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“Sitt Snin llu, Ghedna L-
Kelma lva Lil Xulxin" - Ira
Losco U Sean Gravina
Jiccelebraw L-
Anniversarju Taghhom

Pitch, Audience
& Reach » -

Open Week: Offerti Li Ma
Tistax Titlef Fuq IlI-

Karozzi Renault U Dacia,
Kif Ukoll Diversi Mudelli
Ta' Muturi!

SPETTAKLU

A MEDIA BRAND BY
MAHLIFLEK Isammar L-
Udjenza Mill-Bidu Sat-
Tmiem - Dramm Ta'
Breach Tradott Ghall-
Malti Li Wiehed
M'Ghandux Jitlef!

Content House
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1558 SPETTAKLLY COsSIP LIFESTYLE ™ EELLYRMI

KOMPL AGRA

GWIDA.mt is by far —

, . . II=Mus_icaIAnnleigurLi
Malta's leading lifestyle Shae o oo
Ui Tara Dan Il Woekend!

& entertainment portal.

Jigbar €2,000 Ghal Puttinu
Cares Flak Rigall F'Chalug 11-51
Senal

Strengthened by its
unique brand heritage

° WA NiMerah, ahna ca' Gwidamt kelbna ¢-Cans naraw l-abhar prova ta” Arenke, l=musical cant mahbub i
S p a n n I n g Ove r 6 O ye a rS PRk illejle gewea Dar il-Mediterran ghall-Konferenei fil8eit Valletta. Ma nistghux nahbu i konna
’ ecitanl bieo naraw dan Bmusical dassiiod B, oul g-gnin, kiosh post spsd |l fil-galh ta hadna, kemm kb
m o wkall kghar!

Aranis e wishad minn dawk Hspemakli || prerrdu t-ciema u -ferk, U ma jistas ma jhalliice bi thissima

the portal has exploded gk bk K 1 1. w58, s G 1 Ko
idizappuniat

It-thal B Sewgu |-palk eru mimbjin talent, enerdila u passion, uwnew dan bl prestaznoni millagwa
I-kant taghhom, flimkien mad-dialogi w &-Hin. Bolqu atmeslera vivisdi u podittiva B madet fug -

INn following & popularity

Klkkawia L-Gtugh Tas-Servizz
Ta' Diversl Websajts U Apps II-
Bierah?
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IS5A SPETTAMLL cossip LIFE!

LIFESTYLE

LIFESTYLE

Maltija

LIFESTYLE

Ta' Wliedna" - Steph
Rodgers

L-ghazla nat tieghek!

"Idealment ARna N-Nisa Ma
Mahdmux Matul It-Trobbija

Aghzel Lokali Dan II-Milied:
Irrigalaw Prodotti Maghmula
Bl-Idejn Li Jgorru L-Qalb

LIFESTYLE

“lllum I1-Genituri Tieghi
Regghu Nghagdu Flimkien
Wara Gimghat Rikoverati
F'Sptarijiet Differenti" -
Frank Zammit

LIFESTYLE

"Tagbel Li L-Homework
Jibda Jsir L-Iskola Minflok Id-
Dar Biex It-Tfal Ikollhom
Iktar Hin Liberu?" - Ricky
Debates

Backed by a large

team of online writers
and digital marketing
strategists, GWIDA.mt

has ventured into a new
genre of content, focusing
exclusively on community
news, entertainment,

lifestyle, and personalities



GWIDA. Mt

GWIDA. Mt f@ d o ft-Theta, 2 Didembru 3025 -0 30°C
W h i | e th e m a i nSt rea m IS5A  SPETTAKLY  GOSSIP  LIFESTYLE TV KELLYMNI

KOMPL AQRA,

news audience is 3
Villa Overhills Tiftah Il-

fragmented across 10 to et o bl

F'ldejhom It-Tmun Ta'
Din ll-Villa Lussuza!

