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Source: b4p 2024 111, per month (Base: total population, German-speaking residential population aged 14 and older (70.48 million)
WELT: Digital + Print + TV WeLT | media impact
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WELT PIONEERS NEW STANDARDS IN
REPORTING ON
Ulnlls ISCOINOMYy FUNANCIE ARND [POLITTCS

JAN PHILIPP BURGARD ULF POSCHARDT STEFFEN SCHWARZKOPF ROBIN ALEXANDER
Editor-in-Chief WELT Publisher WELT, POLITICO  Chief reporter & winner of Deputy Editor-in-Chief
Group & bestselling & Business Insider the German Television & bestselling author

Ul Award 2024
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https://www.welt.de/verantwortung/

WELT IS UNIQUE

3 &
A- WELT i
ASSISTANT ECONOMY SUMMIT J

\/\/ELTEGO/
WELT IS
UNIQUE

(2)(2)
! A
STATE OF THE
L ARTIST EDITION ART TV STUDIO J
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WELT AUDIENCE PERSONAS

THE TYPICAL WELT USER

Source: b4p 2023 |11, LAE 2023, AWA 2023
The defined WELT personas are based on data and research that reflect the actual behavior and preferences of our target audiences.

THE DYNAMIC
FEMALE LEADER

Age: 44 years

Place of residence: Frankfurt
Profession: Finance manager
HHNI: € 5,000 per month

+ Married, 2 children (4 and 2 years)

Target group share: 27%

THE VISIONARY

Age: 59 years

Place of residence: Munich
Professional status: self-employed,
consultant

HHNI: € 8,000 per month

+ Married, 1 child (21 years)

Target group share: 35%

THE YOUNG
PERFORMER

Age: 36 years

Place of residence: Berlin
Professional status: Founder
HHNI: € 3,000 - 3,500 per month

Target group share: 20%

STYLE

Age: 61 years

Place of residence: Hamburg
Occupation: Designer/Photo artist
[Relglile

Target group share: 18%

WELT | medicimpact_ 7



WELT EVENTS

WELT 2025 EVENTS CALENDAR

01 02

JAN 27-28
WELT-
ECONOMY SUMMIT

MAY 1-30
30 YEARS OF
WELT DIGITAL
MAR 17
WELT X BUSINESS INSIDER JUN 13
FUTURE OF GERMANY WELT ARTIST EDITION

03 04 OS5

APR 22-29
BETTER FUTURE WEEK +
CONFERENCE

06 07

JUNS
PREMIUM-GROUP
LAUNCH EVENT

SEPT 24-25
WELT Al SUMMIT
DURING WELT Al MONTH

08

OCT 9

PREMIUM GROUP
FUTURE PIONEERS
SUMMIT

OCT 8

GERMAN Al

AWARD
WELT OF
THE YEAR

NOV 10-11
WELT
SECURITY SUMMIT

DEC13-14
WELT AM
SIOIINIVNE

OF THE YEAR
GUEST EDITION

WEeLT | mediacimpact
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WELT CROSS-MEDIA | REACH

HIGHEST CROSS-MEDIA NET REACH

(M)

Frankfurter Allgemeine Zeitung Die Zeit Suddeutsche Zeitung Handelsblatt

b4p 2024 11l; Base: German-speaking population aged 14+ (70.48 million), readers per issue, users per month (online, mobile usage via smartphone/ MEW, for WELT also
the app; WELT = DIE WELT + WELT AM SONNTAG + WELT AM SONNTAG Kompakt + WELT Online + DIE WELT Edition; cross-media = Print, Digital = Homepage + App (if .
available), excluding TV weLT | media impact 10



WELT CROSS-MEDIA | AUDIENCE

WELT’S CROSS-MEDIA AUDIENCE

/We rank #1 versus g% | 47 -I

competitors for

management-level users in Average reader age

the company*

07 WA
\ / KWe rank #1 for readers holding a high-
7 ~ school diploma or university degree

Most readers with

> € 3,000 HHNI per month k75@© M

| 9.88 M )

b4p 2024 11l; Base: German-speaking population aged 14+ (70.48 million), brand per month (Print, Digital, excluding TV) .
*At least sub-department management,; competitors included in this ranking include SUddeutsche Zeitung, Die Zeit, Frankfurter Allgemeine, Handelsblatt weLT | media |mpact —



WELT CROSS-MEDIA | AUDIENCE

DECISION MAKERS CHOOSE WELT

- ”WED'%%@'@@@DME@UA“ _________

\_DECISION MAKERS' /)

REACH DECISION MAKERS, WHICHEVER PLATFORM THEY ARE
CONSUMING WELT ON.

