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WELT offers news, analysis and commentary on politics, business, finance, culture, sport and lifestyle -

and stands for quality journalism, diversity of opinion, debate and independence.
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WE ARE UNIQUE | WELT

Al-ASSISTANT
WELT GO!

360 DEGREE

© \
L

LWE]‘.T-

ECONOMIC SUMMIT

ARTIST'S EDITION ]

STATE-OF-THE-ART TV
STUDIO
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SETTING ITSELF APART FROM THE COMPETITION.
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<" Quelle: eye square 2022, annalect 2023 weLT | media il'ﬂtht— 4



TOP DECISION MAKERS | WELT

TOP DECISION-MAKERS ESPECIALLY AT WELT

WELT with the highest shares:
SOLE DECISION MAKER, IN THE AREA OF..2

MANAGEMENT (Index 131)

TOP DECISION-MAKERS WHOQO..
FINANCES (Index 138)
PLANNING INVESTMENTS IN KI/MACHINE LEARNING (Index 115)
RESEARCH AND DEVELOPMENT (Index 133)

PLAN INVESTMENTS COLLABORATION TOOLS (Index 118)
ARE WELL NETWORKED IN POLITICS (Index 117)

AS WELL AS WITH..5

INNOVATORS (Index 189)
HIGH-TECH-AFFINITATEN (Index 141)
SUSTAINABILITIES (Index 129)

ILAE 2023, *WELT Marke (ggU. allen albbgefragten Medien)

2 AE 2023, **WELT Print ggU. FAZ, SZ (Print) .
3p4p2023 Il Marke pro Woche - Index im Vergleich zur Bevolkerung WELT | media impact _ 5



TOTAL RANGE | WELT GROUP

TOTAL RANGE WELT GROUP

Gross total

72 Mio.

ONEEICTS

tlws. technical reach /// based on available overlap information n-tv / ntv. de b4p 2022 |; Basis: Population 14+ years, NoM; SpT (monthly occupancy)
Sources: 1 AGF Videoforschung;Beta test X-Reach; Base period: March / 2024 | 2 Meta Business Suite, March 2024 | 3 YouTube Studio, March 24 /
Unique Visitors | 4 Meta Business Suite, March 2024 / Accounts | 5 b4p 2023 IlI; Basis: Population 14+ years; LpA (monthly occupancy)l 6 ma Podcast

March 2024; total of reported "valid downloads" - own calculation /// Basis for all except podcast / social media / print: 3 years and older ///
excluding DOOH

WEeLT | medioimpact_



NEW FACTS | WELT
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2.600 OWN

Articles prt month

> (/80 heurs
Kvideos per month on welt.de._

1450 heurs

Podcasts since 2017

&

WELT internal evaluation WeLT | media impact 7



NEW FACTS | WELT

NEW FACTS

/ Withkth'elmesit mommbotﬁ@ @{?\

N @ l@m@ﬂ@@{a@ @s Twitter
Qj T 5.000 tons [css ©02 "@Eﬁl < ﬁ@ﬁﬂ@W@%
We have almost 5’.000 }“ons .I ess CO2 than WELT journa//sts in the /ead by some
forecast for our print titles in 2023 . distance
o
~ ~ Robm Alexander with 312 & UIf
5586 OV ERNIMENTERERRES ENIEAINIES Poschardt with 260 (2022) /

At the WELT Economic Summit
Since 2010: 36 representatives from Germany &

‘ MESINEREQUENTIBEINVIMEPDRYARKES HOWICGUESISZ

19 international representatives p
In 2023: Among the journalists, Robin Alexander took first place (and second
place after Kevin Kihnert among all talk guests) and Dagmar Rosenfeld 10th

N
/
LI
place )

WELT internal evaluations; 1source kress pro, 2022; 2source MEEDIA 2023 WELT | media impact 8




TARGET GROUP | WELT CROSSMEDIAL

TARGET GROUP WELT CROSSMEDIAL

i 30 to 59 years | | 54%
i \,  RANGE IN THE Decision maker target group
Males | | 57% 5 ELT
i Females | 43%  CROBEMEDIA
: i -
A-levels/studies | | 50% i 1,167 Mlo.
HHNE over € 3,000 | | 56%
HHNE over 4.000 € | | 40% i

.. HHNE over 5.000 € | | 20% i

b4p 2023 11l; Basis: German-speaking population 14+ (70.08 million), brand per month (print, digital = homepage + app, without TV)LAE 2023; cross-media (print + digital + .
app) reach per month - combination of print readers per issue & digital users per month) WELT | media |mpact_ 9



CROSS-MEDIA NET REACH | WELT

CROSS-MEDIA NET REACH

8,02
Mio.
1,39
Mio.

b4p 2023 11I; Basis: German-speaking population 14+ (70.08 million), readers per issue, users per month (online, mobile use via smartphone / MEW, for
WELT also the WELT app = DIE WELT + WELT AM SONNTAG + WELT AM SONNTAG Kompakt + WELT Online + DIE WELT Edition Crossmedial = print, digital
= homepage + app (if available), without TV

HIGHEST CROSS-MEDIA
NET REACH

WEeLT | medioimpact_
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TARGET GROUP | WELT PRINT + DIGITAL

TARGET GROUP WELT PRINT + DIGITAL

WELT BRAND IN A COMPETITIVE
ENVIRONMENT :

B/ MO,

Users with a management
function in the company

- and thus clearly in
1st place

Most readers with a HHNE
of » €3,000

| 12538 M-

~

42,8 years

(10,88 Mie.