12 portals, the audience

for lifestyle, community " ~— AP

Casa Calostina LI Sor tun
- Interpretat Mill-Atrid Alison
a Emid Calleja Bayliss Abela

d entertainment
4 ° woeja Ela Caterers gieghds Girnilama Denbujaimu |-Aulh L Vila Overhills, post maestud bkarsiienstich
g e n reS I S CO n SO I | d a te d ﬂ Malein klagsiéi H ghadia kil gise rem 24 b'renna kbira Ble degRaca Hglara B kel
1 W " Uiy desersi Bipl W Celebrazyonipet fha, inkluli seeenimentl korpoeraiihg, Testin
E ea-famidja, u anke festini biex jiEcelebraw ghelug sninkom B kbie felebrazziondiet spedjali. gender
L] L]
with GWIDA.mt standing

out as the dominant

player in the market

1t=Thm Nazzjonall Malti Tan-Nisa
B'Rebha Kontra L-Kroazja
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GWIDA.mMt has firmly established
itself as the leader in the lifestyle and
entertainment sector, boasting a
gL LI u__' 1 .____ market share that far exceeds other
TR local portals. Its engaging content
= and strong audience connection

e
MP&M SE JIFTAH both users and advertisers.

-EWWEL HANUT TIEGHU
F’'MALTA S-SENA DIEHLA!

GWIDA

make it the preferred platform for
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KELLYMN!

- Matthew ‘Muxu’ ¥

GWIDA.mt's social media o = .. Derciecs,

presence is unparalleled, o vidamt e

¥

< gwida.mt

with exceptional T o -
performance on ) .. - T, 7
Facebook, outshining ““ oy ‘ e
competitors. Our rapidly
growing audiences on
Instagram and TikTok

ensure we remain at the

e T R

forefront.

oMM [
WisQ, TRODDI=SALIS
WAQT LI TISMA KOLLOX

e sdags  OWIDA
rrif =
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According to a
scientific national
survey undertaken by
Esprimi, 81% regularly
encounter GWIDA.mt
content, stories and
posts on soclal media

81%

14%

5%

Come across
content regularly

Do not come
across content

Do not use

social media
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With over 120,000 social
media followers, GWIDA.mt
averages 29.3 million
monthly views on the portal
and its socials — that's over
351 million views annually.

15:02

GWIDA.mt

R S

"'L Ghada Ta' Jum Is-Sahha
Mentali Ssib Min Jipprova
Jirredikola Lil Nicola Ghax
Ghamlet Suécéess" — Adam
Sullivan
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Insight into our audience. Our demographics show that
two-thirds of our followers are female, with the percentage
of males following the site rapidly increasing

@ B 70.10%
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While the Gwida magazine enjoyed popularity among older
age groups, GWIDA.mt is stronger within the 25-54 age group.
Considering the content and pitch, this shift makes perfect sense:

18-24
7.78%
45-54 55-64 65+

21.02* 14.78% 12.97*
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While some news portals in English draw up to one-third of
their following from abroad, which dilutes their local market
share, GWIDA.mt's audience is predominantly based in Malta,
contributing to a stronger local market share

Malta: United States: United Kingdom:

89.77* 2.80” 2.05%

Australia: Other;

1.89* 3.49%
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INn line with Its
strong younger

following,

the audience Mobile: Y

predominantly 92.25% Desktop:

uses smart phones l7 75%
o

to follow GWIDA. Mt
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Having the right audience, the exponential growth in following
and popularity has attracted a large number of (happy) clients

- g |
GO Dizza  KiNG @ 8 ac%& [@ @, pepsi

| [ — | 7
APEROL  cAMPARI [ — <()>nmm QS «  BOV
1919 =EaT Mercedes-Benz FIMBANK P
E&ﬂ g 2 -
o S Mgz DANONE  Big M ‘“' DINO|  SATARIANO &  coriNTHIA
U . W GROUP

Radissen  MFSA

Orjuice  Lottoland



GWIDA. Mt

And clients (and their marketers) are delighted with
the stats that they are getting

CASE STUDY 1
Online Banner Campaign

INDUSTRY:

MOTOR OCCUPANCY
START DATE:
MARCH 2025 VIEWS 1 501 482
y y
END DATE:

NOVEMBER 2025
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CASE STUDY 2
Online Banner Campaign

INDUSTRY:
RETAIL
START DATE: 1 U%
JANUARY 2025

END DATE:

NOVEMBER 2025 1 ’9435’343

1935
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CASE STUDY 3
Online Banner Campaign

INDUSTRY:
BANKING
START DATE: 20%
JANUARY 2025

END DATE:

OCTOBER 2025 3,353,536

3024
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CASE STUDY 4
Sponsored Content

INDUSTRYV: GA% - VIEWS
EVENTS

PUBLISHED:

