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These strong and independent women place their children as their spending priority. This makes them a perfect market
for childcare services, fun activities and trips close to home, mail-order toys and other products. Furthermore, they
are constantly searching for affordable alternatives to products and services that they already use and are extremely
open to trying new options. Also, since there is no male in the household, this group of consumers is often in need of
services such as plumbing, carpentry, contracting, electrical and mechanical. Often in need of a little extra spending
power, they are prime candidates for home and auto loans, credit cards, lines of credit and mortgages, as well as
insurance offers and money-making opportunities.P R O F I L ES E L E C T SA G E $ 7 / MA G E O F C H IL D R E N $ 1 5 / MD W E L L I N G T Y P E $ 1 5 / ME T H N I C IT Y $ 1 5 / MG E O S E L E C T $ 5 / MH O M E O W N E R $ 1 5 / MI N C O M E S E L E C T $ 7 / ML E N G T H O F R E S ID E N C E $ 1 5 / ML I F E S T Y L E S E L E C T $ 1 5 / MO C C U P A T I O N $ 1 5 / MS P O K E N L A N G U A G E $ 1 5 / MM A N A G E RD a t a m a t r i x L i s t sh t t p : / / w w w . d a t a m a t r i x l i s t s . c o mG E N D E RM A L E 0 %F E M A L E 1 0 0 %

A V E R A G E IN C O M EV A L U E 5 2 , 0 0 0M IN I M U M O R D E RM IN I M U M Q U A N T I T Y 3 , 0 0 0M IN I M U M P R IC E $ 2 5 0C O M M IS S I O N SB R O K E R 3 0 %A G E N C Y 1 5 %N E T N A M E A R R A N G E M E N T SN E T N A M E I S A L L O W E DF L O O R 8 5M IN I M U M Q U A N T I T Y 2 5 , 0 0 0R U N C H A R G E S $ 1 0 / ME X C H A N G E SE X C H A N G E I S N O T A L L O W E DR E U S ER E U S E I S A L L O W E DM IN I M U M Q U A N T I T Y 0R U N C H A R G E $ 0 / MC A N C E L L A T I O NC H A R G E S $ 0 / MK E Y C O D IN GK E Y C O D I N G I S A V A I L A B L EC H A R G E S $ 3 / M



D a t a m a t r i x L i s t s D a t a c a r d s | 0 9 / 2 2 / 2 0 1 4 | P a g e 1 8 5

D a t a m a t r i x L i s t s D a t a c a r d s J o e B o r e l l iA D D R E S S I N GE M A I L $ 5 0 / FF T P $ 7 5 / FS P E C I A L IN S T R U C T I O N SC O N T A C T SC O N T A C T R O L E E M A I L P H O N E F A XJ o e B o r e l l i *D a t a m a t r i x L i s t s D i r o f L i s tM g m t s a l e s @ d a t a m a t r i x l i s t s . c o m ( 7 3 2 ) 9 4 0 ä 1 5 0 0* = P R IM A R Y C O N T A C T


