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“And in the end, 

the love you take, is equal to 

the love you make.”

- The Beatles
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Introduction

Dear Reader, 

I have a fun, rewarding, and enjoyable job. I make my own hours, I go out 
most nights, and generally have a great time. I only work with people I like, 
and I never take on ethically compromising assignments. However, strangely 
enough, I have few peers in my field. As such, there is very little common 
knowledge surrounding my business, and public perception tends to be ram-
pant with stereotypes, misinformation, and misconceptions. That’s why I 
wanted to write this book with my fellow colleagues from the Matchmaking 
Institute and set the record straight about an industry that has historically been 
shrouded in mystery and stigma: matchmaking. 

That’s right. I’m a matchmaker. I’ve been an old-fashioned, face-to-face, match-
maker for the past eight years and I love it. Before pursuing a career in profes-
sional matchmaking, I worked with people in a very different arena: I was a 
social worker. During my twelve years in social work, including my three-year 
tenure at Bellevue Hospital in New York, I worked primarily with children and 
families under extreme emotional duress. Naturally, the job began to take its 
toll on me, and I found myself more and more emotionally drained, and less 
and less professionally effectual in my position. I wanted to continue working 
with people in a supportive, helping capacity, but was having an increasingly 
difficult time handling these very sensitive cases. So, I turned my love of coun-
seling, working with people, and helping others into something more upbeat: 
a career as a professional matchmaker. 

So welcome to Matchmaking—From Fun to Profit, an in-depth look at an age-
old profession, and a guide for keeping the traditions of matchmaking alive. 

Over the last ten years, the career of matchmaking has made a huge comeback 
and now, more than ever, singles are enlisting professional matchmakers to 
help them find “the one”. The continued and exponential growth in the match-
making industry demonstrates that today’s singles are putting their love life at 
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the top of their priority list.  There has never been a better time to enter the 
field of matchmaking! 

This guide will not only provide you with the information necessary to create 
the perfect match, but it will also explain the many nuances for matchmaking 
in the 21st Century. From choosing your first client to harnessing your per-
sonal market value, From Fun to Profit will give you the skills you need to start 
your very own matchmaking business. 

Matchmaking is an excellent way to become self employed in a business that 
is yours to name, and profit from as you see fit. But more importantly, it will 
give the opportunity to cultivate the most sacred emotion that we, as human 
beings, so greatly prize and cherish: Love. 

Lisa Clampitt, CSW
Professional Matchmaker          
Matchmaking Institute Executive Director         



The Field of 
Matchmaking

PART I 
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Matchmakers, arranged marriages, child brides—these sound like terms 
from medieval times.  Certainly throughout history, marriage was NOT 

considered a matter of the heart.  Instead, marriage was treated as a business 
deal arranged and negotiated with financial gain, societal status and/or family 
lineage in mind.  First came marriage then (hopefully) came love.  Communi-
ties relied on experts to pair up their young: the wise, well respected Nokado in 
Japan, the Portador in Mexico, the Kalyn in Russia.  Certainly, we all remem-
ber the colorful “Yenta” in Joseph Stein’s Broadway play, Fiddler on the Roof.  
Whether she was real or fabricated is not certain.  But we do know that in 
many cultures the role of matchmaker is akin to that of a spiritual advisor.   For 
example, matchmaking was considered a function (albeit a peripheral one) of 
the village priest in Medieval Catholic society.  Similarly, in Orthodox Jewish 
communities, the Shadchan takes his role of setting people up for marriage 
quite seriously.  He researches and makes inquiries into prospective partners 
(their character, financial status, family background, degree of religious obser-
vance) and serves as an emotional boundary keeper at the beginning stages of 
the dating ritual.  He often helps iron out problems or when necessary informs 
the family that a match is not going to work.    

For centuries, a matchmaker served as the facilitator of what in essence 
was a business transaction of the highest magnitude.  The union that ensued, 
at times among partners who had never set eyes on one another was a prag-
matic one meant to concentrate power and wealth, consolidate properties, and 
secure lineages.  It was the ultimate diplomatic tool.  Arranged marriages were 
especially important in dowry-based inheritance systems, where women only 
inherited male wealth at the time of marriage, making parents particularly 
attentive to their daughters’ matches.  Even today, wealthy European merchant 
families continue to marry into impoverished noble families in order to obtain 
a coveted title.

CHAPTER 1

In the Beginning…
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In America during the mid eighteen hundreds, mail order brides became 
popular among pioneers heading west to settle on the open, untamed land.  
These men needed hardy women willing to work hard.  So, they advertised in 
newspapers to find wives who would brave the harsh conditions.  And today 
with the advent of the internet, mail-order bride sites are proliferating offering 
women from Russia, the Ukraine, Kazakhstan, Uzbekistan, the Philippines, 
Thailand and many other less privileged countries.  

Likewise, in almost 40 African and middle-eastern countries, a go-between 
such as a family member or town elder arranges marriages for underage females.  
In India, China and Japan a significant number of marriages continue to be 
arranged by family members.  You probably won’t have these types of clients as 
a professional matchmaker in the United States, yet it is important to be aware 
of the different cultures and histories some of your clients may come from.  It’s 
especially fascinating to note that while India has perhaps the most arranged 
marriages, it also reputedly has one of the lowest divorce rates of any country 
in the world.  This certainly suggests that the individual touch of match match-
ing makes for stronger, more lasting 
relationships.

In America, love is viewed as an 
inalienable right.   Finding a life part-
ner is added to people’s “to do” list 
along with paying the credit card bill and booking that much needed Carib-
bean vacation.  Americans can be as discriminating about their love choice as 
they are about finding the right apartment, job or pair of shoes.   So, rather 
than wait patiently for Mr. or Mrs. Right to arrive, people are searching for 
love where they search for everything else; online.  Online dating started with 
America Online in the early 1990’s.  In 1995 Match.com took the helm with 
numerous others trailing in its wake:  Jdate, Yahoo! Personals, eHarmony, 
Lavalife and more.  While statistics show that many people enjoy surfing the 
net for a date, the success ratios remain unclear.  And while online dating sites 
have become great at targeting specific niche markets i.e, religions, careers, 
hobbies etc, there are many complaints about authenticity and safety.  In fact, 
reports abound of made-up profiles, false or out of date photos, and lies people 
have no problem typing.   Many miss the personal aspect of “old-fashioned” 
dating.  So in a way, the obsession with online dating has spawned an obsession 
with the more current concept of offline dating.  

“Today the matchmaker is viewed as 
more of a professional headhunter for 
the heart, than the meddling Yenta.”
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Today, instead of being introduced by the village elder, unmarried men 
and women  attend “singles” events, go on dating game shows, participate in 
reality television shows, and take part in speed dating.  Yet the most effective 
of all offline dating options is matchmaking.  Why?--Because people value the 
personal touch and want the sense of community a matchmaker can bring into 
their lives.  It’s no accident that matchmaking is a $236 million business (part 
of the $1.08 billion total for the dating industry in 2006).  After all, it’s been 
in existence in one form or another for thousands of years.  Welcome to the 
growing, challenging and enriching field of matchmaking.    
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Executive Director and co-founder of the Matchmaking Institute™, Lisa 
Clampitt, spent years pairing her friends together for fun before deciding 

upon matchmaking as a career. Lisa was formerly a social worker, connecting 
people in need with the appropriate services to help them. Lisa found great joy 
in helping others, but there were far too many unhappy endings. Lisa wanted 
to find a job where she could use her sociological skills as a means to a higher 
level of satisfaction—both for her clients and herself. 

Lisa made the transformation from social worker to matchmaker by creat-
ing a personal coaching program at an already-established matchmaking com-
pany. Via this company, she began to receive press as a “relationship expert”, 
and after only two years, realized she could easily start her very own match-
making service. 

Lisa quickly discovered that when it came to finding love, money was no 
object. As human beings we will sacrifice almost anything for love because love 
means happiness—and we all want to be happy. 

Getting to Know Your Client
As a matchmaker, you will be selling a highly desired product.  The challenge 
will be finding clients confident enough to seek the help you are offering because 
despite the plethora of self-help books on the market—dieting, spirituality, 
moneymaking, self-empowerment, etc.—people have a hard time seeking help 
when it comes to relationships.  It’s as if society wants us to believe that love I a 
personal issue to be handled on our own.  Lisa knows otherwise and urges her 
clients to approach finding a mate as they would approach finding a job—with 
out shame and proactively.  This with out shame and proactively includes seek-
ing all the help you can find.

CHAPTER 2

The Ins and Outs of 
Matchmaking
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“The sad thing about it is that a lot of times, people feel, ‘god, I’m a loser if 
I’m single.’ They say to themselves, ‘If I say I need help, that means I’m a even 
more of a loser… so, I like being single.’ Some people feel healthy and great 
being single, but the majority want to find someone… and I feel passionately 
that most people would benefit from having a matchmaker in their lives to 
help them succeed in finding a satisfying relationship.”  

It will be your job to encourage clients to open up and help them learn 
more about themselves in order to discover who their best match will be. By 
working with you, singles will be given the opportunity to date safely. Each 
client will be screened by you before ever meeting their potential match. This 
enables you to pair the people whose wants and needs are most compatible. As 
a matchmaker, you not only gain satisfaction upon cultivating the perfect 
match, but during the dating process you will watch your clients learn and 
grow, eventually making better deci-
sions for themselves.

Lisa learned early on that it is 
important to encourage your client to 
examine WHY he or she is single. Ask them if they feel that they have been 
proactive in their search. In what ways? What is their “type”?

Lisa recalls a female member stating that she goes out all the time and 
there are just no good men out there. When further questions were asked, it 
became clear that every time she went out she went with a group of women, 
which made it virtually impossible for her to be approached by a man. She 
then indicated that when she is out with her friends she does not like it when 
men approach her.

It is your job to help clients discover what hasn’t worked in the past so that 
together you can agree on resolutions for the future. Lisa explains, “the reality 
is, even the most self aware people can use some introspection on who they are 
and who they choose.”

Encourage you client’s proactive behavior: There is no downside to being 
friendly. It is important for both men and women to be emotionally available 
and APPROACHABLE! Encourage them to Smile, say ‘Good Morning’. What 
can it hurt?! 

“Always remember, you are a match-
maker NOT a therapist.”
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Find out about your clients dating patterns

Lisa also emphasizes the importance of noticing patterns. For example: Does 
your client always date the “bad guy”? Or, does your client always date the 
“model-type”? Why are they doing this and what are they really looking for in 
a date? Encourage your clients to set high standards for themselves and reassure 
them that if they are truly open to finding someone, they will! 

However, do be aware of those clients with the never-ending shopping list 
of requirements: He must be at least 6 feet tall but under 6 feet two inches, 
have an athletic build but not too much muscle, make over two hundred thou-
sand a year, have all of his hair, hold a graduate degree from an Ivy League 
school, be social, drive a high end car, have his own friends, be a good cook, 
wear designer shoes, etc. It is most often the clients with the longest lists whom 
carry the most personal insecurities. It is then your job to turn it back on them; 
to ask them if they’re looking for love or if they’re building a firewall. Which of 
these requirements are acting as cover-ups for their own insecurities? 

Everyone has a story from their previous relationships. Ask your client for 
theirs: Was it love at first sight? Were they friends first? Did opposites attract? 
What did their ex look like? How and why did it end? 

Then ask them about their dating habits: How are they on a date? Do they 
tend to talk about themselves the entire time? Are they able to reciprocate and 
listen? Do they drink too much on the first date? Do they generally sleep with 
someone on the first date? 

Gathering as much information about your client while maintaining an 
open and honest policy is imperative to your ability as a matchmaker. The 
more you understand about your client’s dating record, the better you will be 
at providing improvement.

Choosing your Clientele

Most people who seek your services will be looking for serious relationships. 
There will be those few, however, that are simply looking to pass the time. They 
aren’t serious about finding Mr. or Mrs. Right, but they are interested in using 
your services for entertainment purposes. 
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Lisa firmly believes that matchmaking is very much about your personal 
values, and the ways in which you feel you can (and want) to help someone. So, 
ethically, you have to decide if you feel comfortable taking on as a client who 
is looking to pass the time and wants social fill in rather than a long term rela-
tionship.  Who ever you decide to work with, you must clearly communicate 
your clients relationship goals with their matches and match them accordingly.

As a general rule, it is wise before taking on any client to decipher whether 
it makes sense for you to work with this person. Ask yourself: Will I be able to 
get along with this person? Will they value my services? Does this person make 
me feel comfortable?  Is this person open to change? Will this person work with 
me or against me?  Would they be an asset or liability to my company?

Upon meeting potential clients, think about placing them, much like a 
staffing industry would place a hopeful candidate. Do you already have their 
match-type in your database? Are their requests reasonable? How much time 
would you estimate you’ll have to spend matching them? What do they have 
going for them? Will they be an easy sell to potential matches? 

Being at the top of your game—Advising and Coaching

Make sure you know what’s out there. The world of dating is constantly 
changing; new rules apply, old traditions change, expectations fluctuate. As a 
matchmaker, people will look to you for advice; you will become an automatic 
authority on dating, relationships, and love. Make sure that you can provide 
dating tips, fashion advice, and etiquette training when necessary. 

This means educating yourself in the ways of dating, relationships, and 
love. For example: He’s Just Not That Into You– you’ve read it. Dating for Dum-
mies –you could have written it. Hitch–seen it.  

Many people that come to you will need help in all areas of dating—find-
ing a date will only be half of their problem. Lisa suggests that it might behoove 
both your clientele and your business to offer a personal coaching/image con-
sulting package in addition to your matchmaking services. 

“You may call it personal coaching, image coaching, or even wardrobe 
consulting, and cover everything from first-date tactics to hair styling. Some 
matchmakers even provide references to cosmetic dentists and plastic surgeons. 
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This type of package is for someone who may not have a clue, and this is your 
way of holding his or her hand; saying, ‘whatever you need, I can provide’.” 

Lisa’s advice on dealing with client’s insecurities:

It is possible to overcome any issue whether it be age, weight, or height. In 
reality the insecurity comes from within. If you are the best that you can be, 
no matter what the issue; if you feel content, you are happy, you are con-
nected, and open to the possibility of love; the right people will be attracted 
to you. 

Matchmaking as a Business
Before dealing with the how-to’s of matchmaking, there are a few key ingredi-
ents that mustn’t be overlooked.  

! Ask yourself:

 ❏ Have you chosen a particular niche market?
 ❏ Have you decided upon an appropriate price structure? 
 ❏ Do you have an idea for your business model?  
 ❏ How do you plan on building/maintaining your data-

base of clientele? 

Niche Market

Let’s start with finding a niche. Choosing a specific niche allows you to main-
tain a focus within your database of clientele. It also serves to attract a more 
like-minded group of singles, making it easier for you to match, and for them 
to choose. For example, if a woman has a specific financial requirement, why 
would a she go to Match.com®, when she could seek your services knowing 
that, you as a matchmaker verify the information you are given, so that her 
number one requirement is already satisfied?

Age groups are an excellent way to narrow your business, and still maintain 
an open market; there are also those matchmakers who enjoy paring singles 
based upon their hobbies, professions, even their non-profit interests! When 
choosing a niche, it is important to consider your working area. Are you near a 
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predominantly gay, retired, or young community? Do you prefer working with 
only female clients? Are you trying to appeal to a certain paying class? Asking 
yourself these questions will help you determine the ease in which you can 
create a client base.  

