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HTSI

An iconic brand. In Italy since 2014 thanks to collaboration with the
international Financial Times Group which has been publishing the
English language version of the magazine for years.

The Italian world of How To Spend It,unique,where everything 1s an
immersive experience and talent fordoing,is the realand global
world, with an international vocation,always maintaining the focus
on Made in faly excellence.

Overthe years the editorialplan has been enriched with an
integrated cross-media system thatranges from the magazine
through to the digital version with originalexclusively web-based
content and new video and audio formats updated on a daily basis,
but also includes the organisation ofhigh-profile events and a large
catalogue ofbooks and podcasts.
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PLATFORM HIS]

HTSIis part of the Group’s wide range of multimedia products,a reference point for the luxury sectorthat offers a wide range of
communication opportunitics for the Il Sole 24 OREtarget (professionals and entrepreneurs,businesspeople from the worlds of
industry and finance).

BRAND INTEGRATION AND COMMUNICATION OPPO

PODCAST EVENTS E TAIK

MAGAZINE

SYIORE
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HTSItargets high-end busmesses and top spenders, it speaks to influential people mn a language consistent with their habits
and lifestyles.

Active,engaged and mformed,its readers are affluent and from a high socio-economic background,and are very sensitive to
suggestions and signals,including advertising. The average readerhas a very high levelofeducation.

An ElITEtarget,50%ofwhom female.
25%o0fHow To Spend It readers are aged between 25 and 44*

HTSIreaders have 2 ormore credit cards (347),spend a lot on clothes and accessories (235),and often wearvaluable watches
(248). Attentive to fashion,the women read fashion magazines and browse fashion websites (267). The men spend a lot on
toilletries and cosmetics (273) **

They love travelling and spend 2 ormore weekends a month away from home (366). They visit spas and wellness centres (282)
and culturalfestivals (329).
Theyspend a lot on home furnishings (279). **

24 ORE * Source GFK

SYSTEM ** Sinottica TSSP 2024 A;targetallmen 25-54, women 25-54
(concentration index)
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NUMBERS AND'H
DISTRIBUTION E

Circulation 104,000 copies paper + digital

'-I
Audience 405,000 readers perissue.

||—
Source:Publisherand advertising sales agency estimates (November "" : |T-; H
2024)

DISTRIBUTION IN ELITE CONTEXTS

o Top Fashion/Iuxury trade fairs

o Imauguralevenings ofthe most prestigious exhibitions organised by
24 Ore Cultura

o Specialdistribution in the suites and lounges ofthe most exclusive
hotels,spas,clubs

o Showrooms during Milan Furniture Fair and Milan fashion shows

* o I m——p—

SPECIALE MODA
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Sold only with 1 Sole24 OREon the day ofissue ata price of € 100 plus the price ofthe
newspaper. From the following day the price is € 2.00 plus the price ofthe newspaper.
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H1
BRINT
MAGAZINEI 9] ~ TOPICS/VERTICAL IS

An iconic brand in the 1
Sole240re luxury world. The
targetis both male and
female,in line with the
audience ofthe newspaper
and highly focused on and
interested in smart
nvestments in luxury and
wellbeing,personaland
socialimage:fashion and
cosmetics,art and design,
collecting and travel,
technology,cars,boats,fine
dining and wine.

SUPERIOR INTERIORS

HTSI SUPERIOR INTERIORS takes a
broad overview of interior design
with a strong focus on lifestyle.

FASHIOBLSTAINABILITY AND ART _,

Two 1ssues (March and October)
entirely dedicated to fashion
linked to the world of
sustamability and art.
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CALENDARIO 2025 PRINTATSI

HTSI/Speciali

Numero
uscita

Copertina

January
February
March
April

May

June
July/August
September
October
October
November

December

HTSI Focus man-wellbeing-motors

SPECIAL ISSUE HTSI — Luxury Award

Fashion and sustainability

Superior Interiors

Focus Beauty/Jewels — The beauty «economy»

HTSI Pitti Man fashion/Milan + Hi Tech and Engines foscus
HTSI Focus Outdoor - Focus Boats

HTSI Man/woman fashion

Fashion and art

Superior interiors

HTSI Beauty Special (+ perfumes and beauty treatments) + Focus
Jewels

Christmas Special (Food & Wine) + Focus watches man/women

Data uscita in edicola

Fri-17-Jan-25
Fri-21-Feb-25
Fri-21-Mar-25
Fri-11-Apr-25
Fri-23-May-25
Fri-20-Jun-25
ven-18-Jul-25
ven-19-Sep-25
ven-10-Oct-25
ven-31-Oct-25
ven-21-Nov-25

ven-12-Dec-25

Deadline consegna
materiali

Tuesday 17 December 2024
Tuesday 4 February 2025
Tuesday 4 March 2025
Tuesday 25 March 2025
Tuesday 6 May 2025
Tuesday 3 June 2025
Tuesday 1 July 2025
Tuesday 2 September 2025
Tuesday 23 September 2025
Tuesday 14 October 2025
Tuesday 4 November 2025

Tuesday 25 November 2025

Forspecialoperations,which require longer organisation/processing times (e.g.advertorials,internal or externalinserts,cover flaps or other) the materialsending dates willbe brought forward in

agreement with Marketing/Operation.




