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

Open Week: Offerti Li Ma
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Karozzi Renault U Dacia,
Kif Ukoll Diversi Mudelli
Ta' Muturi!

SPETTAKLU
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Tmiem - Dramm Ta'
Breach Tradott Ghall-
Malti Li Wiehed
M'Ghandux Jitlef!

Content House
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GWIDA.mt is by far —
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Malta's leading lifestyle 8 Jovisalel Galhae 2e
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& entertainment portal.

Jigleor €2,000 Ghal Puttinu
Cares Flak Rigall F'CRalug 11-51
Senal

Strengthened by its

unique brand heritage
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INn following & popularity
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IS5A SPETTAMLL cossip LIFE!

LIFESTYLE

Maltija

LIFESTYLE

Ta' Wliedna" - Steph
Rodgers

"Ildealment 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 Nghaqdu 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
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news audience is 3
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player in the market
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| GWIDA.mt has firmly established
itself as the leader in the lifestyle and
entertainment sector, boasting a
market share that far exceeds other
local portals. Its engaging content
and strong audience connection
make it the preferred platform for

AE both users and advertisers.
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Matthew ‘Muxu’

GWIDA.mt's social media @ o ey

< gwida.mt

d]":\

presence is unparalleled,

with exceptional o et SeoBwias
performance on

..........

Facebook, outshining

competitors. Our rapidly
growing audiences on
Instagram and TikTok

ensure we remain at the

e Y e B0

forefront.
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According to a
scientific national
survey undertaken by
Esprimi, 81% regularly
encounter GWIDA.mt
content, stories and
posts on social media

81%

14%

5%

Come across
content regularly

Do not come
across content

Do not use

social media




GWIDA. Mt

With over 140,000 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.mMt

L

"'L Ghada Ta' Jum Is-Sahha
Mentali Ssib Min Jipprova
Jirredikola Lil Nicola Ghax
Ghamlet Suécess" — 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: — =

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

CASE STUDY 1
Online Banner Campaign

INDUSTRY:
MOTOR OCCUPANCY

DURATION:

8 MONTHS VIEWS 1 ’50] ’482
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CASE STUDY 2
Online Banner Campaign

INDUSTRY:
RETAIL

DURATION:

11 MONTHS 1 U%
1,9435,343

1935
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CASE STUDY 3
Online Banner Campaign

INDUSTRY:
BANKING

DURATION:

10 MONTHS 20%
3,353,536

3024
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CASE STUDY 4
Sponsored Content

INDUSTRY: GA4 - VIEWS
EVENTS

FACEBOOK VIEWS

FACEBOOK REACH

FACEBOOK POST ENGAGEMENTS
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CASE STUDY 5
Sponsored Content

INDUSTRY: GA4 - VIEWS
BEAUTY

FACEBOOK VIEWS

FACEBOOK REACH

FACEBOOK POST ENGAGEMENTS
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CASE STUDY 6
Sponsored Content

INDUSTRY: GAZ4 - VIEWS
BANKING & INSURANCE

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

55, SPETTAKLU COSsIP LIF| =

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

“llum Il-Genituri Tieghi Regghu “Tagbel Li L-Homework Jibda “-Ha ]j Saret Wisq Mghaggla...
Nghagdu Flimkien Wara J ir L-Iskola Minflok Id-Dar Biex jj Hippr cwaw Mikkalmaw Ftit
Gimghat Rikoverati F'Sptarijiet t-Tfal | k Ih om lktar Min g'hrf Prijoritaji et

Differenti” - Frank Zammit Liberu?” — Ricky Debates 'lagh anluca Bezzi
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We offer a

Irbath Machook Alr Gdld

Bil-Kompetizzjoni *Back- 3 .: B it o
To-School” Ta' MEM's! i : Com prehenSIVe ra nge

of sponsored content

GWIDA.mt

s A e — services—from expert
content writing in

Skopri Min Kienu R
Rebbicha Fil-Lejla Ta'
Premjazzjond Ta' Tokis!

Maltese to targeted

GWIDA.mMt

i — — social media boosting,

==

Tl AR along with strategic

Se Jzahhar Lill-Pubbdiku
F'Malta Wara S-Sudiess
Li Kizeh Fil-Ciira Ta'

e Y W bl : posting and sharing
across various platforms

to maximise reach and
engagement.
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Kellymni -
lI-Podcast ta’' Gwida

Reaching over 200,000
viewers per podcast!

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
social media engagement
locally. Each podcast is heavily
promoted through social
media marketing, ad banner
campaigns, and curtain raiser
stories on GWIDA.mMt and its
social platforms

GWIDA.mMt
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Kellymni: Episodju 56 - Ingrid
Sammut
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e e Gl
5 Each edition of Kellymni is
r e N attracting over 200,000
Rz N views on GWIDA.mt,

g 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
L ot it 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
Mmainstream market, no one does it
like GWIDA.mt

13:07
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"Mumenti Sbieh Mill-Kuncert Tal-
Milied Gewwa Hal Tarxien
Flimkien Ma' Amber U L-Band
Taghna" - Glen Vella

komplu jaghtu spettaklu mill-isbafh flimkien!




