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First & Business Class

Bring your brand directly into contact with a target group with
purchasing power: our guests in First & Business Class have an
above-average income and great personal interests in the areas of
finance, luxury goods and mobility.
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The figures refer to passengers who have travelled with Lufthansa at least once in the past 12 months

and have flown at least 50% of the flights in Business or First Class.



Premium Economy &
Economy Class

A high-income target group with pronounced interests: compared to
the national average, Lufthansa passengers in the Premium Economy &
Economy Class are much more interested in products from the areas of
finance, consumer electronics and mobility.
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The figures refer to passengers who have flown at least once with Lufthansa in the past 12 months

and have flown less than 50% of the time in Business or First Class.



All passenger classes

Your advertising objectives are in good hands here: the personal
interests of high-income Lufthansa passengers are much more
pronounced than the German average in the areas of mobility,
consumer electronics and finance.
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The figures refer to passengers who have flown with Lufthansa
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