Whether with WELT Digital, WELT AM SONNTAG, DIE WELT or o
live event — WELT has the right medium for every message.

[

2 b
3)  LAE 2025 reader perissue , WELT Print Total WELT | medicimpact
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Source: AGF X-Reach July 2025, users per month (base: total population, German-speaking residential population aged 14 and over).

Due to differing methodologies and data collection periods, comparisons of digital reach are not permitted - including .
comparisons with previous b4p waves. WeLT | media impact 14



WELT DIGITAL | AUDIENCE
[‘- KEY FIGURES

THE WELT DIGITAL AUDIENCE

7 I (" mg T ]
; 96 identify as men? ]
> 2.6 WeLTr . Badyes, identify as women?
RANKS #1 VERSUS |
COMPETITORS reaches . 3
FOR I | | S - 49% have a high school i
MANAGEMENT- ﬂ@ 2@ ] i | diploma minimum? i
LEVEL USERS IN L M T
THE COMPANY* b |
USERS -+ BT % are 20-19 years old?

40% of users have Most users with a HHNI of

> € 4K HHNI per month? > € 3K per month =>10.6M?

AGF X-Reach July 2025; 2°4p 2024 11I, users per month
* at least sub-department management level WEeLT | mediaimpact 15


https://www.mediaimpact.de/en/portfolio/welt-digital/
https://www.mediaimpact.de/en/portfolio/welt-digital/
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WELT PRINT | TITLE OVERVIEW

[‘- Key figures

DEEP JOURNALISTIC EXPERTISE

clie wollen

WELT AM SONNTAG is the most important — DIE/2WeLT
weekend read for discerning readers. In addition to

strong investigative stories on business and o Bemhen et

politics, the paper regularly focuses on topics such

as Al, new mobility and SMEs as well as finance, -
culture, style and travel. , peuseandy

Intellektu

DIE WELT concisely summarises the news and
debates of the day from Monday to Friday,
providing unapologetic critigue and in-depth
analysis.

DIE WELT is published daily WELT AM SONNTAG is
from Monday to Friday. published with one issue on
Saturday and one on Sunday.

WELT | medicimpact— v


https://www.mediaimpact.de/en/portfolio/welt-print/
https://www.mediaimpact.de/en/portfolio/welt-print/

WELT PRINT | WELT AM SONNTAG

THE WELT AM SONNTAG AUDIENCE

l 72 identify as men?
----------------------- WELT AM SONNTAG B

-------------------------------------------

reaches
CLEAR REACH T2 with high-school

{ i

ADVANTAGE | (/.07 [ ey ; §

OVER FRANKFURTER &bﬂ L i _dploma® ;
ALLGEMEINE |

-------------------------------------------

SONNTAGSZEITUNG Il ‘:
(513k readers) USERS | .. R 52% are 30-59 years ;
\. y ol ] s

75% of readers have 73% of readers are

> € 3K HHNI per month? LUXURY ORIENTED?

WELT AM SONNTAG = WELT AM SONNTAG on Saturday + WELT AM SONNTAG on Sunday incl. WELT AM SONNTAG Kompakt
ma Presse 2025; 2 4p 2024 |1l readers per issue / * Luxury makes life more beautiful (completely agree / somewhat agree) WEeLT | mediaimpact 18



WELT PRINT | DIE WELT

THE READERS OF DIE WELT

---------------------------------------------

i 68-. identify as men?
e DIE  WeLT - |
; : 32% identify as women? !
5 reaches E (T T :
N e L I 62 .ith high-school i
We rank #2 in @@@Kﬂ , dplome? :
reach versus 5 (7T s }
e USERS *' 54% are 30-59 years old?
\ J S i

70% of readers have 66% of readers are

> € 3K HHNI per month? LUXURY ORIENTED?

DIE WELT = DIE WELT, Mon—Fri
ma Presse 2025; 2 bap 2024 |1l readers per issue / * Luxury makes life more beautiful (completely agree / somewhat agree) WEeLT | mediaimpact 19



YOU CAN FIND YOUR SALES
CONTACT HERE

WE LOOK FORWARD TO TALKING TO YOU

@ Media Impact GmbH & Co. KG | ZimmerstraBe 50 | 10888 Berlin

meC“O impac't @ www.mediaimpact.de
WELT | medicimpact


https://www.mediaimpact.de/deine-ansprechpartnerinnen/
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