Price Structure 

When deciding upon a price structure for your new business, you will have to 
determine both the advantages and disadvantages of your surrounding geogra-
phy and demographics. Generally speaking, if you live in a smaller town, you 
probably won’t be charging as much as you would if you were living in New 
York, Los Angeles, or Miami. Research your community to figure out what 
other services you will be competing with, and with whom you’ll most likely 
be working: How many singles are in your area?  What are their ages? Check 
in your local Census Bureau. What services are they using? Look in your local 
Yellow Pages under dating services. Are there any dinner clubs or singles events 
offered in your area? Check your local newspapers, and utilize the Internet, i.e. 
Craigslist.org; Singlesonthego.com; etc. What income level will you be dealing 
with? Based upon the services already offered in your community, what is the 
average price singles are willing to pay? 
Do you want to beat that price or up 
the ante? 

What Service are you Offering  

When creating your business plan, 
consider your niche and price structure as well as a specific outline of the ser-
vices you will be offering: How many dates/potential matches will you be pro-
viding? Will your services be monthly, bi-monthly, yearly? Will you be imple-
menting a coaching program? Will both your male and female clientele pay, 
or will you cater your services to one gender? Will you be providing events or 
singles’ parties? 

Naming the Business and setting up office 

Before putting your business plan into play you will need a name, phone line, 
website and business cards. Perhaps the most important of these is a name. 

“The singles industry is booming—it 
will never dry up because there will 
always be single people looking for 
love.”
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What is the name of your business? It should not only be catchy, memorable, 
and inviting, but cohesive with your target market. Next, invest in a separate 
phone line for your services—toll-free is always best. And business cards are a 
must, as networking is how you will obtain the majority of your clients. Build-
ing a website can be a bit pricey, but is now a necessary tool for all businesses. 

As a matchmaker you can get away with not having an office. Work from 
home, and meet your clients at a café or coffee shop. “There is a successful 
matchmaker who still doesn’t have an office. She meets her clients in a café and 
charges a good deal of money for her services.”  But if you are meeting in a 
public space, make sure to arrive early so that you secure a comfortable space to 
meet your client.  Also, make sure to keep your eyes peeled so they don’t have 
to search you out.  You want there first meeting with you to be as comfortable 
as possible.

Getting Started

Your matchmaking business begins as soon as you find your first client. You 
can start as soon as you have one person interested. Take them on as your 
client, and look for matches specifically for them. As you search, you will auto-
matically be building a database for both your current and future client(s). 

Lisa’s Advice: 

Think of a potential client; one that you feel will be fairly easy to match. 
Decide what you’ll be charging and then think of friends you may have, 
neighbors, anyone you know who may be interested. If you can find two 
potential matches for your client, you’ve successfully started your business!  

However, it is important to understand that when matchmaking profes-
sionally, you must reach outside of your personal network of friends—other-
wise you won’t be making any profit.

Establishing a Database 

This is where your database comes in. Once you’ve exhausted every personal 
connection you have, (this includes your friends, friend’s friends, family, 
in-laws, your in-law’s in-laws, your doctors, bankers, hair stylist, etc), it’s time 
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to network. Networking is basically another word for socializing—it involves 
talking to people, exchanging business cards, and getting your name out there. 

And the best way to do this: Parties! Get yourself invited or throw them 
yourself. Join special interest clubs in your community; become a member on 
the board of a nonprofit organization; attend grand openings of stores, restau-
rants, hospitals, and art exhibits. Any type of event with the words, reception, 
mixer, or mingling attached is an opportunity for networking.

Hint:

“Some people choose to throw a party themselves. This way they can avoid 
the ’you don’t know me, but I’m a matchmaker,’ spiel, and automatically 
become known as the host of a fabulous party. This will increase your expo-
sure as well as your database.”

As a matchmaker, networking will always be a part of the job description. 
Event planning, however, is a great business tactic in the beginning, but it may 
be wise to eliminate it from your business plan once your database grows to a 
workable size. 

Lisa explains that, “once you are an established matchmaker, I’d be very 
careful about staying in the event business. Often times if a person has the 
option, they’ll choose to go to your event rather than pay for your services.

“Matchmaking is more important than throwing events. At events people 
meet people based on chemistry and looks. But when they hire you, they are 
making the proactive choice to find someone that is much more appropriate 
for them. If you can turn a partygoer into a client, then you will be a fabulous 
matchmaker.” 

Income

The business of matchmaking can best be compared to the real estate business.  
Great real estate agents can make a lot of money if they are highly motivated, 
personable, reliable and very good at what they do.  On the other hand, if a real 
estate agent is not good, does not work hard and is not organized, they may 
make very little money. The business you create is only as good and successful 
as you are.  It takes hard work, motivation and commitment to grow a new 
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business. It’s the ability to sell a contract, combined with the type of market 
you’re working in, and your overhead expenses. 

For example, a good real estate agent working in New York City has the 
potential to make a lot of money, but the overhead may be quite high. Whereas 
an agent in Iowa also has the potential to make a lot of money—for Iowa. It 
depends on what you will be charging. What will be your profit margin? How 
much your overhead will be? 

Ask yourself: Do I want an office? Do I want a staff member? How can I 
make enough money to cover my overhead and make a profit?  What extrava-
gances do I want in my life?

Try to keep to a tight budget in the beginning.  It is important not to over-
spend so that you can put profits back into the business so it can continue to 
grow.

“Like any new and growing business, you will have to work very hard your 
first couple of years. But if you’re good at what you do—selling, accessing new 
clients, and networking-you can make a good living.”



Matchmaking: From Fun to Profit
A Complete Guide to Turning Your Matchmaking Skills Into a New Business16

Jerome Chasques loves connecting people to each other. He is a strong 
believer that when you have total strangers share a fun and common expe-

rience, they immediately feel related to each other. Jerome successfully orga-
nized hundreds of events with creative ways for guests to be introduced to each 
other (including the acclaimed “Dinner in the Dark” series). But Jerome has 
also seen first-hand the shortcoming of most singles events and parties — fun 
is often had, but real connections are seldom made. “I soon realized that you 
can plan many ways for singles to meet but you can’t plan any real chemistry 
between them without giving them a personal attention.”

One of the main reasons Lisa and Jerome decided to create the Matchmak-
ing Institute™ was to better define the line between dating services and per-
sonalized matchmaking. As a matchmaker you will be entering what is known 
as the dating or singles market, so it is important for you to have a working 
knowledge of what it means to be in this industry and the many positions you 
may choose to take. There are many working business models, all of which 
may prove valuable to you. By reviewing each existing business model—and 
evaluating what would work for you—you will achieve a clearer understanding 
of what your business model should look like, who your competitors may be, 
and where you will want to position yourself in this environment. 

The Revolution of Online Dating
There are over one hundred million singles in the United States today1. And in 
2003, it was determined that one out of every two singles participated in some 
form of online dating service2. This is great news for matchmakers because it 
not only means that you’re playing to a large audience, but that your audience 
is responsive. That’s over 50 million potential customers! The majority of singles 
are no longer embarrassed to admit that they’re looking for someone. The idea 

CHAPTER 3

Getting to Know Your 
Industry 
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of looking through the personals or accepting a blind date isn’t as hush-hush as 
it might have been ten years ago—or before online dating revolutionized the 
way we view dating.  

From the mass appeal of online dating to the revival of 
matchmaking

 ❏ 1995 – Launch of Match.com®
A revolution in the way people look for love: using a 3rd party

 ❏ 1996-1999 – Expansion of online dating
The multiplication of dating websites removes the stigma of being 
single and exposed to the world

 ❏ 1999 – Launch of the Speed Dating® format
Looking for someone becomes even more recreational

 ❏ 2000-2003 – Online dating peak
Post 9/11 people sense of priorities evolve from professional to per-
sonal growth

 ❏ 2004-2007 – Revival of “offline” matchmaking
The new trend of social networking on one side, and a new vision of 
a modern-day matchmaker as featured on TV or in the press on the 
other, give a new life to offline dating and personal matchmaking

Early dialup BBS (Bulletin board systems) services3 in the 1980’s gave way to 
America Online®4 in the early 1990’s as computers moved to color screens and 
graphics.  Often the driving force behind the BBS services and even Amer-
ica Online® was the draw of potential mates.  As the Internet became more 
widely used, other small sites developed. Then in 1995, Match.com®5 created 
an elaborate site whose sole purpose was to find a date. It was the early days 
of online personals, and for sure a revolution in the way people was looking 
for love: Match.com paved the way for the use of a third party to search for a 
date. It also spawned numerous spin-offs in the singles online market: many 
other companies began to explore the many ways in which to connect two 
people. Whether they were looking for romance, adventure or simply a good 
time, suddenly singles were no longer intimidated to say, “I’m single.” People 
were placing their profiles online; making what was once considered private 
information public; and dating services started holding events specifically for 
singles.
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In 1999, Rabbi Yaacov Deyo6 launched his speed dating format in Los 
Angeles in the Orthodox Jewish community.  Speed dating gives participants 
five to seven minutes with each potential match and continues rotating until 
every single is given the opportunity to meet. The innovation quickly moved 
across the country from both New York and Los Angeles - and well beyond 
the Orthodox Jewish community to communities all over the country. Dating 
services as well as event planning companies received a lot of attention when 
speed dating became popular. 

Interesting Fact:

Online dating services received their highest gross number of profiles in the 
months directly following September 11.7 “In times of stress and difficulty, 
people are re-evaluating their priorities, and being in a meaningful relation-
ship is a major priority more so now than in the past” said Rafael Risemberg, 
a professor of educational psychology at Kean University. “After these tragic 
events, many people realized that it was important to balance their profes-
sional and their personal lives in a different way,” adds Jerome.

What had started as only a few websites in the early 1990’s was by 2004 
an industry with literally thousands of services, sites, and event companies all 
offering to match singles—but what separated one from the other? The pop-
ularity of online dating brought about several issues, one of the most severe 
being privacy. “I remember a single woman who set up a date using an online 
service, but she then discovered that her date was actually her boss.” There are 
also issues with accuracy. People tend to misrepresent themselves especially 
when it comes to age, height, weight, and occupation. “In a sense, the popu-
larity of online dating was also its deficit, with millions of profiles to browse, 
which proved to be overwhelming as well as questionable.” 

In 2005, there was a noticeable drop in the online market. Most sites cut 
back the number of specific services they offered or eliminated the inclusion 
of special events, while other companies underwent CEO replacements and 
overall staff reduction. This made room for personal matchmakers to harness 
the singles market. 
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Business Models
It’s important for you, as a matchmaker, to be able to differentiate yourself 
from online dating. Here are a few business models to help you understand the 
singles industry. Note that the singles industry includes online dating services, 
face-to-face dating services, singles’ events, and matchmaking.

You will find below a market segmentation, detailing all services represent-
ing together what we usually call the “dating industry”. 

Market Segmentation

1. Online Dating Services
[Online Personals / Subscription-based or pay-per-contact]

 ❏ Match.com, Yahoo! Personals, Friendfinder, LavaLife (MemberWorks 
Inc.), American Singles (Spark Networks), Meetic (mostly in Europe)., 
etc.

 ❏ Plenty Of Fish (an exception since it’s free)

2. Niche Online Dating Services
[Community Online Personals / Pay-per-contact or subscription-based]

 ❏ Nerve (Spring Street Networks), Christian Singles, JDate (Spark Net-
works), Millionaire Match, etc.

3. Online Pre-Screened Relationship Services
[Online Introduction - Profile & personality assessment / 
Subscription-based

 ❏ Introduced by the service: Eharmony, Chemistry, True.com, Perfect 
Match

 ❏ Introduced through friends and matchmakers: Engage

4. Mainstream Offline Introduction Services
[Franchise Matchmaking Service Chains / Membership-based]

 ❏ Dating Services: It’s Just Lunch, Great Expectations
 ❏ Matchmaking Services: Matchmaker International, Together / The 

Right One

5. Niche Offline Introduction Services
[Niche Personal Introduction Services / Membership-based]

 ❏ In Good Company, Millionaire’s Club, etc.
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6. Face-to-Face Matchmaking
[Personal Introduction - Relationship Services / Membership-based]

 ❏ 10K+, High-end personal matchmaking (state to be ethical):  
Global Love Mergers, Kelleher Associates, Selective Search.

 ❏ 10K+, High-end personal matchmaking (no mention of ethics):  
Janis Spindel Serious Matchmaking, Orly the Matchmaker, Valenti 
International, etc.

 ❏ 1K to 5K, Personal Matchmaking (more affordable):  
Leora Hoffman Associates, Shoshanna’s Matches, etc.

7. Matchmaking Event Services
[Dinner Parties, + or – intimate format / Membership-based]

 ❏ Dinner for Six, Dinner at 8, Dinner Dates, etc.

8. Dating Event Services
[Light & fast format, quantity over quality / Pay-per-event]

 ❏ PreDating, Minidates, HurryDate, 8minutedating, etc.

9. Singles Events & Activity Groups
[Membership-based or pay-per-event]

 ❏ Social Circles, Wine Tastings, Art Lovers, etc.

10. Social & Business Networking
[Free or pay for premium services]

 ❏ Friendster, MySpace, Ryze, Tribe.net, etc.

Online Dating Services

At the top of their game, leading the online personals are Match.com®, Yahoo!® 
Personals, or LavaLife®. These services, unlike JDate, and ChristianSingles, 
encourage singles from all backgrounds to join. Most online sites follow a sim-
ilar business plan8: They charge an approximate $25 monthly membership fee, 
and tend to charge more if the member would like to post more pictures, 
obtain more matches (Premier membership). And many of the sites offer spe-
cial sign-up fees or 3 or 6-month bonus packages.  One service, LavaLife, has a 
different business model though with a pay per credit model.
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Online Dating—The Pros and Cons

PROS

Easily to Use and Convenient
The best Internet dating sites are easy to use. Simple layout: easily upload 
photos, browse singles’ profiles with the option of using anonymous email 
address. *Online dating services can be accessed whenever you want, 24 
hours a day. 

A Potential Time-Saver
With the majority of people leading busy lives, finding the time to go out 
and meet new people can be a bit tricky. With a good profile and photo, 
online dating sites can set you up with plenty of good prospects in your 
area. This can be achieved in a timely manner. 

Builds Your Social Network
Remember that online dating services are not only for finding romance. 
They’re also good for finding like-minded people. Just because the person 
you’ve met isn’t the “one” for you, they may have friends they can introduce 
you to and vice versa. Internet dating can be especially helpful when you’re 
new to an area—state, city, or neighborhood. 

CONS

Dishonesty
Dishonest people are everywhere, but the Internet acts a good guise. It’s a 
good practice to obtain photographs, exchange emails (plural) and talk on 
the phone before meeting. If you suspect dishonesty, it may be best to move 
on.

Chemistry 
In order to determine whether you have any chemistry with a person, you 
must physically meet them. Internet dating sites’ primary aim is to help you 
find compatible singles in your area. They compare wants, preferences, 
tastes, interests and personality compatibilities. However, meeting in person 
is the only way to tell if there’s real chemistry. 

Inexpensive—But Not Free
With all good dating services you can sign up for free, However, if you want 
to initiate contact with others, you must sign up for a membership. These 
usually range from one month to 12 month memberships.



