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474,000 c‘t readers are on average married and 49 years old.
145,000 are middle-aged couples without children.
283,000 live in a 2-person household.

Young and dynamic
389,000 c’   t readers are on average single and 31 years old.
196,000 live in a 3-person household
137,000 are 42 years old and live without a marriage certificate.

In the best age

They come from
this professional
Top 5  
industries

Well-off and
high-income

They are happy
to advise and
are multipliers

Age and life
model

The Profile

Source: AWA 2022

360,000 Computer / EDP, ICT
164,000 Business studies, commercial area
143,000 Engineering Sciences
106,000 Management methods, personnel management
   78,000 Construction, building industry

Every second c’t reader has a household net worth of 3,500 euros and more – 
49% have a freely available financial leeway of 500+ euros (Index 141)!

192.000 (20%) have the highest socio-economic status. They are far above average 
(Index 205) in this target group.

Every second person (52%) has fun to convince other people of his opinion.

Almost one in three exchanges information about products with others more 
frequently on the Internet / social networks. 

Three-quarters of readers (708,000) are information-focused and use the Internet 
for information about brands, products, features and prices.

The c‘t reader as a consumer is above all demanding, responsible, high-income and at 
home in all age groups.
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The leaders in shopping locations

Source: AWA 2022

c’t readers are versatile in their purchasing behavior.  
They shop consciously and thus help shape the retail  landscape. They demand. Take advantage of this attitude.  
Serve them your products and services on a silver platter.

Index

Discount supermarkets such as Aldi, Lidl, Netto ø 43.1 785,000 readers

Other supermarket chains like Edeka, Rewe, Spar ø 44.1 788,000 readers

Specialist shops ø 44.2 732,000 readers 

Large supermarket chains such as Real, Kaufland or Marktkauf ø 45.2 532,000 readers
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92% are active mail order customers (within the last 12 months) ø 43.3 874,000 readers

Order Food in online shops ø 44.6 120,000 readers

eCommerce is heavily used in parallel - by 95% of the readers ø 43.7 897,000 readers

Orders are often placed (once or several times a week) ø 43.3 90,000 readers

124Home delivery services (Bofrost, Eismann) ø 44.5 129,000 readers

Organic food stores, weekly markets, delicatessens, farm stores and even
the green box ø 44.1

654,000 readers 118

115

178

125

216

Purchase Criteria

High willingness to spend on good nutrition, good food ø 46.2 529,000 readers

Brands often say something about the quality of the products ø 42.4 447,000 readers

Sustainability aspects play a major role in consumption decisions ø 46.6 201,000 readers

„I like to buy products with a modern design“ ø 41.1 225,000 readers

The reader as consumer

DINKS with 16% ø 46.1 and  
Ultra Consumer with 23% ø 41.5 

159,000 readers 
218,000 readers

In first place with 55% are the TAPs ø 41.2 525,000 readers

In 2nd place are the quality-oriented consumers with 33% ø 47.8 313,000 readers

On place 3 the mobile cosmopolitans follow (with 24%) ø 44.4 225,000 readers
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210

Sporty, with a preference for coffee:
Nearly every second readers drinks coffee, and just under one in four is a passionate tea drinker.

Sports drinks/isotonic drinks (Isostar/Gatorade) ø 36.7 156,000 readers
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Organic is in demand 
Every third person looks out for organic products and the organic seal.

I pay attention to products from species-appropriate animal husbandry ø 45.8 409,000 readers

I pay attention to products from organic farming, to organic products ø 46.1 402,000 readers

Quality-conscious and healthy

Healthy food, healthy lifestyle: Interested in total ø 43.9 786,000 readers

OTC products - core target group ø 47.4 229,000 readers

„I make sure I eat healthy food“ ø 44.5 565,000 readers

„... but I often lack the time to nourish myself the way I would prefer to“ ø 40.6 222,000 readers

„Cooking myself“ ø 46.3 352,000 readers

„... and I like to buy products that help me save time when eating or 
cooking“ ø 41.0

228,000 readers
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Source: AWA 2022

As multi-layered, attentive and demanding as c‘t readers are, advertising in this product  
segment can also be multi-layered and colorful. Give it a try!

What is bought preferentially

Poultry, meat, fish from the deep freeze counter ø 44.1 246,000 readers

Ready meals from the deep-freeze counter ø 39.2 166,000 readers

Vegetables from the deep-freeze counter ø 45.8 233,000 readers

Organic fruit, vegetables or salad ø 45.1 353,000 readers

Muesli, other breakfast cereals ø 41.5 234,000 readers

Pasta ø 43.9 412,000 readers

Bakery products for baking up such as rolls, Croissant ø 44.5 236,000 readers 107
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Source: AWA 2022

Fairness bonus

I prefer to buy regional products from my country ø 46.8 585,000 readers

When I shop, I make sure that the products I buy come from fair trade ø 45.0 313,000 readers

When I buy products, I make sure that they come from socially and 
ecologically responsible companies ø 45.1

272,000 readers

Legend:Legend: 
33% of the c‘t readers or 313,000 prefer fair trade products. The Index 140 represents an 
 aboveaverage proportion of the target group compared to the total population (Index 100).  
It is a measure of how well a target group is reached without wastage.
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Buyer typology - Consumption style - Brand affinity

I am also willing to pay more for good quality ø 45.2 737,000 readers

When it comes to food, I mainly look at the quality and not so much at 
the price ø 47.3

454,000 readers

I like shopping on the Internet ø 42.5 543,000 readers

I always like to try something new ø 43.1 589,000 readers

When shopping, I pay attention to what is on special offer ø 43.4 488,000 readers

Index
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The Index:
The index shows how strongly a target group (index X) is represented compared to 
the population (Index 100).
The target group of readers who buy Fair Trade is 38% more strongly represented in
the c‘t readership than in the population. The index 138 indicates a 1.38-fachen fold 
share and thus shows a high degree of target group accuracy and a low level of wastage.

Preferences and buying behavior
As multi-layered, attentive and demanding as c‘t readers are, advertising in this product  
segment can also be multi-layered and colorful. Give it a try!

ø = Age on average
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