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"In the US, singles account for a growing number of adults
due to a steady number of marriages and a growing

population. Singles are active and often participate in
“couples” activities such as traveling or dining out, but are

limited in their discretionary spending compared to
married adults because a larger portion of their lower

household income is allotted to fixed expenses."
- Gina Cavato, Lifestyles and Leisure Analyst

This report looks at the following areas:

• Singles aren’t thrilled with how they are portrayed in the media
• Singles feel behind schedule, in terms of lifestage accomplishments
• Single women are more likely to struggle with their relationship status

As the population grows and the marriage rate declines, single adults represent a growing consumer
segment. From 2006-16, the share of unmarried individuals increased from 45.2% to 48% of the
population aged 15+, resulting in 123.5 million singles. Singles are looking for ways to improve their
lives, specifically by focusing on their physical health, career, and finances. Getting married is not an
immediate goal for most, as just about one quarter hope to marry in the next five years. Understanding
that singles’ priorities tend to be less family-centered, successfully reaching them will likely come by
appealing to their desire to focus on themselves.
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Singles are more open to trying new things . . .
Figure 50: Comparing activities of singles to non-singles – Travel items, December 2016

. . . and are spontaneous purchasers
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Figure 51: Comparing activities of singles to non-singles – Finance items, December 2016

Singles recognize their less healthy eating habits
Figure 52: Comparing activities of singles to non-singles – Health items, December 2016

Singles feel more up-to-date on the latest technology
Figure 53: Comparing activities of singles to non-singles – Technology items, December 2016
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