Matchmaking: From Fun to Profit
A Complete Guide to Turning Your Matchmaking Skills Into a New Business22

Chapter 3 ● Getting to Know Your Industry 

Online Pre-Screened Relationship Services

Services like Great Expectations® (established in 1978) differ from the online 
personals in that they pre-screen their singles by including either a phone or sit-
down interview—this provides the member with minimal human interaction, 
and offers a slightly more personal approach. Once the single is screened, they 
are then listed online on a secure website for members only. Singles then search 
for their own matches. Jerome understands this type of humanistic approach to 
be more of a sales approach: “Basically they have a better chance of convincing 
you to choose their services if they meet you face-to-face.” These services’ main 
objective is to introduce members to other members, with charges sometimes 
reaching thousands of dollars. 

A new kind of relationship services (i.e. relationship as opposed to dating) 
is taking a new approach, including scientific profile / personality tests devel-
oped by authors or experts: Eharmony’s Compatibility Matching System™, 
Chemistry’s Profile assessment, True’s Compatibility Test™, or Perfect Match’s 
Duet® Total Compatibility System. 9

Tip: 

If you haven’t decided on a specific niche market yet, these sites will offer 
plenty of good options. Research these types of services. Take a look at 
the profiles presented on websites similar to your chosen niche. Are these 
the type of people you’d like to be working for?  Are there a large number 
of services already catering to your niche? If so, how will you make your 
services better?

Offline Introduction Services  

These dating services can be described as pre-screened introductions with the 
goal of a second date. With these services, coaching and feedback is very lim-
ited. The company then couples their members and arranges a lunch/dinner 
date for them10. 

The most successful model so far is the one developed by a company named 
It’s Just Lunch®. IJL is celebrating nearly 14 years in the dating business, with 
thousands of “busy professional singles.” The company was born in 1991 in 
Chicago and now has locations from New York to Singapore, and in between. 
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“After Founder Andrea McGinty’s engagement was called off (and found her-
self suddenly single), she began the tedious search to meet “normal”, well-edu-
cated professionals. Her friends sent her out on blind dates, she tried personal 
ads, contemplated the internet and dating services, but she wasn’t comfortable 
with any of these options. The ideal date, she decided, was a lunch date or a 
drink after work. A fun, laid back, stress-free way to meet!” 11

Singles Events 

Activity clubs, websites, and events offer outings for groups of singles as 
opposed to one-on-one dates. The company sponsors an event, whether it be 
scuba diving, hiking, etc., and singles come together while enjoying a common 
interest. Most companies ask participants to pay per event, however some offer 
packaged deals. Activity clubs tend to draw large numbers of singles, but do 
not have the highest success rate when it comes to actual matches. 

The company then couples their members, and arranges a lunch or din-
ner-date for three (give or take) paired couples at a time. The company most 
often will not pay for the entire meal, but will arrange for a complimentary 
glass of wine or dessert.

As with all of the business models mentioned, this type of business plan has 
become popular internationally as well as here in the United States. For exam-
ple, in Singapore, a matchmaker created a table dating service called Lunchac-
tually.com. Business professionals are matched together on their lunch break, 
which promotes the idea of a “short and sweet” first date. 

Potential matches meet for an hour—just long enough to assess if they’d 
like to schedule a more formal date, and then they go back to their respective 
jobs. This business model works well when dealing with an executive clien-
tele—those whom are likely to have busier schedules, and less time for recre-
ational activities.

Networking Services

Another business model, “social networking”, arrived on the scene long time 
ago but was only popularized  in 2002 with the launch of Friendster by entre-
preneur Jonathan Abrams. These services are either for professional or social 
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networkers. The websites’ basic function is to expand its members’ personal cir-
cles.  Members are invited to put their profiles online and then link to friends, 
friends of friends, their friends, and so on. Although not specifically geared 
toward the singles market, many singles enjoy the element of dating within 
their own circles (even if the person they are dating is more than 20 links away). 

“It was revolutionary because it provided a key element that other dating 
services and websites couldn’t offer: Trust. With websites like Friendster, that 
person is guaranteed to be in your cir-
cle of friends. It might be someone 
you don’t know at all, but there is a 
relationship; it’s not a perfect stranger.”

Friendster® was the first website to 
implement this style of profiling, and 
has had an incredible success rate (31 
million profiles as of September 2006). 
And although the website was built for 
friends, 90 percent of the site’s profilers are single. Networking websites tend 
to be free to join; they make their money through advertising.

Hint: 

Social and Professional Networking Sites are an excellent way to gather your 
database.

Personalized Matchmaking 

The model you’ll certainly pay a lot of attention to is “face-to-face matchmak-
ing”12, and the model most likely to fit your needs. What separates you from 
the rest? You will be rendering a personal service: You will be doing the inter-
viewing; You will be meeting with them in your space; You will try to under-
stand exactly what they are looking for; And You will be finding them a match.

Think of it this way: Would you rather 
buy a car from someone you know—a 
friend, family member, or extended 
relation—or would you prefer from 
a total stranger? A friend of yours 
isn’t going to sell you a lemon, but a 
stranger…
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Face-to-Face Matchmaking vs. Online Dating

1. Objectivity
 ❏ Internet personals are subjective; profiles are not accurate 
 ❏ When you meet a matchmaker, your profile is objective and your ID is 

checked.

2. Time Management
 ❏ Start browsing hundreds, thousands of online personals...  

And emailing back and forth > time consuming
 ❏ Your matchmaker does all the footwork for you. Clients save time and 

energy and that’s a key factor.

3. Privacy 
 ❏ You don’t want your boss, your ex-boy friend, your cousin to know 

you’re looking for someone, 
 ❏ You don’t want your profile to be available to anyone, but only to the 

people you’re interested in. 

4. Safety
 ❏ You don’t want either to meet a perfect stranger, you feel better meet-

ing someone you’ve been introduced to, someone you know your 
matchmaker has checked the references.

5. Face-to-face
 ❏ Nothing can replace meeting someone face-to-face. You just can’t 

know someone online.  Any matchmaker will meet face-to-face their 
clients and prospects to match them with; they’ll know if these people 
are shy or not, if they are looking at them in the eyes or not etc.

Pricing
Pricing is determined by two factors: your client base, and how hard you are 
willing to work. As a matchmaker, you can surpass an income of $100,000—it 
all depends on how many clients you can manage, and your ability to sell. Most 
matchmakers cater to a client for six month or yearly periods. Differing from 
the monthly contract, this allows matchmakers enough time to do a quality 
search while securing employment for a longer period of time. 

You may want to incorporate other services under the umbrella of your 
matchmaking business. Personal or image coaching will not only bring in more 



Matchmaking: From Fun to Profit
A Complete Guide to Turning Your Matchmaking Skills Into a New Business26

Chapter 3 ● Getting to Know Your Industry 

revenue, but it adds value to your ser-
vices. It might also be wise to partner 
with another business model in your 
industry. For example, partnering with 
an activity or events company could 
potentially expand your database and 
add value to your already valuable ser-
vices. “Try not to look at other busi-
ness models as competitors. Learn 
from them and use them to benefit 
your business.”    

Here’s a look at some sample price structures provided by four of The 
Matchmaking Institute’s graduates: 

Lunch Actually

Membership in Asia: 1000

Cost: SGD580 - $780 for 6 months, 6 dates minimum; $780 - $1050 for 12 
months, 12 dates minimum

Crowd: Mid-20s to mid-30s

Selectivity: One-hour introduction interview

Bonus points: Members can transfer their membership from one city to the 
other.

In2ition

Oceanside, New York

Cost: 3 introductions for $ 500; 5 introductions for $700; 8 introductions for 
$1000; 10 introductions for $1200 (yearly rates)

Crowd: Open to anyone

Bonus Points: Membership includes first date, which takes place at the 
office. Complimentary coffee and dessert is served.

It is important as a matchmaker to 
differentiate yourself from the average 
dating service. Stress to your clients 
that you PERSONALLY will be working 
to find them an appropriate match—
not an automated computer program. 
As a matchmaker you won’t be match-
ing likes and dislikes, but personalities 
to personalities, and values to values.
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Sandy Sternbach

New York area: New York, Long Island, Connecticut, New Jersey

Cost: $3,000 retainer for personal search/client services for six months 
includes 4-6 introductions, 3-month freeze.  $5,000 retainer for personal 
search/client services includes 8-12 introductions and a six-month freeze 
period.

Crowd: Baby Boomers and seniors; 40+

Dating Directions

Central Ohio membership

Cost: $1000 to $7500

Crowd: late 20s and up

Selectivity:  2-hour interview and background check

Bonus points:  We work with quality singles that are looking for an excep-
tional relationship. We accomplish this by working very personally with our 
clients, as a result our clients find lifelong relationships.
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Making the Most of First Impressions
When speaking with a potential client over the phone, besides setting an 
appointment, your main objective will be to obtain as much information about 
him or her as possible:

 ❏ How did you hear about this service?
 ❏ What do you do for a living?
 ❏ What area of town do you live in?
 ❏ What is your age?
 ❏ Have you ever been married?
 ❏ What are you looking for in a mate? 

Really listen to their responses, and then ask more questions. And take notes. 
You can learn a lot about someone in a twenty-minute phone conversation. 

By allowing your potential client twenty minutes of your time, you are 
automatically building a rapport, but more importantly, you will be gathering 
the information you need to provide the best first impression possible: 

 ❏ Dress according to their career style—if they are a business profes-
sional, they will probably feel more comfortable if you show up in 
similar attire. 

 ❏ Choose a meeting place appropriate for both their location and prefer-
ence (if you do not have an office)—don’t suggest a young, and trendy 
café if you’re meeting with a lawyer or a doctor. 

 ❏ Come prepared with a few potential matches based on the preferences 
they gave you over the phone—this shows that you are already willing 
to work for them. 

CHAPTER 4

Crash Course to Signing 
and interviewing Clients
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 ❏ Bring the notes you took while on the phone—during your meeting, 
reference your phone conversation providing them with a summary of 
the information you already have. Impress them with your listening 
skills. 

The Face-to-Face Interview
Once you’ve arranged your meeting (location, time, etc.), the most important 
thing to remember is… BE ON TIME! If you’ve arranged to meet at a café 
or coffee shop, you should already be seated at a quiet table by the time your 
client arrives. If you have your own office, prepare any and all paperwork you 
may need and make it easily accessible. You should also offer water or tea, etc. 
before starting. The more hospitable, organized, and situated you appear, the 
more comfortable your client will be. 

Always begin with questions. Ask them how their day is going so far. Ask 
them what they are currently working on at their job. And act interested.

Hint: 

People like talking about themselves. All they need is a little provoking… 
and then you can’t get them to stop.

Your first questions should most definitely be about their chosen profes-
sion. This gives them the opportunity to warm-up in a way—it’s personal, but 
not too personal. Allow them to do most of the talking, interjecting every once 
in a while to make sure they know you’re hearing them. 

Once you’ve moved on from work 
and onto their relationship history, the 
same rules apply. Ask questions, listen 
to the responses; ask more questions, 
repeat or summarize for them what 
they’ve told you. For example:

“So what you’re telling me is…”

“I understand you’re feeling… and you would like to find…”

DO NOT talk about yourself. And DO 
NOT try to RELATE their relationship 
stories to yours. A common question 
from potential clients is, “Are you 
married?” A simple yes or no will suf-
fice. Remember—this is about them, 
not you.
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Make no judgments and allow them to tell you what they want in a mate—
even if you think you already know. 

The One-Day Close
Don’t be fooled! Seventy percent of potential clients who walk away from the 
initial meeting without signing a contract… will change their minds! Allow 
them their space, and don’t oversell. If you’ve done your job correctly, they 
will most likely give you a call within the next 24 hours. Encourage potential 
clients to go home and think about it—you’ll give them a follow-up call in a 
couple of days. 

If the answer is still “no”, walk away. After all, you don’t want to work for 
someone who has reservations from the get-go. 

Selling Your Client
In the business of selling, it is important to believe in your product—the same 
goes for matchmaking. And the ability to match your client is comparable to 
your ability to sell a product.  To successfully sell a product, a salesman will 
always point out the product’s best qualities. It is your job to find the best qual-
ities in your client. At times, these qualities will be obvious—good-looking, 
successful, interesting, social, etc. And then there will be times when you have 
to dig a little deeper to find the selling qualities. For example, is he extremely 
passionate about the environment? Does he love to cook? Is he extremely intel-
ligent? These are examples of the qual-
ities that compose a person’s personal-
ity, and it is these qualities that will 
help you find an appropriate match. 

It is also important as a match-
maker to connect on a personal level 
with each of your clients. This can be very difficult, which is why remaining 
objective is key. Perhaps you don’t connect with your client’s passion for pol-
itics, but you should recognize this quality as a selling point, and many other 
people will find this quality attractive. Remaining business-like and profes-
sional is important, and it will often prove advantageous to view your clients 
in these terms. 

Keep in mind, however, that you are 
in fact selling a person, not a product; 
emotions will be involved, and vulner-
ability levels high.
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Remaining Optimistic and Available 
Many of your clients may be coming from a place of hurt. Perhaps they have 
just gone through a break-up, or maybe they’re tired of feeling alone. As a 
matchmaker, it is your job to point out the positive. Remind them that they’ve 
made a proactive choice, and things can only get better. 

If your client has gone on a few dates, and still hasn’t found his or her 
match, he/she will most likely become less than resolute. This is when your 
personal coaching skills will be put to the test. Remain optimistic and upbeat, 
never allowing a hint of negativity to creep in. 

Hint: 

If you maintain a high energy level with your clients, you will zap much 
unwanted negativity.

A large part of matchmaking centers on dialogue—dialogue between you 
and your client—which is why you must make yourself available. Clients will 
want your advice on everything from which person to date to which outfit to 
wear; They will need to provide you with feedback for each of their dates before 
you can set them up with another; Your clients’ schedules will change as well 
as their dating preferences—trust me, this will all happen and you’ll have to 
be there. 

Provide your clients with a number where they can always reach you, and 
always call two to three days after they’ve had a date. Email works too, and it’s 
a great way to receive feedback from your client. Paper trails are always helpful. 

Quality Control - The Interview Process
Eight years ago, Jill Weaver responded to a listing for Matchmaking Inter-
national. Matchmaking International was then a larger-scale matchmaking 
service utilizing the talent of both matchers and interviewers, (or what they 
referred to as “sales associates”). With six matchers, and four sales associates, 
Matchmaking International served a higher volume of clients and functioned 
on a less personal level than most smaller matchmaking services. Jill worked as 
a matcher for the company and immediately fell in love with her newly chosen 
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profession. Her background in sociology and psychology aided her already nat-
ural ability to match singles—her passion for matchmaking having taken root 
as an adolescent. 

In November 2003, Jill bought a franchise of Matchmaking International, 
restructuring their high-volume business model to bring her branch down to 
a more personal level. She traded in her office suite for the opportunity to 
work from home, and rather than relying on matchers and sales associates, she 
currently acts as the primary matchmaker, with the help of one administrative 
assistant.   

Jill jokingly refers to herself as a “soccer mom” when asked about her two 
children. Because of her home-office setup, Jill incorporates both “mommy” 
and matchmaking skills into her daily routine. Oftentimes clients will come 
in for an interview to be greeted by Jill, her assistant, and her eighth grader’s 
science project. Because work and home are so closely related, Jill feels the most 
important part of her job is prescreening and interviewing—both of which 
help to insure quality clientele. 

Prescreening Your Clients 
Before inviting a potential client to meet with you, there are a number of 
things you can learn about them by simply conversing over the phone. During 
the phone conversation, ask yourself: Does this client fit my business’s crite-
ria? Does this client have the potential to benefit from my services? Does this 
person sound like someone I will enjoy working with? Can this person afford 
my fees? With these key questions in mind, you will conduct an interview over 
the phone. 