BIGITAL

THE HTSI SECTION ON IL SOLE 24 ORE.COM

Integrated imto the Il Sole 24 Ore website,the HISIdigital section brings together content from the various issues with in-depth
real-time features on the world ofbeauty,fashion and the latest trends,on design,also reserving space forart and collecting,

travel,technology,cars,boats,fine dining and much more.
https//www.lsole24ore.com/sez/how-to-spend-it

Instagram channelalso available at
24htsi howtospendit

Every issue of HISIis also available in the 11 Sole 24 OREbrowser:
https//www.quotidiano.lsole24orecom/?anno0=2022&day-from=01&day-to=31&mese=R&giorno=09
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U BIGITAL T

Buongiorno dalla redazione de 1l Sole 24 Ore, questa & Start, la
newslerter del mattino con tutte le notizie per cominciare la

Abbonati ora

ginrnata.

OgEi, mentre I'Assemblea Generale delle Nazioni Unite e la
Settimana del Clima prendono il via a New York, esploriamo le
T H E N EWS L ETT E R BY H TS I guestioni energetiche pitu urgenti, tra cui la corsa dell'Europa
verso fonti di gas naturale e i lenti progressi dei piani climatici
aziendali. E ancora, esaminiamo perché questa insalata da 15

dollari non vale la spesa e diamo uno sguardo al futuro della
moda su misura.

9 Buona lettura,
BYE ticoletta polla-m

HTSI1s the Sole240Ore newsletter that every Friday focuses on the best of the high-end
market:fashion,design,travel, watches,jewelry,food,wine,sports and wellness.

A new multimedia enrichment through the careful selection of the most important @ Leultime daHTSI
news of uxury brands and luxury goods. The focus on trends,events and places to be T
ofthe moment and finally the success stories and the pleasures of free time Paul Tazewell, Oscar per | migliori

costumi in Wicked. si racconta a HTSI
MOme
Available from April4,2025.
1o di vista
Fonti di ispirazione: i consigli del top
chef argentino Francis Mallmann

Il nuovo volto di Marrakech fra il

24: ')RE Macaal e Palazzo El Badi
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ON EXPEREBNCE
—

Afterten years ofeditorialsuccess,How To Spend It evolves and
transforms into a visualstory.

HTSITV is the new television and digitalspace where the culture of
contemporary luxury meets the journalistic quality of l Sole24Ore.

Aproject conceived by the HISIeditorialteam and created in
collaboration with the 24 ORE Group's Video Content Factory, which
brings the magazme's vision and style to TV,between art,fashion,
design,and lifestyle.

Exclusively on lISole240re TVand ilsole240re.com /HTSI

YTORE

SYSTEM
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HT1S]

Editorialelegance meets the powerofvideo storytelling

Premium TVspace dedicated to contemporary luxury

* High-quality vidleo production

* Selected targetaudience, multiplied across TV,digital,and social
media

 Brand stories with an editorialLnever promotionalLapproach

* Crossmedia presence on allGruppo 24ore channels

YTORE
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BENY

HTSI Capsule (November - January)

* Tre episodes Tv of 12 minutes
* Themed episodes in PREVIEW
* Coordinated with the paper magazine releases

HTSI Premiére (February 2026)

* Evento esclusivo di lancio
* Official presentation of HTSI Collection

HTSI Collection (from February 2026)

* Monthly 24-minute television format
* An ongoing narrative of contemporary excellence

SYSTEM



24 DRE

HTI%'E}ICAPSULE

Each episode of HISICapsule combines different languages and
perspectives,mamtaining the coherence and elegance of HISLin a
R-mimute formatthatincludes others,as a preview of the HTSI
Collection,launched in February.

Hosting by HTSIDirector Nicoletta Polla Ma ttiot willbe the
fascinating thread ofa multisensory story with severalm ini- form a ts
in a single video contaimer.

Mini form a t:

» HISIon the road (4)— narrative reportage by Nicoletta Polla -
Ma ttiot

* 5 questions (230") — interviews with protagonists in luxury and
design

» Backstage (I30")— behind the scenes at events,photoshoots,
and ateliers

YTORE
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24 DRE

mi§ll'\'$lCOLLECTION

The monthly format starting in February 2026.

