the same man. Some com-
pete without knowing who the competition is by name,
while athers compete openly with threats and violence,

Believe it or not, the police records in large cities
across the country are filled with cases where
women are physically challenging each other for
the affections of a man, in more ways than
one.

A few years ago, there seemed to be a
sudden  epidemic
where young women (21-34] were killing

across the country

each other in a triangle war over a man,
who was more than likely spreading his
“love™ in more than two places.

Then there are those who com-
pete financially...from buying expen-
sive gilts (watches, vacations and
rings) to luxury homes on a Iill,
depending on their income bracket.

I personally know of at least three
women who are knowingly involved in a wiangle
relationship where all three of the men are single,
and basically upfront about their atachments.
When I tried 1o interview them for this article, they
all refused comment except to say more or less, that
they were in love, and sometimes it was worth light-
ing for as long as the man was single.

Years ago, a schoolmate was stabbed through
the heart by a woman whom she knew was also dat-
ing her boyfriend. She and the woman had been in
a physical altereation before, when the woman had
walked up on my friend and her boylriend ar a

party. She had warned her then 1o stay away from ¥

. Simmons

him, but my friend had underestimated her 4

threats, and ended up losing her life. f
1 wonder...is the threar of physical harm -

worth it in the baule lor love?  Unfortunately,

some seem to think so.

Models: Sarnai-Standing - Lauren Cheeks - Silting
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Because of this format, we bring you, the Advertiser a captive audience.

We Invite You To Partner With Us In Bringing Your Message To
Our Loyal Readers. Your Ad Is Sure To Be Seen On Our Pages.



Editorial Focus
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He was tall,
handsome,
resplendently
dressed,
articulate and
available...or 50 he
said.
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Things Women
Don't Know About Men
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Being Single Magazine is a monthly publication. The philosophy and purpose
behind this periodical is to offer an in-depth look at subjects and topics relevant to
the singles lifestyle that is seldom found on the pages of general interest magazines.

Our concept is to present rarely taught life-skills and promote, through uncapped
dialogue, a better understanding of the sexes in an intriguing format designed to
entertain, enlighten and educate. The concept is based on articles being presented
in an unique and revealing form to captivate and engage the reader’s imagination.

Being Single - is published by HarBon Publishing, P.O. Box 49402, Chicago, Il., 60649—(312) 567-9900
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Is A Welcome

Site In The
Home Of Over é

/300,000 Singles
. Every Month

¥  Nationwide.

Our Top 10 Major Marke’rs

Chicago ® New York ® Atlanta ® Detroit
Los Angeles ® Washington ® Philadelphia
Houston ® Baltimore ® New Orleans



The African American
Market Opportunity

Being Single Magazine Online
gets over 300,000 hits a month. We

are primarily subscription based, and the

maijority of our readers are women.
We have been publishing for
over twenty years, and we have a

loyal readership nationwide.

®  Being Single Magazine is fargefed
to higher income singles across America

with substantial disposable income.

®  \We are designed to be a quick and
full read. Therefore, your ad is sure to be

Seen on our pages.

® The average reader is 30, co-
reer-ensconced, upwardly mobile and
looking for information that speaks to

their lifestyle.

®  Statfistics show 60% of the

African-American consumer is single.

@ lN GLE MagOnline.com
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DEMOGRAPHIC READER PROFILE - NATIONAL

TOTAL
DEMOGRAPHIC CHARACTERISTICS AUDIENCE MALE FEMALE
Total Circulation 334,968
Total Average Readership 1,339,872 29% 1%
AGE: 2234 514
23-49 83.7
24-44 55.0
25-54 693
MEDIAN AGE RANGE  23-49
Education: Attend College/Graduate School  54.7
Graduated ngh School 41.4 20 Yemrs of Gres: Rescling
1 ]
Occupation Status in Household: G
Professional/Managerial 67.3 AR T
Household Income: 45,000 48.9 Eﬂtll_ﬂse 10 Confescs]igiest-
60,000+ 67.4 What's The
75,000+ 22.8 e s
MEDIAN HOUSEHOLD INCOME 65,000
Marital Status:  Single/Divorced/Widowed Another
Dateless
Presence of Children: VE:EEI;ES';S,?E
Children 2-5 yrs 22.4 "\ Great Things
Children 6-11 31.5 e
Children 12 - 17 yrs 26.9
‘8 Fashion:
Locality Type: Total in Metro Areas 82.6 On The Other | V\?:Q-LOSO
Metro/Central City 58.3 TR Side Of The Table | You Fit
Metro/Suburban 31.7 I' I
Home Ownership: Cooperative 31.5
Condos, Townhouses
Single & Multi-Family Homes 54.7

Source: READERS POLL 2010




features

Automobiles:
54% own American cars.
33% own foreign cars.

Banking: ; @ﬁ
76% hold at least two major credit cards.
17% hold American Express cards.

Cigarettes:
32% smoke.

——

Dining: lr@m‘
88% eat out at least twice a week. = vd

47% opt for fine dining establishments.

=)

Electronics:

68% own a personal computer.
78% own a cellular phone.
61% own DVD players.