The first question for your potential client should always be: How did you 
hear about my services? As a business owner, it is always nice to know where 
your potential clients are coming from, whether a friend referred them to you 
or they saw your flier at an event they recently attended—this type of informa-
tion can and should be used to track marketing. 

Follow this question with: And what kind of information can I give you? 
Jill explains that at this point in the conversation it is your time to “out-talk 
them”—your main objective being to schedule a time and place for your 
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face-to-face interview. “I encourage you to meet with potential clients free of 
charge. It’s not that your time isn’t worth anything, but most people will be 
pleasantly surprised to find they can meet with you for free.” Invite your clients 
to simply come in and talk so that “together we can figure out if matchmaking 
is something that will work for you.”

Many people truly believe they want a relationship. But the truth is, they 
just aren’t ready. Many of us try to fill the voids in our life with a relationship, 
when in reality we must first deal with the other issues at hand. Do your best 
to decipher whether the person on the phone is truly open and ready for your 
help. 

! Basic Information to Gather During a Prescreening  
Phone Call: 

 ❏ First Name
 ❏ Age
 ❏ Marital Status
 ❏ Occupation
 ❏ Contact Information
 ❏ Children
 ❏ Requirements in a match

Reiterate to your clients that all information given to you is 
100 percent confidential. 

Setting a Date
“You can talk on the phone with a potential client for hours, but try to keep 
it as short and simple as possible—make it long enough to develop a rapport, 
but cut it short once the majority of the conversation becomes dominated by 
them.” Assure them that you will further detail everything they would like to 
know during the face-to-face interview. Ask them, “What’s better for you? Eve-
nings, days, weekends?” Before you know it, they’re booked.

Before ending your phone call, make sure you get a phone number where they 
can be reached and call the evening before your face-to-face interview to confirm 
time and location. Jill explains that, “this is helpful for two reasons. One—it is a 
way to get in contact with them in the off chance they are running late or fail to 
show. Two—it’ the second step in developing a rapport with that person.”
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Interviewing Outline:

1. Rapport Building

Your handshake should be firm but not too aggressive. Remember to 
always smile and start with small talk:

“Were my directions okay?”

“How are you currently meeting people?”

“How did you hear about us?”

“What brings you here today?”

2. Introductory  

Restate your business description:

“We are a professional, personalized introduction service.” Explain 
your agenda. “Today I am going to start by getting some basic informa-
tion from you, then I will show you exactly how and why our program 
works, and we can find the package that suits you best.” Then you can 
say something like: “There will be some worksheets to fill out. They’re 
actually kind of fun.”

3. Your Questionnaire Your questionnaire can be several pages and should 
include questions about age, employment, children, religion, etc. as well 
as hobbies and interests.

4. Personal Values Rating List—based on the Jung-Myers-Briggs typology. 
Ask your clients to rate the personal qualities and characteristics they’d 
prefer their match to embody, according to levels of importance.  

5. Background Check Background checks are a safety precaution you may 
or may not choose to use—just make sure your client signs a release 
form. You will need to obtain both their license/ID number and Social 
Security number.

The Interviewing Process
When it comes to interviewing, you will of course have your very own personal 
style. The questions you ask and how well you get to know your potential client 
is entirely up to you. When allotting time for interviews, Jill suggests you give 
your interviewee as much of your time as you can possibly spare. After all, we 
are all very complex human beings, and the amount of information that you 
may be able to use as a matchmaker is endless.  
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Sample Pre-Screening Form for you to complete during the 
interview:
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Sample Interest/Hobbies List for your client to complete 
during the interview:



Matchmaking: From Fun to Profit
A Complete Guide to Turning Your Matchmaking Skills Into a New Business37

Chapter 4 ● Crash Course to Signing and interviewing Clients

Key Questions you should always ask:

What are you looking for in a potential mate? –This is a loaded question. Not 
only will you be able to conclude if your database has the potential to offer 
appropriate matches, but their preferences will tell you a great deal about what 
type of person they are. If they supply you with a laundry list of requirements, it 
is generally safe to assume they are prone to self-insecurities. If your potential 
client has an extremely difficult time 
answering this question, he or she is a 
most likely a very passive and indecisive 
person. Both personality types have the 
potential to be difficult clients to please. 

Do you smoke? If not, do you find 
smoking to be a turn-off? Smoking is 
a big issue for many people. If the cli-
ent smokes, ask if he or she is a light, 
respectful smoker or an addict. If not, 
ask how important it is that their potential match be a nonsmoker. For the 
majority of nonsmokers, smoking will be what many matchmakers call a “deal-
breaker”. “Dealbreakers,” Jill explains, “are those issues that the client is not 
willing to budge on. For example, a potential match may meet all of my client’s 
requirements—all but the dealbreaker. Therefore, I will not introduce them.” 

If I were to find a potential match for you within the next two weeks, 
would you be available? By asking this question, you let your potential client 
know that you are ready and willing to start working for them. This question 
also sets the ball in motion, so to speak; it plants the seed. By now, your client 
should be thinking about meeting people—the excitement of future possibil-
ities sinking in. 

Closing the Deal
Hiring a matchmaker is an investment—an investment of time, money, 
energy and heart. Let your potential client know how thankful you are that 
you were given the opportunity to meet with them, and congratulate them 
for taking the leap with you. Remind them that nothing has been carved in 
stone; changes and adjustments to their profile, preferences, schedule, etc. 

A lot of people are looking to be 
heard, to feel good about themselves, 
for somebody to truly bring out their 
essence.  So, even though that man 
claims he wants the pretty woman—
the trophy—by reaching a little bit 
farther, you will be able to see that 
what he really wants is to feel good 
about himself.
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can always be made. Assure them 
you will be contacting them in the 
next few days… and you’re on your 
way.  

They’re happy; you’re happy. Let 
the matching begin. 

INTERVIEWING SKILLS   

Highlights – Be mindful of the following!

 ❏ It’s your interview and you are the director. Stay on course. Redirect if 
you need to. It is not advantageous to listen to a client’s last two years 
of heart aches, but do establish the need and benefit of your service. 
With compassion, gently reinforce, “That’s why it’s so great that you 
are here today.”  

 ❏ Be honest. Never jeopardize your integrity by overselling.  Do not 
claim marriage in one year.  If you are interviewing a client that will 
be difficult to match, express that. Difficult is not impossible.  It just 
requires additional patience and understanding.  Example—over-
weight clients, or smokers.

 ❏ Know that you don’t need to know everything! You only need to 
know your program inside and out... you are not a fortune teller. Each 
person will have their own experience, because individual criteria’s 
ARE specific. Remind client, it only takes ONE RIGHT match for a 
successful relationship.

 ❏ It’s okay to share some of you. It may be the ingredient that is needed 
to create a comfortable atmosphere.   Keep it small and generic.  
Example of inappropriate sharing: “Yeah, I remember when my ex 
cleared out our bank account...”  Not okay, too much information.

 ❏ It’s okay to brag about your service, tastefully!  Display wedding 
announcements, thank you notes and published articles. It will make 
your business more credible.  Do not discredit another service.  

 ❏ Never breach confidentiality.  It can be tempting! If you need to 
debrief, do so externally (outside of your work environment). 

 ❏ Most importantly, have fun with your interview!! (ABC’s- Attitude, 
Body language, Content) Your attitude sets the tone. Be upbeat, open 
and informative. 

 ❏ Reassurance and appreciation does wonders!  “Thank you so much 
for coming in today, I’m so glad we met…”

Some people, no matter what, are 
going to say they have to think about 
it. That’s okay. You’re asking them to 
take a leap of faith. As with all mat-
ters of the heart—sometimes we need 
a little more time.



Matchmaking: From Fun to Profit
A Complete Guide to Turning Your Matchmaking Skills Into a New Business39

Most people use their instincts or intuition when choosing a life partner . 
As a matchmaker, you will undoubtedly rely on the same feeling or 

“hunch” when pairing couples together. The ability to intrinsically produce 
matches will prove to be an incredible advantage to you, however, the skill of 
coupling can also be taught by using structure and logic. 

Steven Sacks, the author of The Mate Map—the right tool for choosing the 
right mate, believes that although many happy unions are created instinctually, 
there is a particular structure that one may use when deciding which pair will 
make a good match.

The State of Mate Selection
When it comes to finding true love, most people expect things to happen nat-
urally; for a spark to one day ignite, and from then on live happy-ever-after. 
Perhaps it’s not really our fault that we feel this way—we see it in the movies all 
the time, so why shouldn’t it happen for us in real life? But from a logical per-
spective, this way of thinking does not make sense. Steven explains that, “most 
often people don’t know what they want in a mate until they’ve stumbled upon 
the right one, or are recently reeling from the wrong one. So, the idea is to get 
people to think about the details of relationships before they end up in one that 
may not be right for them.”

To decide whether or not a person is “right” can seem daunting, but when 
broken down into smaller decisions, the question becomes much more answer-
able. “As a person goes through the dating process, it is really a series of smaller 
questions: Do I want to go on a first date with this person? A second? A third?” 
The answer to each smaller question will indicate and eventually lead to the 

CHAPTER 5

The Method Behind 
the Matches
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answer for the overall question: Is this person a potential long-term mate for 
me? 

So, how do you get your clients to think about these 
things? 
As you ask your clients for feedback 
after they’ve been on a date have 
them write a list of what they liked 
and disliked. By encouraging them to 
document their feelings, you are help-
ing them to take a more structured 
approach at love. 

Looking at the Bigger Picture
It will also help if you urge your clients to look beyond common interests. 
People tend to rate levels of compatibility based on the number of activities 
or hobbies they can both enjoy together. Steven explains this is really just a 
default mechanism people use when asked to describe what they are looking 
for in a mate. Common interests have the ability to bring two people together, 
but do not carry enough weight to make a relationship successful. For example, 
a relationship may start with a shared passion for the theater, and then grow 
from there. But a relationship should not start with a common interest, and 
continue as the result of further common interests. Common interests make 
getting to know someone fun, but is not a predictor of long term compatabil-
ity. Steven explains that, “people should have one or two common hobbies they 
can enjoy together—but this is just part of the picture, not the main element.”

Improving the System
Besides relying on a matchmaker, there are numerous services people can use, 
each of which relies on their own matching system. The majority of systems 
use likes and dislikes, and shared interests to form, what looks like, a laundry 
list. Steven has created a structured system in which clients can not only list 
their preferences, but also rate the importance of each physical characteristic 

“Seventy-five percent of us are visual 
learners.  When you put things on 
paper, it just sinks in that much more.  
So, I would urge you to have your 
clients do the same.”
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and personality trait. This urges clients to be more upfront with both you and 
themselves, allowing for aquicker and more appropriate matching. 

Profile Attributes
These attributes are the basic factual information that you need to know about 
your client and the person they would like to meet. There are eight profile 
attributes. These are Age, career/job, educational lever, ethnicity, geographic 
desirability, religion, socioeconomic status, and hobbies/interests. These will 
help narrow down some basic requirements for finding a match for your client. 
Ask your client to provide the level of importance in each of these areas. For 
example, how important is geographical location? Is your client willing to date 
someone out of their area? If so, how far?

Relationship Essentials

“I believe that in order for two people to last 
in a relationship, they need to be compatible in 
four key areas.  They are personality, physical 
attraction, love and chemistry.  If two people 
don’t have a high level of each of these things, 
the relationship will not last.”

Physical and Personality Attributes
When it comes to physical attraction, everyone has a sense of their general 
“type”. The more specific you can get your clients to be about physical char-
acteristics in the beginning, the better off you’ll both be. There are sixteen 
Physical Attributes to help you clients prioritize. They are hair, eyes, face, smile, 
lips, teeth, nose ears, skin height, body, sex appeal curtness, pretty/handsome, 
feminine/masculine an overall look. This is considered the outer beauty of the 
person. So for example, is good teeth extremely important to a client? Are full 
lips crucial? If a client tells you the level of importance of these key physical ele-
ments it will serve as a very useful tool as to what your client will find attractive 
and where they are flexible.
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The same goes for personality. Personality, however, is extremely in-depth 
and far more difficult to match. The personality fit each of us wants is differ-
ent from that of every other person, because there are so many attributes and 
so many individual desires and needs. It’s often the case that an attribute that 
appeals to one persons turns another person off. Although several attributes 
such as being kind-hearted and trustworthy are typically considered desirable, 
overall, personality fit is based on mostly on personal choice. So this is the area 
that you have to get to know your client individually to understand what their 
personality preference is.

Personal Preference: 

When people describe what they are looking for in a relationship—person-
ality-wise, physical attribute-wise—you can’t tell anyone what they want is 
wrong.  It really comes down to personal preference.  

When matchmaking, it is important to encourage personal preference. You 
don’t want to drive anyone away by interjecting too many of your opinions.
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© The Mate Map www.matemap.com 

So, in this example here, your first preference is looking for someone who’s 
age 27 – 31.  Your second preference is 25 – 32 and third preference is 25 
– 34.  So, really, your third preference is your bottom line, what you are not 
willing to bend on, or the deal breaker.

http://www.matemap.com
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© The Mate Map www.matemap.com 

http://www.matemap.com
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Once your client has completed both worksheets, you will be able to match 
according to their first, second, and third preferences.

So, when you go through the system, you are going to try to match people 
up based on their first preference, but if you can’t, at least you have the ability 
to widen the pool of candidates for them.  

Chemistry and Love
Chemistry and love are different than personal and physical attraction; these 
are two key elements you really can’t plan for. But there are ways to help your 
clients recognize the signs and feelings these elements emit. As a matchmaker, 
you will be dealing mostly with chemistry.  Love is much harder to predict.

So let us look at chemistry.  Although it is often thought that two people 
either have chemistry or they don’t chemistry isn’t really so black and white. 
This is because chemistry is not just one over all entity, but instead is made up 
of six different categories.  We can have a high level of chemistry in one cate-
gory with someone and a low level in another category with that same person.  
The six chemistry categories are verbal communication, nonverbal communi-
cation, sexual compatibility, desire to be together, ease of getting along, and 
influence.  You can help your clients review each area of chemistry they felt 
with each of the matches you have introduced to them.  This will help you 
begin to understand what areas are more important to your client as well as 
what areas they are strong in.
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© The Mate Map www.matemap.com 
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© The Mate Map www.matemap.com 

With the profile, spectrum and physical attribute, you can help your client 
understand what they want in a mate even before dating someone.   This will 
help  you narrow down matches and make better decisions for your client.  
Making the possibility for successful matches greater.   

http://www.matemap.com
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If all goes well and your client finds love, it is wise to discuss with them the 
signs of love before thiey put their membership on hold.   Love is defined as 
having deep feelings of affection and emotional intensity toward a potential or 
current mate.  Although it is often thought that two people are either in love 
or they’re not, love isn’t really so black and white.  This is because love is not 
just one overall entity, but instead is made up of six deferent categories  We can 
have a high level in one category and a low level of love in another category 
with that same person.  The six love categories are What you feel, importance, 

http://www.matemap.com
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what you find special (or not special), love fulfillment, love compatibility, and 
changes my outlook for the better (or worse).   

Finding the perfect match for you client is not 100% science, instinct, or 
analysis, but the more tools you have to make these choices the more accurate 
you can be when helping your client find love.
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Making a Name for Yourself
Developing your networking skills is essential to becoming a successful match-
maker.  You will not only need these skills to secure clientele, but to build a 
sufficient database as well. The Good News—we network everyday! It may help 
you to think of networking as socializing. Anytime you’ve ever met someone 
new, exchanged phone numbers or email addresses, you’ve just networked. 