OCTOBER 2025 FACEBOOK VIEWS

FACEBOOK REACH

FACEBOOK POST ENGAGEMENTS
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CASE STUDY 5
Sponsored Content

INDUSTRY: GA4 - VIEWS
BEAUTY

PUBLISHED:

JUNE 2025 FACEBOOK VIEWS

FACEBOOK REACH

FACEBOOK POST ENGAGEMENTS
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CASE STUDY 6
Sponsored Content

INDUSTRY: GCA4%4 - VIEWS
BANKING & INSURANCE

PUBLISHED:

OCTOBER 2025 FACEBOOK REACH

FACEBOOK INTERACTIONS

FACEBOOK LINK CLICKS
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Your campaign can be
as versatile as you wish
for GWIDA.mt can take
video streaming, online
half-page banners,
online billboard banners
and rectangular
banners for the mobile
version of the portal

GWIDA.mt B In-Thigts, 2 Ditembru 2025

L= SPETTAKLLU COSSIP LIF|

Your, Business N

GO Business Plus ﬁ ‘ Your Pack. 3 § 4 ‘

"Idealment Ahna N-Nisa Ma
Nahdmux Matul It-Trobbija
Ta' Wliedna" - Steph Rodgers

LIFESTYLE

“lum II-Gen ieghi Regghu qhel Homework Ji bcl “I-Ha ]j Saret Wisg Mgha |gl
Ngha qd Ilml( ien W ara I5ho I M nflok |d-Dar Bie jj Hippr cwaw Mikkalmaw Ftit
Gimghat Rikoverati F'Sptarijiet T“l‘al k Ilh om lktar Hin g'hrf Prijoritajiet
Differenti® - Frank Zammit b eru?" — Ricky Debates Tagh Glanl ca Bezzi

0 20C
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We offer a

comprehensive range

miesarcas SVIN B
To-5chool™ Ta' MEM's! e

of sponsored content
GWIDA.mt Y . - _— .

s o o e services—from expert
content writing in

Maltese to targeted

GWIDA.Mt

e N social media boosting,

= g . .
R Lol S e a | on g WIT h strate g IC

Se Jzahhar Lill-Pubbliku

F'Malta Wara S-Sudtess
Li Kiseh Fil-Giira Ta'

Yy, % T R Y 3 posting and sharing
across various platforms

to maximise reach and
engagement.
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I I - Pod ca st ta , GWI d a 1554  SPETTAKLY  GOSSIP  LIFESTYLE TV  KELLYMHNI i
Reaching over 200,000 e

V| ewers pe r pod Ca Stl Kellymni: Episodju 56 - Ingrid

Sammut

“Qatt ma raw... allura kull haga § pprovaw tkun gisek il-guinea

Kellymni's popularity and reach
ride on the excellent social media
presence of GWIDA.mt, Malta's
most popular portal on socials,

and the portal with the highest @) mmm e oy, s o). cu
social media engagement i ] . e

locally. Each podcast is heavily
promoted through social
media marketing, ad banner
campaigns, and curtain raiser
stories on GWIDA.mt and its (GO Business Plus [
social platforms @
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re\ KELLYMMI B

¥ KELLYMNI

=HATIELLS
BARTOLD FIZIUTO '| 10

Kellymni: Episodju
Borg !:nn:nzl
-

),

4
e KELLYMNI
f . A

F% KELLYMNI

i(ﬁim g T3

Kelbymini: Episodju 41 = Fr
H:lrl Micallef
-

s Kellymini: Episodju 38 -

Lorinda Mamo
-

P2 ) T

n i

Kellymni -
lI-Podcast ta’' Gwida

Each edition of Kellymni is
attracting over 200,000
views on GWIDA.mt,
Facebook, Instagram, Tik Tok,
You Tube and Spotify. Besides
the full podcast, snippets

of each podcast are heavily
promoted on all social media,
attracting a further 50,000
views per week
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On a personal level, it might
resonate with you—or it might not.

But it's bold, immensely popular,
and consistently delivers
exceptional results.

When it comes to reaching Malta’s
Mainstream market, no one does it
like GWIDA.mt

13:07

GWIDA.mt

"Mumenti Sbieh Mill-Kuncert Tal-
Milied Gewwa Hal Tarxien
Flimkien Ma' Amber U L-Band
Taghna" - Glen Vella

komplu jaghtu spettaklu mill-isbah flimkien!