Starting in February, HISICollection willbe the 24-m inute
monthly program dedicated to the world of contemporary
luxury.

Each episode willbe a collection ofstories,people,and
visions:fashion,art,design,sustainability,time,and lifestyle.

The premiere willtake place during the HISIcelebration
event,with exclusive interviews and behind-the-scenes
footage,which willbe included in the March episode as the
debut story ofthe new format.

YTORE

SYSTEM
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" CELEBRATION

2022 — 100 1ssues of How To Spend It

2023 — Rebrandmg:How To Spend It becomes HISIlike HTSI UK
The new logo 1s m ore VERSATILE AND

UP-TO- DATE

2024 — 10 years of HISI(20 4 — 2024)

2024 -Summer Experience with the works of Forna setti

2025 February — Iuxury Brand Award:an InternationalJury has
awarded the 10 best Start Ups n the world of luxury

24 QN
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T EVENTS

HOW TO

CREATION OF EVENTS WITH AN ADVERTISING PARTNER

Aformatthatinvolves telling the story ofa brand using
the expertise of How To Spend k.

Events with a strong emphasis on experience and new
discoveries, aimed at an ultrahigh profile audience in
terms oftarget and interests.

Valuable, custom-created occasions dedicated to
things worth buying,experiencing and enjoying.

The event also mvolves a talk presented by Nicoletta
Polla Mattiot who will discuss with an expert an issue
connected with the event and ofinterest to the client.

>YTORE

SYSTEM
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PARTNER OPPORTUNITY/BRAND
PRINT IL SOLE 24 ORE TMGITAL

o Advertorials o Exclusive visibility. Partner brands willbe o ‘created for” digital formats in collaboration with

o Premium positions with able to enterthe HISITVuniverse the editorialoffice of How To Spend it:
specialform ats through 2'30"Special Features:

o Targeted direct mailing o Minivisualstories by the HISIeditorial a) HOW TO STORIES:videos and/orpodcasts and/orphoto
operations team and produced by the 240ORE gaﬂeﬁes.Storigs as style guides,editorialsolution.s based

o Inserts created in Group's Video Content Factory. on shared topics and sponsor.e.d by the brand with
collaboration with a Brand o FElegantstories with a cmem atic feel, productplacement opportunities.
Partner GO IEC R 1D O 1 (el b) COMPANYTOURS: Videos and/orpodcasts and/or

o Other...(TBD with editorial style. photo galleries. HTSIin the places where luxury is created
office) fora brand story that starts with made in.

c) BACKSTAGE: Videos and/or podcasts and/or photo
galleries. The story ofan important moment in the life of a
brand - a fashion show, an event, a shoot - through the

eyes of HISI

o digital formats characterised by the wording
“advertising content”

SYIORE
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ADVERTISEMENT FEATURE

PARTNER OPPORTUNITY

PRINT (1)

ADVERTORIAL

In collaboration with the Brand Partnerand on the basis ofa briefand
materials provided directly by the client,the editorial office creatively
reinterprets the message in line with the [ook&Feelofthe publication.

The added bonus is thatthe materials are re-edited and laid out

directly by the HISIeditorialoffice in close collaboration with the client.

NB. Deadline for the delivery ofmaterials must be brought forward by 10 days compared to whatis indicated in the calendar

‘“.

SAPORISOT

" :.-..-.:}I",,!.'_lr-_.-.,l o

TOILVUCANO

Langn ke pendict ferttll dell Fina, una prociezione di vim che riflette lo Bodiversita
del territorio. In un antico palmeto offocentesco, in pletra levici, rascone | ross! profondi

el Banchy aromatict di Contracda Santo Spirifo.

E' I vidicano oifva pilh oo JEusopa, dichilanato patrima-
nilo celFumanbi | Etna & abbraccka o, lunga e sus pand-
o fertil d lown, da mila sibarl 4 wignet cha prodecona,
agnl onno, guaitro milicnl d bottighe. Un feniiodo unioo,
dorest | cru prendona | nomss ol Controdas @ 58 na oo lans
125, Ognl versante & ognl atftudine siluppa ooriterist-
cha dhvarss: a Moed | reas], a Est | bienchl, o5ud 8 Sud-0.
wasl, riasl & rent. Vemo s luce, coiore & uni o, una pio-
wosdlt fino o dec! vohis supsrioe ola meda dalisol,
saCursion! onche o 30 gradl sono it fotfor che mndo-
T Lenioa o procius oo ol quesio onn. Sl versanis nond |
winl resHiuisoons qrond drutue & o sploooia acidha
In fromona Possoplsciane, lo Conbrodo o Sanko Spirkio &
tro | jpoll produtths pih nobl. Garl, died annl o, Mimma &
Voierio Costoneo decicdon d) wmlorizzone un habkot prae.
rinso, ricoo ol blodiwarsd b, B stnuthuons un vecchio pal-
maia citocenizsco in pletro Iovioo @ ne: fonns B cuone
produtive d Polmento Costonro, Unendo ondchae iecnl-