Networking provides a plethora of advantages to a small business owner 
such as yourself. For starters, expanding your network can be compared to 
expanding your advertising budget. The word of mouth approach is an 
extremely valuable marketing tool, and the more people you know, the more 
people they know, and the more people who know about your services. Talk 
to people; talk to people wherever you go; go where you’ll be able to talk to 
people! The more connections you make, the larger your database and clientele 
will grow. 

It’s always nice to have friends in high places. Your ultimate goal in network-
ing will be to seek out the people who will be able to help you. Whether you’re 
looking for a potential match or someone to financially back your next event, 
your objective will be to find those with something valuable to offer.  

Growing Your Network
Your family and friends are already part of your network. Perhaps your network 
is already quite large; perhaps it’s on the smaller size. No matter what the scope, 
there is always room for expansion. Start with your immediate circle and work 
to stem outward. Reconnect with old colleagues and classmates. Call or write 
your distant relatives. Make friends with your in-laws. Email everyone on your 
contact list. 

CHAPTER 6

Making a Name for 
Yourself
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Become a Social Butterfly 
Keeping your potential clientele in mind, peruse the local papers for any and 
all events where you’ll be able to net-
work. Join both business and leisure 
activity groups; find a cause, attend 
charity and fundraising events. 

Stand Out in a Crowd
So, you’ve honed in on your potential clientele, meaning you’ve discovered 
the perfect event to attend; one that will supply the perfect opportunity to 
network—now what? 

Show up early—this not only allows you to stake out the crowd as they 
arrive, but also provides the perfect opportunity to mingle with the event orga-
nizers. If they’re taking care of last-minute details when you arrive, offer your 
help. Party planners and event organizers are important people to know. 

Talk to strangers—introduce yourself to as many people as you can and ask 
questions. People love to talk about themselves. Ask them what they’re drink-
ing. Inquire as to why they decided to attend this particular event, and how 
they’re affiliated. Allow the conversation to flow naturally, and when they ask 
for your profession, then and only then should you explain. 

Never begin a conversation with: “Hi, I’m a matchmaker.”

Exchange Business cards—always be prepared to pull out your card at a 
moment’s notice. Invest in a business card holder with two compartments: one 
for inputting, one for outputting. And never leave home without it! Through-
out the event try to exchange business cards with everyone you speak to, reserv-
ing one compartment for cards coming in, and one for your cards going out. 

Debriefing—as soon as you get home or back to the office, it is imper-
ative that you go through the business cards you collected from that event. 
While the evening’s conversations are still fresh in your mind, write something 
memorable about that person on the back of their card. For example, “Donna 

You should be out networking at least 
twice a week!!
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Smith” talked about her 12 year-old son non-stop. Write it down along with 
what possible purpose she may serve you. 

Maintaining Your Network
A phone number and an email address hold no value if you don’t use them. 
Always think of reasons to contact your contacts: birthdays, condolences, con-
gratulations, invitations, etc. For example: If you have recently made a financial 
contact, ask for his or her advice when you update your business plan—any-
thing to keep the lines of communication open and the possibility for growth 
alive.

Suggested Industry and Social Networking Groups

 ❏ Social Networking: Ryze.com, LinkedIn.com, Tribe.net, Ecademy.com
 ❏ Alumni: classmates.com
 ❏ Friends: Friendster.com
 ❏ Business Circles: Finance, HR, Senior Execs., Marketing
 ❏ Other sample groups: AlwaysOn-network.com, Meetup.com,  

TheSquare.com, eWomenNetwork.com, MBAAssociation.org,  
Groups.Yahoo.com, Topica.com, Craigslist.org

Public Relations 
Celebrities wouldn’t be half as famous if it weren’t for their publicist. A publi-
cist is in charge of marketing a person’s image. The majority of articles you read 
and the pictures you see of so-called superstars can most often be linked to a 
good publicist or PR firm. As a matchmaker, you will need to serve as your own 
publicist. This means selling yourself to the media in exchange for exposure 
and credibility. 

Upholding a Sense of Professionalism 
People may not always take you as seriously as you’d like… or as you’d expect. 
As you may have gathered, matchmaking is not the most typical of professions, 
but this does not mean you shouldn’t be shown the same amount of respect a 
lawyer or doctor would receive.  
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To describe one’s self as a “Professional” is not so much a definition, but 
more a representation of standards. As it relates to business, the word person-
ifies an idea of formality and standard procedure: Society expects a “Profes-
sional” to dress, behave, and communicate in a particular manner. We are not 
suggesting that you should in any way compromise your identity, but it will 
prove beneficial to your business if you maintain industry standards. 

Because the majority of your communication will be phone and Internet 
based, it is important to practice proper written and verbal etiquette. 

Hint: 

Hire a photographer to take a professional photograph of you. This type of 
photo is known as a “Headshot”. Note we did not say “glamour shot”. And 
we most certainly did not say “mug shot”! Your headshot may be used for 
your website, advertisements, and should always be included in your press 
kit.

Tips for Looking Professional
Get a permanent email address & domain name 

 ❏ Do not use an Internet Service Provider’s email address.
 ❏ Maintain two email accounts (personal / business).
 ❏ Use a signature file.
 ❏ Always use filters.
 ❏ Observe email etiquette.  
 ❏ Master your Subject Line.

Meeting the Media
In order to become marketable to the media industry, you must first become 
familiar with any and all sources of press related to your particular field. Maga-
zines, newspapers, and radio shows may be viewed as potential marketing tools 
so it is your job to find the publications in which it might behoove both you 
and the publisher to feature a story about matchmaking.

Once you’ve found your potential media “ins”, request their editorial cal-
endars and research their writers, contributing staff, and columnists. Research 
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possible events in your area where local journalists are apt to attend, and prac-
tice your networking skills. 

Building Your Press Kit 
When it comes to contacting the media, your press kit serves as your calling 
card. The press kit acts as your written introduction, representing what you do, 
why, and how you do it. The materials in your press kit should be presented in 
a professional way providing the receiver with concisely written, grammatically 
clean copy. 

Your press kit should come equipped with a simple biography, which 
includes your reason for becoming a matchmaker. 

Getting Ready to Speak-Out—write these things out for yourself

 ❏ Your Personal History (background; why did you become a 
matchmaker…)

 ❏ Your Personal & Business Values
 ❏ Your Business Orientations (choosing your targets)
 ❏ Your Business Added-Value (how to differentiate yourself from 

competitors)

Ask a few of your clients if they would be willing to write a testimonial for you, 
praising your ability as a matchmaker. By including these in your press kit, you will 
be providing the publication with a form of credibility.

When it comes to writing feature articles, journalists are always looking 
for the human element. Do you have any interesting stories about your work 
as a matchmaker? They will also want to see the ways in which your services 
differ from your competitors. Journalists are tough sells. You have to give them 
a reason to write about you. What makes you special? Why will their readers 
want to read about you? 

Basic Rules when speaking to Journalists 
 ❏ It’s not about you or your business, but about the solutions you bring
 ❏ It’s not about your schedule, but about the right media timing
 ❏ Valentine’s Day… 
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 ❏ Mother’s or Father’s Day (single parents…)
 ❏ No matter what, be positive and enthusiastic
 ❏ Use criticism to your advantage; accept it as a challenge, and prove 

them wrong 
 ❏ Don’t behave or speak as a sales person—journalists hate this!

Of course your number one priority as a matchmaker will be to match 
clients, but just because you’re about to become one of the busiest thus most 
successful matchmakers out there, doesn’t mean you can’t and shouldn’t make 
time for a little PR. Acting as your own publicist won’t always be easy. Don’t get 
discouraged. Remember there are people out there whose whole career revolves 
around public relations—and we’re asking you to do both! However, with a 
little bit of time and effort, you will have the ability to skyrocket your business.   

Solutions for Time Constraints and Other Issues   
 ❏ Not enough time > allow yourself some time each week to…

 ❍ Read magazines (professional, business, local)
 ❍ Identify relevant media (local television, radio, press) to your 

business
 ❍ Write down names of staff writers or freelancers (and Google them)
 ❍ Call to receive Editorial Calendars

 ❏ Not enough contacts > develop your contacts
 ❍ Grow your network, mingle
 ❍ Become a guest speaker
 ❍ Write a newsletter
 ❍ Go to events that journalists might attend



Matchmakers Stories

PART II



Matchmaking: From Fun to Profit
A Complete Guide to Turning Your Matchmaking Skills Into a New Business57

I am here to tell you that if I can do it—you can do it. 
– Rob Anderson

Starting From Square One
When I entered the field of matchmaking I entered from the other side—not 
as a matchmaker, but as a match. The then Director of Club Elite, the com-
pany I now work for, approached me at an event and asked me , “are you sin-
gle? Because I would love to set you up with one of my clients.”  I was flattered 
and agreed to go on the date with his client.  The date didn’t work out but the 
career opportunity of a lifetime did. I was offered a position as a matchmaker 
and have now been a matchmaker for almost two years.  

When I first started, I was trained by the owner of the company and later took 
the matchmaker certification course provided by the Matchmaking Institute.™ 
Once I became an officially certified matchmaker, I was left to my own devices. 
I was at a great vantage point—I was taking over an established company rather 
than starting my own. But like all new matchmakers, I faced the challenge of 
making a name for myself. Although technically an established matchmaking 
service, we had neither the clientele nor the recognition we needed. Nobody 
knew who we were. 

Spinning the Web
“I found that networking was really the most important part of the whole 
job.”

So the question was: “How do I take this company and turn it into 
something?”

CHAPTER 7

Matchmaking Experience 
- A First-Hand Account
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I needed to find clients and I needed to find matches. So I started with the 
people I already knew—the people in my immediate network. Then I began 
attending events on a weekly basis. Since the company focuses on a specific 
niche market, there are certain advantages over a more general service.  Being 
that my niche market is the gay male, there is more of a community with 
resources for gay men and it makes it easier to choose events that target my 
market. I chose to attend a gay and lesbian meeting for “out” professionals. The 
meeting was centered on a guest lecturer, with a cocktail hour held prior, which 
is key for networking. 

As I walked into the event, my heart was pounding and my palms were 
sweating. I assumed the worst: I figured they would think I was crazy. I thought, 
“What am I going to do? Walk up to strangers and say, ‘Hi, I’m a matchmaker, 
I run a company, and I don’t know how to do this but do you want to date one 
of my clients’?” But, I was pleasantly surprised. The guests proved to be very 
receptive, and most were genuinely flattered when I approached them. I quickly 
realized that the worst that could hap-
pen was that they could either say, 
“No, I’m not single” or “Sorry, I’m not 
interested”.  

Offer value to your community.  
You can request to be a guest speaker 
at an event or community center, or offer some sort of promotion, like a one 
month free membership, to the people attending a specific event that targets 
your niche market.  By offering something unique, you gain attention and 
are able to get the names and contact information of attendees of the event.  
This give you the opportunity to grow your database of potential clients and 
matches.  This works well in establishing your self in the community and gets 
your name out there. 

The Next Step: Marketing
While continuing to network at night, during office hours I would approach 
the media. There is no better advertisement for your company than  getting 
your name out there through press articles. I used the Internet to research gay 
cable channels and publications.  I then composed a simple letter that I could 
send to magazines, freelance writers, and radio shows on a moment’s notice in 

“Attend the types of events that cater 
to your niche market. Really put 
yourself out there and socialize; get 
to know people and network!”
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the event one of these outlets seemed like an appropriate one for me to pitch a 
story to. I sent everyone letters, and realized that for every 30 letters went out, 
I would receive only a couple of responses. 

I soon realized that I needed a hook to make the media interested in doing 
a story on my company, so I began planning and advertising a unique event. 
Sticking to my niche, I made contact with a celebrity in the gay community 
and advertised the event as, “Win a date with such and such celebrity”. Fliers 
were distributed, and ads were placed in gay magazines—this drew a large 
crowd of 100 or more single gay men that I was able to network with.  Plus, 
because the event was unique, it attracted media.

Whenever I had an up and coming event, I would send out my letters, and 
no matter what, I made sure to be prepared for an interview with anyone who 
expressed interested.

You can also try to barter for press.  There are plenty of single editors 
in small newspapers that are open to running a story about you, if you can 
find THEM a date!  They can then write about your service with first hand 
experience.

Working the Room   
I made my rounds, asking each guest to fill out a card giving their name, 
email address, and phone number. Each card was then placed into a raffle. As 
promised, the winner went on a date with the guest celebrity, and I gained 100 
new potential clients. The guests were given the option of releasing their infor-
mation to Club Elite for future invites, newsletters, and updates. Only those 
guests who checked the “yes” box were added to my database. 

After emailing and/or calling 
everyone in my new network contact 
list, I invited those who were inter-
ested, to come to my office and fill out 
a profile with me. The profiles would 
then go into either my client folder or 
my match’s folder. 

During the profile/interview process, I 
quickly learned how important it was 
to take extensive notes. I also found it 
helpful to include a photo with each 
profile so I could remember what the 
client/match looked like.
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Enlisting the Help of Friends 
Advertising is very expensive—the most expensive aspect of the business. So, 
a cost-effective way to get  my company’s name out there with out paying for 
formal advertisements was to distribute fliers at major events and fundraisers 
within my niche market. I was able to get my friends to “volunteer” their 
time to help me with the distribution of flyers. Advertising, although either 
time consuming or expensive, is imperative if you want clients to come to you 
instead of having to personally recruit every client yourself. 

Learning As You Go
I have found over the past two years that you can do cartwheels to get potential 
clients interested in your service and you can do your biggest sales pitch, but 
potential clients will not sign if they are not ready to commit to making their 
love life a priority.   You have to except that and let them walk away.  I have 
had several people walk away and then later contact me when they were ready 
to commit to finding a partner. 

As a matchmaker, it helps to look at the areas in which you excel. My 
strengths lie in my networking and socializing skills. I’m great at getting our 
name out there, inviting potential clients in and then sitting down with some-
one and really getting to know them. I make them feel comfortable, and if 
they’re ready, I’m am there to help them. 

“It’s like with any business when you 
are first starting out—you’ve got to 
get yourself out there. You have to go 
to a lot of events. Meet as many peo-
ple as possible; try to find out which 
people in that particular community 
are influential. Schmooze!”
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Elaine Schmelkin, a traditional matchmaker

Elaine Schmelkin is a traditional matchmaker in every sense of the word. She 
has never charged a client for her services, yet she seems to be a successful 
matchmakers. Mrs. Schmelkin has been making matches for over 22 years 
now, and has seen 45 matches develop into happy marriages. For Mrs. Schmel-
kin, matchmaking isn’t a career; it’s a calling. 

It began with PUNCH (Parents with Un-Married Children), a group created 
by Mrs. Schmelkin and three of her friends in 1988. The group was designed 
to bring together young Jewish singles. Mrs. Schmelkin and her friends began 
throwing parties for their single children and others within their age range. 
PUNCH hoped that from these parties, connections would be made. If after 
attending three parties, and not a single connection was made, the young sin-
gle was then invited to interview with Mrs. Schmelkin.

PUNCH nominated Mrs. Schmelkin for the position of interviewer because 
she was known among the Jewish community as being very friendly and easy 
to talk to. Each single was invited into Mrs. Schmelkin’s home where they were 
then asked the following questions: What do you like in a guy/gal? What do 
you like to do? What are your likes/dislikes? Where do you see yourself five 
years from now? She developed a complete roster of detailed questions she 
would ask everyone that came through her door. 