Fun:

9% ski every year.

11% play tennis regularly.
49% play golf.

Guests:
79% entertain at home.

Home furnishings play a big role here.

Housing:

54% live in condos or single-family dwellings.

Imbibing:
87% drink alcoholic beverages.

Jogging:
79% bought at least two pairs of athletic

shoes last year. .
47% own a health club ?“)’
membership. _(/_?
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Essentials ¢

Expecting Company Or Hosting A Party

Here's How To Make A Great Impression
'y Lna Crvgn

Do = And Don' kt 8...

* Neves e paper plaies whem smrrrainieg

* Uls Cloar glass plaisa ar chuar plasdic phates ars sesntial
Bor e o mvwts guasin. Glaws bs sommbibrrrd formial el
plastie bn sames s pmal, st 8180 slogant

* Uinr Linew naphing sl sibbechoba, or fancy paper wape
i for » miner imbremal pribering.

* Oram & 8ot of Borad Barnann or slbveraare. Neorr use
mimmaschrd Rarwars when rersining compamy. S
war plastic farks s sy when hesiing  party.

N, bt et rant, e wi b re srait-asdl goream whes
erving tem perein o mimen. b Foch erre showdd be 8 wadic
alf porman pev mvary 18 guevis. |5 sdds plesasn b yver
parey. Comsuls yunr Jow sl yrllaw pagrs for commpanies which
wpecialies in this servive.

Kids:

54% are single parent, heads of households.

Living It Up:
31% plan to buy a luxury automobile in the
next 12 months.

Music:
86% buy at least 4 compact discs a month.
87% own a compact disc player.

Name Brand:

71% are brand name conscious.
Name recognition

is vital to purchasing items.

Outings: (ﬁ@

51% bicycle. 92% go to the movies at least
twice a month. 52% visit a riverboat casino.
67% went to a play or concert at least once
a month.

Profession:

67% hold professional, managerial or
technical positions. 8% are pariners in a
company or business.

On the QT:
31% are looking to buy a new car in the
next 12 months.

Relationships:
67% spent an average of $35.00 last year

on books and tapes on this subject.

Shopping:
89% spend at least 35% of their income on
clothes, perfume, hair care and jewelry.

Travel:

44% are enrolled in a frequent flyer
program.

51% took at least three business trip.

Unmarried:
51% - never married.

39% -divorced.

Vacations:

66% took at least two vacations last year
domestically.

31% traveled to Europe and

The Caribbean.

Watches:
53% spent thousands of dollars last
year on luxury timepieces.

X-tracurricular:
87% spend over $300.00 a month on

entertainment.

Youth:
83.7% are between the ages on 23-49.
The median age is 30.

Zeal:

83% are actively involved in professional
organizations, i.e. societies, fraternities
and sororities.

OUR
READERSHIP




They are career-oriented, drive late model cars, fravel, own designer wardrobes, change
residences once every two years, dine out at least twice a week, bank at more than one location,
spend 10% of their disposable income on entertainment, belong to two or more professional
organizations, sororities or fraternities, fly at least twice a month on business trips and take one or
two luxury vacations per year. In short, They Spend!l...They Travel...They Consume... They Have Fun!

Consumer Statistics

Domestic/Imported Wines.........cccccveeeeeeeen. 57%
Champagne/Sparkling Wines........c..cccoueeneen. 54%
VodKa.. oo 47%
Ruym o e SR R 42%
Cognac/Brandy . 37%
Whiskey......ooueeieieieicee e 30%
Gl e e 27%
Bourbonunvmmnssrs i 25%
SEOECH . svias s susisrmss mammsama s o s DT
Domestic Beer ..........ecvvvieiiiiiiiiiiciiniiiinicenns 23%
Lite Low Cal Domestic Beer .............cceceunnee. 20%
Droft Bear cuiimnsmamimisnssiisiesmis 18%

Source: Readers Poll & Market Segment Research—2008

Imported Beer ....c.ccvvieiniieiiiieeieecieee e 15%
SOl DInkS: ;oo asssssmsssmimmmss e svasiasssrin 89%
Automobiles .. ......cooiiiiiiiiiiiiiiin 93%
Airline: Travelcussaiiisimmnbamsai i 88%
Cigaretes ;. umnuaummssuiam s 32%
Hair and Beauty Products ... ... ... ce vee e ... 98%
CREDIT CARDS
Top Department Stores .........ccceevviiniiieecnnns 55%
Bank Credit Cards .......c.coevviivinecrrinenen. 59%

American Express/Diners Club................... ...38%
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presents

FDOINGS
Actions Of Note

DISTINCTIVE DOINGS

is a special feature in the
magazine designed to

spotlight or showcase
individuals, companies
and/or organizations,

working to accomplish things
that contribute to the good of
society. This includes personal
achievement and distinguished
acts, which impacts the lives of
‘others.

This feature is positioned to be

newsworthy, enlightening, and

indicative of the commitment of

individuals, corporations and

organizations to make a difference
~ in the world they exist in.

This feature is usually supported
by corporate sponsorship to
highlight their interest in
enlightening the community

_at large...
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