-

Leading the competition among
readers with a high school
diploma or university degree

%

b4p 2023 11l; Basis: German-speaking population 14+ (70.08 million), brand per month (print, digital = website + app, without TV)

WEeLT | medioimpact_
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TARGET GROUP | WELT DIGITAL

TARGET GROUP WELT DIGITAL

30 to 59 years | | 56%

RANGE IN THE DECISION MAKER TARGET GROUP

Males | | 56%

WELT DIGITAL

Females | | 414% 8"6 ooo
A-levels/studies | | 49% @E@@

HHNE over € 3,000 | | 549%

HHNE over 4.000 € | | 39%

.. HHNE over 5000 € | | 21%

_________________________________________________________________________

b4p 2023 11l; Basis: German-speaking population 14+ (70.08 million) WELT (DGA)LAE 2023; users per month WELT | media impact_ 12



TARGET GROUP | WELT DIGITAL

TARGET GROUP WELT DIGITAL

WELT DIGITAL IN A COMPETITIVE
ENVIRONMENT:

(53,09 Mio,

Users with a management
function in the company

4 Most users with a HHNE h
- and thus clearly In of > €3,000

\ISt gl - / \T_I@D@W Mﬁ@u

v

b4p 2023 11l; Basis: German-speaking population 14+ (70.08 million), (DGA) WELT | media impact_



TARGET GROUP | WELT AM SONNTAG

TARGET GROUP WELT AM SONNTAG

30 To 59 years
Males

Females
A-levels/studies
HHNE over € 3,000
HHNE over 4.000 €

"\ HHNE over 5.000 €

___________________________________________________________________________

N 57 %

e /2%

[ 28%

s /0%

e YRR

N 567

[ 35%

b4p 2023 11l; Basis: German-speaking population 14+ (70.08 million), LOALAE 2023; readers per issue

WELT AM SONNTAG

207999,

WELT | medioimpact_

\\\ RANGE IN THE DECISION MAKER TARGET GROUP

14



TARGET GROUP | WELT AM SONNTAG

TARGET GROUP WELT AM SONNTAG

CONSIDERABLY MORE REACH THAN THE WELT AM SONNTAG IN A COMPETITIVE
ENVIRONMENT:

FRANKFURTER ALLGEMEINE SONNTAGSZEITUNG

923 Tsd.
379 Tec, Yo

Readers
7 N\ 7 . N\
75% of readers have a 57% of readers are
HHNE > €3,000 between 30-59 years old
- FAZ 73% and ZEIT 72% 2 Zeit 46% between 30-59
years
\ AL J

b4p 2023 11I; Basis: German-speaking population 14+ (70.08 million), LA WELT | media impact_ 15



TARGET GROUP | DIE WELT

TARGET GROUP DIE WELT

30 1o 59 years
Males

Females
A-levels/studies
HHNE over € 3,000
HHNE over 4.000 €

.. HHNE over 5000 €

| | 59%

| | 67%
| | 337

| | 65%

| | 68%
| | 49%

| | 26%

__________________________________________________________________________

b4p 2023 11l; Basis: German-speaking population 14+ (70.08 million), LLALAE 2023; readers per issue

RANGE IN THE DECISION MAKER TARGET GROUP

DIE WELT

200:999:.

WELT | medioimpact_
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TARGET GROUP | DIE WELT

TARGET GROUP DIE WELT

DIE WELT IN A COMPETITIVE ENVIRONMENT::

Second highest
range with

1,000

Readers 7

\.

1/3 of the readership is \
female

The most female readership
in the competition after the
Suddeutsche Zeitung (with

41%) J

b4p 2023 11l; Basis: German-speaking population 14+ (70.08 million), LpA

WEeLT | medioimpact_
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MORE INNOVATIVE SPIRIT | WELT

MORE INNOVATIVE SPIRIT
WeLrT

Qs

H

Innovators / early adopters in € million

4.3 3,0 2,5
WELT Frankfurter Allg. DIE ZEIT Siddeutsche Zeitung Handelsblatt
Zeitung

b4p 2023 11l, cross-media brand reach per monthLAE 2023, WELT brand (compared to all media surveyed)

WELT with high shares of:

« High-tech affinity of WELT
users (Index 141)

Top decision makers who plan
investments such as:

« Artificial intelligence /
machine learning (Index 115)

« Collabortation tools for new
forms of working (Index 118)

WELT | medicimpact— s



MORE AFFINITY FOR CONSUMPTION | WELT

MORE AFFINITY FOR CONSUMPTION

Interest in product information Brand recognition on purchase

118 128 126 140

Bevolkerung FAZ / Handelsblatt/SZ WELT Bevolkerung FAZ / Handelsblatt/SZ WELT

b4p 2023 11, basis: brand per day, index compared to the total population of the brand or combination compared to the total population of selected .
sectors for productinformation interest (fashion, fragrances, cars, construction, jewelry) and brand awareness (fashion, fragrances, cars, food, furniture) WQLT | media impact _ 19



MORE SUSTAINABILITY | WELT

MORE SUSTAINABILITY

/ ENVIRON T \ COMPARED TO THE POPULATION:
CONSCIOUS READERS . .
/| ADVERTISING REMINDER \ » Disgropertolists snae of
w sustainabilities (Index 129)
6% The advertising recall of the
respondents was : : :
of respondents * Very likely |ntentloq to
consider sustainability purchase an electric car
\to be a very important @/@ (Index 147)
issue
above the benchmark,  Planned purchase in upper
\thanks to relevant conteny and luxury class (Index 174)

ZMG M Rapid 2022, basis: WELT brand = mean value across users of WELT offerings (n= 200 per medium)b4p 2023 111, .
basis: brand per week WELT | media impact — 20
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