All of Mrs. Schmelkin’s notes reside in her little black composition books. 
After the interviewing process, Mrs. Schmelkin would work to find a match. 
An interviewee could leave her home with the name and phone number of 
a match that very same day or wait months. After just a short while, Mrs. 
Schmelkin had many people calling her for an interview—cousins, brothers, 

CHAPTER 8

Matchmakers Tales
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friends—everyone was linked to her in some way, and she quickly was linked 
to a large network of Jewish singles. 

With Mrs. Schmelkin’s outstanding success rate, the demand for personal 
interviews quickly outnumbered the demand for PUNCH’s house parties. 
Mrs. Schmelkin’s matchmaking skills quickly grabbed the media’s attention, 
and Jewish organizations began asking her to lecture or host events for them. 
With her sudden popularity and onslaught of Jewish singles seeking her ser-
vice, Mrs. Schmelkin began to realize how extremely lucrative a profession in 
matchmaking could be.

She spoke with her husband about turning her natural ability into a paying 
career, but he was adamantly opposed. He explained to her that if she truly 
wanted to match young singles, it should be for a reason other than financial 
gain—that reason being fitsvah. Fitsvah is a Jewish word meaning to earn good 
deeds. 

With good deeds in mind, Mrs. Schmelkin continued matchmaking. She con-
ducted interviews from her home in the evenings, sometimes meeting with 
three clients at a time. She never had to look for people because they always 
managed to find her. Wedding season was always a popular time for singles to 
enlist her services, as the answer to, “How did you two meet?” was most often 
answered with, “Mrs. Schmelkin introduced us!”  

When asked why Mrs. Schmelkin feels she’s been so successful, she explains 
that by eliminating payment, the pressure is off—both for herself and the cli-
ent. Her motto: “If it works, it works. If it doesn’t, it doesn’t.” The people that 
come to Mrs. Schmelkin aren’t in any rush, because they’re looking for love; 
and they understand that to find true love, it takes time. It was never her objec-
tive to send clients on date after date to find the right match. She made her 
suggestions (usually three or less) and that was that. 

Over the years, Mrs. Schmelkin has brought together hundreds upon hundreds 
of people. She remains close with many of the people she’s helped over the 
years, but considers five of those couples “family”. One man that she matched 
had lost his parents, so when it came time, Mrs. Schmelkin and her husband 
threw his engagement party at their house. And at his wedding, it was Mrs. 
Schmelkin that gave him away.   
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Although she is no longer matching at the volume she was in years past, Mrs. 
Schmelkin continues to make matches from her home, using her little black 
composition books. She’s currently working to fill number ten. 

In Her Own Words 

What is one of your most interesting matchmaking stories? 

“ True and cute story: I had a gentleman come to my house. We had coffee and 
cake (I try to make everyone as comfortable as possible during their interview). 
I’m talking to him; I’m looking at him, and I say, ‘you know, I think that I have 
the most perfect girl for you. Everything that you want—she has.’ 

“So I give him her name and he just looks at me and starts to laugh. So I ask 
him, ‘what’s so funny?’ 

“And he says, “That’s my ex-wife!” 

What advice do you have for future matchmakers?

“If you have empathy for these people, and if you don’t want to waste any-
one’s time, you absolutely must conduct a personal, face-to-face interview. You 
have to know where these people are coming from if you want to match them 
successfully.

“People come to me because they know who I am; they know that I really do 
have their best being at heart.”

The Certified Matchmakers
The Matchmaking Institute™ is the only school in the United States to certify 
matchmakers. Over the next few pages, you will meet some of the school’s 
most successful graduates—from New York to City Singapore.

Charlee Brotherton

Charlee is a CPA and a Matchmaker of Brotherton & Associates Introduc-
tions, Inc., Tulsa, Oklahoma

She has been in the matchmaking business for over seven years.  She acquired 
The Singles Station Dating Co. in January 2000 and has expanded the service 
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to include six offices.  She personally matches clients as well as manages the 
introductions for thousands of singles through The Singles Station Dating Co.  
When she was first introduced to the matchmaking/dating service concept she 
loved the idea.  Being a Certified Public Accountant, she has a quantitative, 
logical thought process.  For her it made perfect sense to take an organized 
approach to meet the person you would spend the rest of your life with.  Most 
singles employ a haphazard approach to meeting singles.  Singles spend more 
time thinking about the features they want on a new car, than the attributes 
that they are looking for in a life long mate.  Picking the right mate is the most 
important decision you will ever make. 

Why did you decide to become a matchmaker? 

I actually became a matchmaker by chance.  I come from a family of entre-
preneurs and wanted to own my own business.  I answered an ad for a service 
business for sale.  A business that was over 20-years old that was “fun to operate 
and very lucrative.”  That was The Singles Station, which was started in 1979.  
It is one of the oldest matchmaking services in the United States.  However, 
becoming Certified by the Matchmaking Institute was the best thing I ever 
did.  I was surprised how much I learned.  I truly feel I am at the top of the 
field of Matchmakers based on training through the Institute and my business 
approach to helping my clients find a mate.

How did you get started?

When I first acquired the Singles Station I basically operated the business and 
utilized staff matchmakers.  I had too many clients to work one-on-one with 
all of them.  I started receiving requests from VIP Clients who wanted to work 
directly with me.  I began taking on clients personally and to network with 
other matchmakers.  That is when I learned about The Matchmaking Insti-
tute.  The Matchmaking Certification helped take my personal matchmaking 
business to the next level.  Now I operate a separate matchmaking company, 
Brotherton & Associates Introductions, Inc.

In your opinion, what makes a good match?  

I don’t look for a “good match” I want a “great match”.  A “great match” is 
when you have not only two people with similar interests but also have two 
people with core values that are in line with one another.  The personality pro-
file is a wonderful tool in identifying core values and to use in matchmaking.  
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I think life experiences also play a role in matchmaking.  Knowing all about 
your clients not only where they are today, but where they came from helps in 
putting together a great match.  You also must recognize life goals.  Two people 
need to be heading down similar paths with similar goals to ultimately make 
a life together.

What is one of your most interesting matchmaking stories?

There are so many great stories.  I will never forget seeing the first baby born 
from one of my unions.  I realized at that time that the baby would never had 
been born without my help.  My biggest joys have been when I introduced 
a family, not only a husband and wife.  There are many children that need a 
mom or dad and so many times we have made that happen. 

Violet Lim

Violet Lim studied law at the University of Manchester and also holds a Mas-
ters degree in Industrial Relations from the London School of Economics. 

Violet’s former career in international finance left her personally unsatisfied, so 
she and her husband, Jamie Lee, decided to forfeit their stable incomes to start 
their own business in the dating. Violet and her husband met while he was 
working towards a degree in Accounting and Finance. The couple’s first date 
was over lunch—lunch being the underlying theme for Lunch Actually. 

In 2004, Violet became the first Asian to become certified by the Matchmak-
ing Institute™. In April, of that same year, Lunch Actually Singapore opened. 
The second office, Kuala Lumpur, Malaysia, came along a year and a half later. 
The Singapore office serves over one thousand members while the Kuala Lum-
pur office currently has over 150 members. 

Why did you decide to become a matchmaker? 

I thought the idea for “lunch dating” would be greatly appealing to busy pro-
fessionals in Asia who don’t have the time to find love for themselves. After 
observing both friends and colleagues struggle to find the time for dating, I 
created Lunch Actually to solve the problem. My clients and matches first go 
through the interview process with me after which I send them out on lunch 
dates. Everyone has time for lunch!
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I have always been a people-person, and I feel that when it comes to making 
love connections, I’m a natural. When the idea of matchmaking came along, 
I pounced on the chance to combine my passion for helping people with my 
knowledge of business relations. 

How did you get started?

We secured our initial pool of clients by emailing friends and family. We 
explained what it was that we were doing and they in turn told their friends. We 
also started an advertising campaign to create brand awareness in our market. 

In your opinion, what makes a good match?

I think it is very important for potential matches to share common values. 

Of course it is always great when their specific profiles match, i.e. interests and 
hobbies. However, these preferences and interests are on a much more super-
ficial level, and will most likely change over time. For example, if “Amy” and 
“Bob” both believe that the family should always come first, their chances for 
a lasting relationship are higher than if they were matched together based on 
their love for golf. 

What is one of your most interesting matchmaking stories?

“Lorraine” was in her late 20s, and a very successful lawyer. We were trying to 
send her out on her third match with “Matthew”. Matthew is in the entertain-
ment business—an unconventional career choice in Asia. Despite the fact that 
Matthew was both successful and well educated, Lorraine couldn’t see past his 
occupation. 

It took us some time to convince her to go on the date, but eventually gave in 
considering it would only be an hour of her time. 

They went on their first date… and both Matthew and Lorraine were extremely 
taken with one another. Before we knew it, they had both called to put their 
membership on hold. And then, we heard they were picking out an engage-
ment ring. One year later, on the exact day that we sent them out to lunch, 
they were married. And we were invited!
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Scott A. and Pamela Stowell

Scott A. and Pamela Stowell became certified matchmakers in 2005. Together, 
they serve singe adults, over the age of 21, in the central New York region. They 
also throw “Singles Mixers”. 

Why did you decide to become a matchmaker?

We recognized that when it comes to dating, there are very few options for 
singles in the CNY region. The dating world has changed so much over the 
years, and we were uncomfortable with the idea that online dating services 
were supposed to be the answer. So instead of talking about it, we decided to 
do something about it! We knew that face-to-face matchmaking would be the 
best way to help singles find their “special someone”. 

Our strong marriage and friendship has given us the inspiration to help others. 
We are both very compassionate individuals with great instincts for under-
standing people. We always put our clients first, and are ecstatic when they call 
to thanks us for introducing them to a great person. We know we’re doing the 
right thing because we’re making a difference and having a blast!

How did you get started?

Thanks to successful networking, we made the front page in the Syracuse Busi-
ness section within the first week of opening our company. And our local tele-
vision station provided live coverage of our matchmaking endeavors. 

In the beginning, we worked to build our database. After 30 days, we had 
enough people to start matching. 

*We recommend gaining a handle on the industry and your business before 
working with friends and family. 

In your opinion, what makes a good match?

The more a potential match has in common, i.e. the better their values are 
aligned, and the more their personalities click, the more likely a second date 
will follow. However, if the couple lacks any sort of physical attraction to one 
another or there is no “chemistry” between them, one of the parties will ulti-
mately lose interest. 



Matchmaking: From Fun to Profit
A Complete Guide to Turning Your Matchmaking Skills Into a New Business68

Chapter 8 ● Matchmakers Tales

What is one of your most interesting matchmaking stories?

We ask our clients for feedback after each date. It’s always great when we hear 
from both sides, “I’ve found ‘the one’.” After only a year as matchmakers, we 
have already created three long-term relationships. 

Julie Ferman

Julie founded her personal matchmaking service, Cupid’s Coach in 2001 to 
dignify and simplify the love search process for selective, relationship-minded 
professionals. Before Cupid’s Coach, Julie and her husband owned and oper-
ated two Great Expectation centers throughout the 90’s, later selling them 
to launch Cupid’s Coach.  Together then have brought together over 1,000 
couples.

Why did you decide to become a matchmaker?

I know what it feels like to be that great girl with lots to offer and a sincere 
desire for partnership, but who just can’t seem to find the right partner, the 
right fit.  I understand that the more “desirable” a person is the more selective 
he or she will naturally be -- I enjoy specializing in people who are accom-
plished, professional, attractive -- people who have it all, who are highly selec-
tive, and who want and need to be very private in their search for the ideal 
partner.  Simplifying and short-cutting the dating process and enriching lives 
along the way, that’s what I love doing every day of my life.

How did you get started?

I was destined to become a matchmaker... I married the man who sold me 
my dating service membership in 1990.  We ran two successful video dating 
services for 10 years, later sold those companies and then I lauched Cupid’s 
Coach in 2000.

In your opinion, what makes a good match?

When two people respect and admire each other, when they share a few pas-
sions, when their core values are in alignment, when they’re truly comfortable 
together, when it feels like “home” being in each other’s company, and when 
there is a mutual attraction and spark -- well, that’s a great match. And if they 
both have the commitment to working through challenges together, growing 
both personally and as a couple,  that’s a union destined for greatness.
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What is one of your most interesting matchmaking stories?

I love the surprises -- My client Susan was impressed with Jack when she met 
him, but...wasn’t really attracted.  He didn’t fit her mental picture of what her 
man would look like.  But smart man that he is, Jack pursued her intently, as 
he was crazy about her.  He tailored the first, second, and third dates to her pas-
sions in life (wine tasting, the ballet, a dinner party at his home with fascinat-
ing friends) and by date number three she was hooked.  They are the happiest 
married couple I know.  I love helping my clients see that Prince Charming just 
may show up on an unfamiliar horse...
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1. What if I’m interested in my client? Is it appropriate to date him/her?

It is imperative that you keep your personal life separate from your pro-
fessional service. As a single person, it is difficult to attend social mixers 
and events to look for dates for your clients and not yourself. But you 
must create boundaries if you want to maintain a professional reputa-
tion. It’s a small world, and an even smaller world when you’re dealing 
with a niche market. 

2.  Does the matchmaking process differ when you’re matching homo-
sexuals as opposed to heterosexuals?

At the end of the day, we’re all just human beings. The same rules and 
emotions apply. I know a heterosexual female matchmaker who matches 
lesbian women. It has gained her a lot of media attention because it is 
an interesting concept, but it all boils down to the same matchmaking 
formula. 

3.  What do you do if someone comes to you as a potential client and 
you know you won’t have any appropriate matches for him/her?

I once had a 75 year-old client who had recently lost his partner of 35 
years. I told him that I didn’t feel I had anyone in my database that 
would make an appropriate match. I told him that I would look around 
for him, and once I felt I had five to six potential matches for him, I’d 
give him a call. He could then see the profiles of men I had found, and 
we could go from there. Honesty and integrity are very important in this 
business. 

4. How much should I charge and for what length of time?

At Club Elite, we charge $500 for a monthly membership (in 2006); in 
the contract we agree to provide an unlimited number of dates ranging 

CHAPTER 9

Your Matchmaking 
Questions Answered 
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anywhere between one and six dates a week.  However, when I first 
started, we offered six-month and yearly contracts. Of course we charged 
accordingly, but I found it works better on a month-to-month basis. If 
you have a difficult client—and you will acquire some—you’re stuck 
with that person for a long time.  

In my opinion, month-to-month is the way to go for two reasons:

a) If you’re experiencing difficulties with a client, it’s only for one month. 
At the end of the four-week period, you are contractually free of them. 

b) A monthly contract is far less intimidating than a six-month or yearly. 
A potential client will be much more willing to try your services for a 
month. It is then up to you to make that month worthwhile. Ideally, 
you will find a match for them within the month or they, genuinely 
pleased with your database, will renew their contract. 

5. Why do you only charge your clients and not your matches?

Club Elite is the only matchmaking company, to date, that provides 
a personalized search. This means that not only do I select potential 
matches from my database, but I also attend events and social func-
tions to broaden my search. For example, I might be at a charity event 
when I see the perfect match for “Jerry”. I approach the potential match, 
first asking him if he’s single. If he replies, “yes,” I explain that I am a 
matchmaker, and briefly describe the client I have in mind. The poten-
tial match may or may not choose to accept the date free of charge. 

Matches are not charged because I do not work for them directly. If a 
match from my database decides he had a good experience with my cli-
ent, he may then decide he wants me to search for him. Only then does 
he become a paying client. 

6.  When networking: I know I shouldn’t start a conversation with, “I’m a 
Matchmaker”, so how should I begin?

I always begin with small talk. For example, “What are you drinking? … 
Oh really, I’ve never had one of those…” The infamous “What do you 
do?” question will naturally follow. Ask them about their career first, and 
they will surely return the question. 
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Generally speaking, people will be interested in your career because it’s 
unique. Explaining matchmaking to someone who is fairly unfamiliar 
with the concept is a wonderful conversation piece. 

I used to dread networking, but now I can’t go anywhere without talking 
to someone—even when I’m standing in line at Whole Foods®. 

7. How do you put your clients and matches in contact?

When arranging a date between client and match, I provide each with 
the basics: first name, occupation, and what they like to do in their spare 
time. And because I don’t use pictures, I give each a detailed physical 
description. I give my client the match’s phone number and together 
they set a date, whether it be dinner, drinks, etc. 

8.  What should my client to match ratio be, and when first starting out, 
which should come first?

It is probably safest to say that for every client you should have 12 
matches in your database. Whether or not you start with matches or cli-
ents is up to you. You will most likely have to hustle more if you take on 
a client before setting up a database—of course if your database doesn’t 
prove appropriate for your client, you will still be required to hustle.  

9. How much money should I reserve for advertising expenses?

Advertising is expensive with the majority of ads running approximately 
$1,500 a month.  If you cannot afford that, there are ways to get public-
ity for little more than taking an editor out for lunch or drinks.

10.  When a potential client comes in for an interview, should I present 
him/her with pictures from my “matches” file?

When I first started matchmaking, I presented my potential clients 
with pictures from my database. I found, however, that this made my 
job harder. Clients would immediately begin trying to match them-
selves with the matches they found the most attractive. Most often, the 
matches they picked out for themselves were all wrong. 

They may want a Brad Pitt-looking guy, but the one who looks like Brad 
is looking for something completely different than the client in front of 
you.  It’s not a good idea to get them excited at the faces that they can’t 
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have.  Your clients can get that disappointment on their own – with you 
are they are looking for success.  I find the best way to do that is match 
the personality and basic looks the person has told me they seek, without 
showing nameless faces that may be unattainable.



Step-by-Step Tips 
for Starting Your 

Matchmaking Business
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So you’ve read the book! But now what? Use the next few pages as a step-
by-step guideline for starting your very own matchmaking business. We’ve 

summarized the pages of this book, so that during your startup process, you 
can refer to our “Now What?” outlines to help you along your way.    

I. Categorizing Your Company

A. Taking Care of Business

 Before you put together a database; before you choose your first client; 
and well before you provide your first match, with paper and pen in 
hand, you must answer, as a business owner:

 –Who will be your target audience?

 –What will your company offer?

 –Where will you be conducting business?

 –When will you be conducting business?

 –And How?

 Your business plan will answer each of these questions in full detail so 
that someone reading it for the first time will have a clear understand-
ing of what your company is all about. 

1. Writing Your Business Plan

 Your business plan may never be finalized because you will revise 
and update your objectives regularly.  Don’t be intimidated by that 
blank piece of paper—it’s just a rough draft.  Remember, nothing 
is set in stone.  Answer the following questions first.

CHAPTER 10

Starting your 
matchmaking business
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 --What types of services will your business offer?

  Face-to-face matchmaking?

  Special event planning?

 --Who do you want to reach?

  Specify the age range of your potential clients

  Spell out your niche market

 --How many clients will you take on at a time?

 --How much do you plan on charging clients?

2. Deciding on Your Business Structure

 You need to decide which type of business structure is appropriate.

 -- Will you enlist the help of external investors? If so, you may want 
to be incorporated

  (Inc.)

 -- If your company will remain privately owned by you (or you and 
a partner(s)), you may want to obtain an LLC classification.

 As you think about which business structure is best for you, con-
sider your skill set. Are you prepared to handle every aspect of the 
business from marketing to matching, bookkeeping to networking?  
If you know that marketing might be a challenge for you, can you 
think of someone more business-minded with whom you might 
like to partner? While a matchmaking business can definitely be 
operated by one person alone, it doesn’t have to be. Sometimes a 
balanced partnership is more successful than a one-man or one-
woman show.

It’s best to discuss business structure with both a lawyer and accountant 
since your classification will be used for tax purposes.

3. Writing Your Pitch

 Your pitch describes what it is you and your business will strive 
to do. With your detailed, organized, and formal business plan 
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complete, it’s time to create an enticing description of your com-
pany.  Make it fun and original yet simple enough that the average 
person clearly understands your business objectives.  This pitch is 
ONE or Two sentences at most.  

 Use your pitch for everything: business cards, website, advertise-
ments and press releases. It will serve and enhance your identity as 
a matchmaker. Be aware that creating your pitch will be extremely 
difficult. It will take weeks of revising. You’ll want to come up with 
a few different pitches and solicit your friends’ opinions on each.

 --Is my pitch clear and concise?

 --Is the pitch fun and inviting? 

 --Does the pitch leave any unanswered questions?

4. Choosing Your Name & Tagline

 Your name and tagline—much like your pitch—should be orig-
inal, catchy, descriptive, and self-explanatory.  The name of your 
business will define who you are, what you do, and should sep-
arate you from your competitors. A tagline works as a reinforce-
ment of your company name.  This tagline can act as both a catch-
phrase and your business motto.  Your name and tagline will work 
together—one informing the other.  Both should be capable of 
standing alone, but together work as perfect compliments.

 Example:  It’s Just Lunch’s tagline: “Dating for busy professionals”.

 --Important Considerations when Choosing Your Name

1. It’s not a good idea to include your personal name in your com-
pany name.  For example, Sharon’s Savvy Singles Events may 
be catchy and descriptive, but what if you decide to sell the 
company?  Or what if you want to bring in a partner or outside 
investors?  Consider instead, Savvy Singles Events—better not 
to get too personal in your company name.

2. Establish a DBA, doing business as name, to respect your cli-
ent’s desire for confidentiality.  Because most people want their 
dating life to remain personal and confidential, have credit 
card charges and/or checks made out to a DBA such as LM 
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consulting instead of your company name, LoveMatch.  Your 
clients will appreciate their ability to remain discrete, while at 
the same time giving you the option to expand your services to 
include image or personal coaching, event planning etc. – all 
under the consulting umbrella.

Recommendation: 

Throughout your career as a business owner, issues will inevitably arise that 
will require a professional’s attention. For example, you will probably want 
to hire a professional designer to create your website and business cards. 
It will also behoove you to have an Intellectual Property (IP) Lawyer and a 
Certified Public Accountant (CPA) on hand for legality and accounting con-
cerns. You might also choose to hire a Webmaster to update your site from 
time to time. Use other professionals’ talents on a project-to-project basis by 
hiring them as independent contractors.

5. Obtaining a Trademark

 Although applying for a trademark is not necessary, a registered 
trademark provides your business with higher  protection and pos-
sibly increased value. 

 Domain Name

 Using the Internet, perform a search to see which site, if any, comes 
up when you type in your chosen company name. Is your name 
already being used as a .com? If so, you might want to slightly revise 
your name so that you can use your name as your URL address. 

 Trademark Check & Application

 Once you’ve looked into the availability of your domain name, 
go to www.uspto.gov. To narrow down your search, the website 
will ask for your service class. You should enter numbers 41 and 
45: entertainment and dating. Type in your chosen name. Do any 
similar names come up? If so, do the companies with your name 
also offer the same type of services? Depending on the degree of 
similarity in name and service, decide if it’s worth it to apply for a 

http://www.uspt.gov
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trademark. When dealing with name similarities, it might be help-
ful to hire an attorney to better assess your chances at gaining a “®” 
label. 

 *It will cost you $350 per class to apply for your trademark regis-
tration—besides any other legal fees. After filing your application, 
you will have to wait approximately about a year before expecting 
any registration.

II. Creating Your Company

A. Providing Points of Contact

 Whether you’ll be working from home or plan on using a separate 
office space, your business will need its very own address, phone line, 
website, and email account. And don’t forget the importance of busi-
ness cards! 

1. Physical Address

 If you will be working from a home office, using your home address 
for your business address is perfectly acceptable. The only thing to 
avoid when setting up your business address is a Post Office Box 
address. P.O. Boxes tend to look less professional than physical 
addresses. 

2. Business Phone Line

 In order to keep a defined line between your personal and profes-
sional life, you must set-up a separate phone line for your business. 
A landline with voicemail is a good start, but you’ll probably want 
to set-up a cellular account as well. Recommendation: Save your 
clients money by setting up a toll-free phone number. Each time 
your toll-free number is called, your account will be billed, not 
theirs. 

3. Website

 In the beginning, perfecting your website shouldn’t be your num-
ber one priority. It is important, however, to set-up at least one page 
of your website before you can consider yourself open for business. 
Websites are no longer an option for business owners—they’re a 
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necessity. A website is the easiest and fastest way to give your busi-
ness credibility. 

4. Business Cards

 A logo or simple design should be created to accompany your 
name and tagline. This design, along with your name and tagline, 
will become uniform for any and all documents you use, including: 
invoices, contracts, profiles, web pages, business letters, press mate-
rials, and your business cards. 

 Because networking will be your number one marketing tool, 
a well-designed business card is imperative to your career. Put 
thought into each aspect of its design: paper, color, font, logo and 
shape. Consider your target market: Will a formal, more traditional 
business card be most appropriate or will a unique, eye-catching 
design work best? If utilized correctly, your business cards will pay 
for themselves—they’re worth the investment. 

B. Accounting

 Before your business can start making money, you will have to open 
a bank account to house your earnings. And you’ll probably want to 
set-up a method for accepting credit cards. Research your options so 
that you can achieve both without paying extraordinary fees. 

1. Bank account

 When opening an account, try to find a bank with minimal fees. 
Oftentimes banks will offer discounts for new business owners.

2. Credit Cards

 Although the ability to accept credit cards is not necessary for your 
business, the option to do so will be appreciated by your clients. 
When first starting out, PayPal might be your best bet. Anyone is 
eligible to sign-up for PayPal, but when you use this method your 
client will be paying you indirectly. Their money will first go to 
PayPal, which after taking a small commission, will be paid to you. 
If you want to accept credit cards, you may check and compare 
different fees at www.charge.com.
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C. Recordkeeping

 From the moment you start planning your business, you will need to 
start a filing system. Absolutely anything that involves money spent 
or estimated future expenses must be recorded and saved: receipts, tax 
documents, bank forms, applications, and every official document ever 
signed by you. For safety precautions, it would be wise to make two 
copies of each and have two separate folders—one for your own per-
sonal records and the other for your accountant. When tax-time rolls 
around, the extra time you spent maintaining your financial records 
will prove worthwhile. 

III. Covering Your Company 

 When applying for liability coverage for your business, you should first 
obtain basic business coverage. Once you have the basic package, apply for 
liability insurance to cover your specific services.

A. Business Coverage

 Similar to homeowner’s insurance, liability coverage will protect your 
business’s assets. You don’t want to lose everything you’ve worked so hard 
to create on the off chance there’s a fire, flood, or burglary at your office.

B. Professional Liability Coverage

 Protect yourself from your clients. You will want each client and each 
match to sign a waiver waiving your responsibility. In the event that 
someone becomes injured, etc., these forms will protect you from 
being sued. You may want to search for sample waivers online and then 
revise them to meet your specific needs.

 *You should always have a lawyer look over all waiver release forms and 
contractual agreements before they are given to any clients or matches. 

IV. Building Your Database

 You need to figure out your niche market in order to know who to target 
when building your database.

 Example: Let’s say you’ve decided your niche market will be women over 
40; you will now need to figure out how to create a database of pre-screened 
men in that particular age range. How do you do this?
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A. Immediate Connections

 Ask around. Ask everyone you know, and then ask everyone they 
know: Friends, family, co-workers—they all have the potential to help 
you grow your database. 

B. Research 

 Find the places and events your potential database might fre-
quent. Check your local listings, magazines, community and online 
resources—singles’ events are perfect, but any event that you feel caters 
to your particular niche will work. 

1. Go to these events! 

* Remember: You should be networking at least two nights a week. 

C. Making Contact

 Start introducing yourself to anyone you feel you might be able to 
incorporate into your database of eligible matches: “I’m a matchmaker 
and I’d like to invite you to a pre-screening. I can then start introduc-
ing you to some amazing women/men at absolutely no cost to you.” 
The majority of people you ask will be flattered and gladly accept a free 
membership. 

 *It will probably serve your business best if you offer your matches free 
membership—at least in the beginning.

1. Interviewing Your Matches

 Before bringing in a potential match, you must first decide what 
you will be asking them, as well as what sort of contract they will 
be signing. And where will you be interviewing them.

a. Your Sales Pitch 

 Will they be paying? Should they sign a contract? Will you be 
running a background check? You need to answer these ques-
tions for yourself before ever meeting with a match or client. 
Never meet with clients/matches without knowing exactly 
what it your business is offering. 

b. Picking a Place
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 Choose both a time frame and location in which your potential 
clients and matches will be able to meet you. Evenings? Lunch? 
Will they be coming to your office? Will you be going to theirs? 
Make sure your availability matches theirs—you want to make 
it as easy for them as possible. 

c. Being Prepared

 You will have paperwork to go over, forms to fill out, contracts 
and releases for them to sign, so make sure you present them in 
an organized fashion. Be very clear with them on the ways in 
which your business differs from the competition. And be pre-
pared to answer any questions they may have: How will you, as 
a matchmaker, prove to be successful in matching them? What 
are you providing and at what price? 

 *All forms should explicitly state your terms and conditions. 

 The great thing about a database is that if you’re personable, a 
good interviewer, and you make them feel comfortable, they 
may want to hire you so that you can specifically search for 
them.  

V. Securing Your First Client

 Whether you’re having trouble finding your first client, or you already have 
a potential client in mind, repeat the steps listed above that you deem 
applicable. Once you’ve signed your first client, make sure you give them 
the best service possible.

A. Defining Your Services

 As a matchmaker, your business revolves around a sensitive issue. Peo-
ple tend to be vulnerable when it comes to personal relationships, 
and matters of the heart, so it is your job to make your clients feel 
comfortable. 

1. Honesty

 Your client has to trust you; this means trusting your tastes, your 
opinions, and your ability to help them. You must be completely 
honest with them from the beginning, meaing that if you think 
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they might be a difficult person to match, tell them. If you’re wor-
ried you don’t have enough matches in your database to suite their 
needs, explain to them why it might take you longer to send them 
out on a date. 

2. Keeping in Touch 

 After you’ve met with your client and their contract has been signed, 
it is your job to keep in contact with them. They should never have 
to call you because you’re always one step in front of them. Don’t 
make them call you three times before you get back to them. You 
must make yourself available to your clients. For example, once a 
client has gone on his or her date, you should wait no longer than 
two days before placing a follow-up call. And stay on top of your 
matches! Don’t make your client call you for a date.  

VI. Staying Organized

 Keep detailed records of all your clients and matches.   Take notes when 
talking to your clients and their matches after each date.  and their matches 
after every date so it is fresh in your mind.

A. Create a filing system

 Online or on paper—you need to be able to quickly reference past 
dates and feedback from each date. This is particularly important if 
problems arise with your client.  For example, if a client very much 
enjoyed their match and the match didn’t like them, they may in hind 
sight say that that match was terrible because they then feel rejected.  If 
you have a record of dating feedback you can refer to that with your cli-
ent and let them know that at the time, they really enjoyed the match 
and maybe because it was not a shared attraction it made them feel bad 
about the date.

B. Accurate Records

 Review your client’s progress by referring back to the detailed dating 
feedback file you’ve created.  This is indispensable for date coaching.  
This also helps track matching choices and helps you make matching 
decisions for future matches  more effectively.
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C. Personal Folders

 Each client, as well as each member of your database should have their 
own file complete with contract, questionnaire, notes, etc. Each per-
sonal folder you create should clearly state that specific contract’s start 
and end dates. It will also be helpful for you to include each person’s 
picture, whether it’s for your personal use or you plan to show your 
other matches/clients. Provide a section for feedback and take notes 
in this section each time you give a follow-up call. Make sure to note 
in each folder with whom they’ve gone out with so as to not repeat 
matches.    

VII. Making a Match

 When making a match between your client and a potential match, you 
should first match the client’s age and physical preferences. Once you’ve 
honed in on physical compatibilities, the next step will be finding matches 
whose relationship goals and personal values comply with your client’s. 

A. Using Your Database

 You should always try to create matches using your database first. If 
you run out of potential matches in your database, you will then have 
to go out and find one. 

1. Flipping Through Your Folders

 As soon as you take on a new client, go to your database of personal 
folders and begin weeding through your options. Start by elimi-
nating the matches that do not meet your client’s age range. Then 
remove matches that have the physical qualities you feel your client 
would consider a “dealbreaker”, i.e. bad teeth, or no hair. Now, tak-
ing the folders you have left, try to match your potential matches’ 
values to your client’s. 

a. Relationship Goals and Values

 Is your client looking for marriage? Do he or she someday want 
to start a family?  Was your client very adamant about his or 
her religious practices? Does he or she place significant value on 
their career? Will they need someone that feels the same? 
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b.  Hobbies and special interests are really the last and least import-
ant element to match.  Once you’ve matched their age and 
physical preferences, as well as their values and beliefs, find-
ing shared interests and hobbies can be considered an added 
bonus.   This doesn’t mean that you shouldn’t try to find the 
matches that share your client’s interests—the more they have 
in common the better. 

 *As long as you are able to explain to your client why you have 
chosen this particular match for them, you’ll be satisfying your 
job requirements as well as their requirements.

B. Searching Elsewhere

 If you’ve already looked through your database for potential matches, 
and you’ve come up short, it’s time to go headhunting. Explain to you 
client that finding them a match will take you a bit longer, but reassure 
them that you will be proactively and specifically looking for them. 

1. Perusing and Socializing

 Similar to networking, you will need to get out of your office and 
start meeting people. As a matchmaker, you should be attending 
events at least twice a week if you want to continue to grow your 
database, so kill two birds with one stone: Build your database, but 
with your current client’s needs in mind. Hopefully, by the end of 
the week, you’ll have added five more people to your database, two 
of which will be for your current client. 

 *Remember: Never give out your client’s or your matches’ phone 
numbers or last names. You should always act as the go-between 
until they both have given consent. 

There you have it! Everything you need to know to get started, and eas-
ily accessible. These pages can be used throughout your career as a match-
maker. Post them in your office, or better yet—use our example to create a your 
very own outline for success. You now know everything you need to know to 
become a profitable matchmaker. Now what? Make it happen!



Additional Materials
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Top 10 questions—that you, as a 
matchmaker—should be prepared 
to answer

1. How many years have you been in the business?

2. What is your success rate? How do you define success?

3. What is your cost?

4. Do you charge for the initial consultation/interview?

5. How many matches are promised and over what period of time?

6. Will the same person who conducts my initial interview be matchmak-
ing for me?

7. Do you send me out on dates automatically or do I have to call for an 
introduction?

8. If I don’t like a match you have chosen for me, may I decline?

9. May I view a sample contract?

10. How many clients do you have and how do you search for matches?
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Sample questions when 
interviewing a client

Why are you looking for a matchmaker?

What would make you a good partner?

Are you more old fashioned or modern day? 

(You can give examples: man pays, mom raises children vs. pay 50/50 for dinners 
and nanny for kids)

Are you a positive outlook person and think things will turn out for the best of 
do you worry about things that could go wrong?

Where do you like to shop for clothes? And do you have a favorite designer?

Do you consider your style to be chic, trendy, elegant, preppy, sexy, classic, 
casual, sportswear, not fashionable, don’t care?

What do you do on the weekends and in your spare time?

What are the celebrities you prefer or resemble the most?

What are the five items you can’t live without?

What do you do for fun?

What’s the last thing you read - purely for the pleasure of it, and what did you 
think? 

Who has been the most influential person in your life? And how?

What top four things would your friends say about you?

What are the three things for which you are most thankful?

What is the first thing people notice about you?

What is the one thing that people don’t notice about you right away that you 
wish they would?

Describe one thing about yourself that only your best friends know.

Are you close with your family? How often do you contact them?
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How to get certified

So you have now read 

Matchmaking From Fun To Profit.

What is the next step?

Well, if you are truly serious about entering this 
exciting industry, why not get certified?

The Matchmaking Institute™ created a Certifica-
tion program which is a highly specified curriculum of classes put together to 
teach future matchmakers matchmaking skills as well as provide all the tools 
needed to become a Certified Matchmaker and start a business in the match-
making industry with credentials.

The Matchmaking Certificate Program is offered in an intensive 3-day week-
end training includes specialized classes in areas such as: 

 ❏ screening techniques, 
 ❏ behavioral communication, 
 ❏ interviewing skills, 
 ❏ matching techniques, 
 ❏ dating feedback and role-playing, 
 ❏ techniques in recruiting new clients, 
 ❏ how to start and run your business, 
 ❏ PR and advertising, 
 ❏ client management and more.

The Matchmaking Institute™, following a strict code of ethics and standards, 
established a program designed to train those who wish to become Certified 
Matchmakers, while providing practical knowledge that will improve the way 
to start a matchmaking business.

When you get trained and certified, you gain knowledge, support, credibility 
and a career. All students who have received a Certificate in Matchmaking from 
The Matchmaking Institute™ are automatically enrolled in The Matchmakers 
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Network which is an association of Certified & Professional Matchmakers 
worldwide. 

Just a few of the advantages of being part of the network are: you receive “free 
press”. The Matchmaking Institute™ is regularly featured in national maga-
zines, newspapers, television, so as member of the Network you are getting 
exposure that you may not have gotten otherwise. You may receive potential 
client referrals.

Matchmaking is one of the fastest growing industries and continues to grow 
in demand and in profitability every year. Now is time to meet the need for 
matchmakers to be recognized as serious professionals that have been trained 
and qualified. Nurses are licensed, social workers are certified, teachers are 
licensed... now, thanks to the Matchmaking Institute™, Matchmakers are cer-
tified. You too can become a Certified Matchmaker!
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Sample Certificate
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Course Outline for the 
Matchmaking Certification™

Introduction to the Field of Matchmaking  

Students will gain an understanding of the role of the matchmaker.  The 
weekend outline and material will be reviewed. Additionally, formal 
introductions will be made and students are encouraged to discuss their 
experiences and career desires in the matchmaking industry with their 
instructor.

An Overview of the Dating & Matchmaking Industry 

Students will gain an understanding of the history, current day value 
of the matchmaking industry (singles market, dating industry, and key 
players in the industry) as well as trends and growth in the market (from 
offline to online dating, from online dating to matchmaking).

Matchmaking Business Models 

Student will learn about different matchmaking business models includ-
ing pricing structures and services offered.  Existing Matchmaking and 
Dating services will be reviewed.

Prescreening Techniques 

Students will learn how to prescreen potential clients in person and over 
the phone.  Prescreening forms will be provided and reviewed by the 
students. Instructor will discuss techniques that optimize choosing the 
most desirable clients based on these prescreening forms.  Students will 
role-play their prescreening techniques with each other and feedback 
will be provided by the instructor and classmates.
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Interviewing Techniques and Information Acquisition  

Appropriate interviewing skills will be taught in order to gain maximum 
information efficiently from potential clients for profile development.  
Profile forms will be handed out and reviewed.  Interviewing tech-
niques, providing a comfortable and friendly-environment, and privacy 
for potential clients will be discussed.  Instructor will lead a role-play 
exercise to demonstrate methods of skillful information acquisition.  

Date and Relationship Coaching 

Successful dating and relationships techniques will be taught in order 
to provide clients with the appropriate dating and relationship advice.  
Students will be provided with the key elements for achieving successful 
dating and relationship lives.  Key information will be given in the fol-
lowing areas: overcoming shyness, isolation and loneliness, becoming a 
successful listener and speaker, building confidence, overcoming fear of 
rejection.

Human Behavioral Communications 

Verbal and non-verbal communication skills will be discussed.  Students 
will learn methods to competently comprehend non-verbal body lan-
guage, be aware of behavioral cues exhibited by clients, and understand 
verbal tone.   In order to better communicate and understand clients, 
students will be taught to listen to their intuition.  Students are encour-
aged to practice reading verbal tones and body language with their peers 
and instructor during this session.  

Working with Difficult Clients and Maintaining Professional 
Boundaries

Students will learn to professionally address difficulties with clients.  
Instructor will offer actual examples that have taken place when work-
ing with clients in a matchmaking business.  Various solutions and strat-
egies for alleviating client problems will be discussed.  Strategies and 
techniques that facilitate conflict resolution and depersonalization will 



Matchmaking: From Fun to Profit
A Complete Guide to Turning Your Matchmaking Skills Into a New Business95

● Additional Materials

be taught. These skills will be reviewed and practiced through open dis-
cussions and role-play.  

Event Strategy & Conversation

You’ll learn how to choose the events you and your clients attend for 
maximum return on investment of time and money; how to make an 
indelible first impression, how to work a room gracefully and efficiently, 
and how to become a master in the art of conversation.

Just Sell Baby!

Basic sales course for new salespeople or up and coming stars.  Most 
salespeople have never received any formal training. As a result, they 
waste time with trial and error hoping to hit on the right formula. This 
class takes the mystery out of your sales process and start getting results.  
This program will help students build an effective sales process that will 
deliver consistent results. These adjustments will have an immediate 
effect on your bottom line. Topics include: How to open more doors; 
Understanding what you really sell; Dealing with Different Types of 
People; How to close and when to walk away.

Event Planning and Marketing for Matchmakers 

Students will learn how to plan and promote an event.  Once we have 
covered the preplanning, students will learn how to make events suc-
cessful by creating the right environment using themes and ice breakers. 
We will conclude with an overview of successful events as case studies.

How to use the Internet for your small business 

Students will learn how to file an application for a trademark, register a 
new domain name, start or improve their website visibility and ranking, 
create and use Google ad words, set up email rules. The instructor will 
provide a demonstration of these techniques. Students will also learn 
how to process credit cards. They will then be able to review and discuss 
the details concerning the type of matchmaking they want to achieve 



Matchmaking: From Fun to Profit
A Complete Guide to Turning Your Matchmaking Skills Into a New Business96

● Additional Materials

and the steps they need to take to begin a successful and profitable 
matchmaking business.

Matchmakers Network & Matchmaking Database

Students will learn about the Matchmaking Network, sharing resources, 
using the message board, doing searches in the database.  Students will 
also learn how to set up their own area on the Matchmakers Network™ 
database and input client information into the confidential database.  
Benefits of membership including upcoming Tele-classes and discounts 
for members will be discussed. 

Public Relations, Networking and Sales for Matchmakers

Now that you are certified, how do you get your first client? Students 
will learn the secrets to the successful PR and marketing of a matchmak-
ing business.  Learn how to maximize your current network’s potential: 
to take advantage of the many opportunities around you every day.  You 
will learn to expand your network, increase business development with 
minimum time, effort and expense and enhanced visibility and credi-
bility.  Students will also gain an understanding about the use of press 
releases and how to garner attention from media. 
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Registration Coupon 
- $100 off! -

With the purchase of this book, you are entitled to a $100 dis-
count when registering for a 3-day certification training at the 
Matchmaking Institute™.

Just email us at info@matchmakinginstiute.com with your 
contact information first & last name, mailing address, email 
address, date and place of purchase, to receive your discount 
code within the next two business days.

This coupon is also valid for your relatives, friends and 
colleagues.

mailto:info@matchmakinginstiute.com
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Contributors

Lisa Clampitt, CSW, is the co-founder and Executive Director of the Match-
making Institute, a professional matchmaker and a New York State Certified 
Social Worker for over 15 years. She was educated at New York University, 
receiving a BA in Dramatic Literature, and received her graduate degree, a 
Masters in Social Work, from the University of Michigan. Lisa has many years 
of experience in individual and couples counseling as well as relationship and 
date coaching and has owned her own very successful matchmaking company, 
VIP Life, for over 6 years. With this experience and her extensive knowledge 
of the matchmaking industry under her belt, she went on to create the Match-
making Institute in order to train and certify others, establishing a strict code 
of ethics in this important industry.   Lisa is consistently sought after as a 
matchmaking and relationship expert and has had extensive international press 
coverage.  Lisa is married and lives in New York City with her husband Franck.
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Feedback

We value the feedback of our readers very highly. Feel free to send your com-
ments, suggestions, questions or even testimonials to the publisher:

Matchmaking Institute™

Attn: Publisher

89 5th Avenue, suite 602

New York, NY 10003

USA

info@matchmakinginstitute.com

mailto:publisher@matchmakinginstitute.com


Matchmaking: From Fun to Profit
A Complete Guide to Turning Your Matchmaking Skills Into a New Business100

Endnotes

1 Estimated sales of $236 million in 2005, according to Nate Elliott, analyst at Jupiter 
Research.” - Making Money Making Matches, Forbes - February 09, 2007.

2  United States Census Bureau statistics
3 Bulletin board systems were in many ways a precursor to the modern form of the World 

Wide Web and other aspects of the Internet. BBSes were a highly social phenomenon and 
were used for meeting people and having discussions in message boards as well as for pub-
lishing articles, downloading software, playing games and many more things using a single 
application. The BBS was also a local phenomenon, as one had to dial into a BBS with a 
phone line and would have to pay long distance charges for a BBS out of the local area. Thus, 
many users of a BBS lived in the same area and it was common for activities such as BBS 
Meets or Get Togethers (GTs), where everyone from the same board would gather and meet 
face to face. They were often used for singles to meet.

4 The history of AOL http://www.corp.aol.com/whoweare/history.shtml
5 Match.com’s online dating sites and affiliated businesses span six continents, operating more 

than 30 dating sites in 18 local languages. Match.com is an operating business of IAC/
InterActiveCorp (Nasdaq: IACI). Since its launch, Match.com estimates it is responsible for 
arranging hundreds of thousands of relationships for its members.

6 “Speed dating, established by Rabbi Yaacov Deyo in 1999, is based on a Jewish tra-
dition of chaperoned gatherings of young Jewish singles. Originally intended as 
a way of keeping Jewish singles from marrying outside the faith; the speed-dat-
ing movement has flourished in both Jewish and secular communities throughout 
the world.” - Speed Dating: A New Form of Matchmaking - By Carolyn Campbell 
http://health.discovery.com/centers/loverelationships/articles/speed_dating.html

7 “Singles get serious about pairing up, post September 11” November 9, 2001 by Rebecca Spence.  
“Young Single and Dating at Hyperspeed” April 21, 2002 by Warren St. John, New York 
Times

http://www.corp.aol.com/whoweare/history.shtml
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