SAMPLE PAGE

cha d vinlcarona ¢ k& pii modama tecnokogls, wasche
Imrmaoiegokain Inaod oio Inox sl affioncone o botd in rove-
m rancen Owum, botll Sioctingar @ anloss. Lo oarting
segua | principl della bioorchitetisn ed & Tuminoio do
dncue conl dha-comeagiiona io luce nobwohs. Inlomao alio
strutiur, 'omplo poeoo wigneto sl eends per ciice Woal-
tor & ki plonte sono condoths in regime: biokoglco & oon
prapanad bliedromid. Resmun whiigno Infemozionads &
oottverio, 5 o spovo soko ogil outochon ch oo reso
lEno coigira nal mondo: Moselic Moscoless, Moo
Coppuccio, Coniconbe & Cobomatio. Lo cantino produce
oirco 100mila bottigik. Lo gommo Mol propons vin
P giowon chi esprimonn ko o fresod & imuenis odl
wusican; ko lineo D Sal compranc: un Bonon: e un o
oot s inien s, Comtrade nosce dalla seiad one dalke
witl pils weaoohie: @ I wino pill prssgiaio & IElna Doc Rosso
Praflieaera. Begonissima, con tanninl valsiot], sorsod
prancke profondia.




PARTNER OPPPORTUNITY PRIN

INSERT INSIDE THE MAGAZINE

The msert,entirely editorial,is a realSpecial (in this case 8 pages) created by the HISIeditorialteam based on a briefand materials

sent by the client mserted mn foliation with the magazme.

FATTO A MANO

diventala

“:'_ storiadiun

ritorio ¢ di

, modello
€conomico ¢
manifatturicro.
LCSSCI’IZd del

_

Testi di Lisa Corva, Caterina M

24 Q1D
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THE INSERT ATTACHED TO TREMM ARG

_____

The mnsert,entirely editorial,is a realexternalspecialattached to the
magazme,in the same formatas HISIand distributed across the
entire print run,created by the HISIeditorialteam who interact with
the Brand Partneron a brief, with archive materials orcreated “ad

hoc”.

Reference: SICIS



PARTNER OPPORTUNITY PRINT |

1to 3 PAGEFOID- OUT COVER
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PARTNER OPPORTUNITY PRINT |

LOGO BRAND

'EVERPLOMP - ) = n

HOWTO SPEND T

FRONTE RETRO
ADV PAGFE/ DOUBIE PAGE DIRECT MAIL: POSSIBILUTY OF SENDING CATALOGUES,
AND INSERTION OF INVITATIONS AND SAMPILES WITH THE MAG AZINE
SAMPIES WITH GIUEDOT TO A TARGETED LIST OF READERS

Y IORE
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PARTNER OPPORTUNITY DIGITA

«CREATED FOR»

The “CREATED FOR”format was designed to putthe brand atthe centre ofa storyto be
built together.

The client identifies a topic ofinterest they would like to coverin an article (around 4000
characters) written by the media factory ofthe 24 OREGroup using materials provided by
the client,therefore producing relevant and newsworthy ‘branded”content.

The article willthen be published n feed,in the HISIsection with the running head
“CREATED FOR CLENT NAME”

‘Created for” digital branded content will be supported by an advertising and social
media campaign on IG to increase content visib ility.

‘Created for’video and audio content will be denoted with dedicated bands in the HTSI
section together with editorial VIDEOS/PODCASTS.

Both types are hosted in the HISIsection of Stream 24 on Sole24ore.com and on the Brand
Connectpage again in the Stream 24 area.

ITORE
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= (O, 44 Sostenibilita Energia e ambients

In evidenza Crlptovalute Spread BTP-Bund FTSE-MIE Petrollo

CREATO PER PANASONIC HEATING & COOLING SOLUTIONS

Pulito, sicuro, efficiente: il
riscaldamento del futuro e gia qui.

Una nuova generazione di pompe di calore verso la decarbonizzazione e l'indipendenza
energetica.

15 dicembre 2022

° Ascolta la versione audio dell'articolo

@ 3' di lettura
Con il Green Deal I'Unione europea mira a diventare climaticamente neutrale entro
il 2050. L'Ue fa da apripista, investendo in soluzioni tecnologiche realistiche,

responsabilizzando i cittadini e allineando le azioni in settori chiave come la

00008 o

politica industriale, la finanza e la ricerca, garantendo 'equita sociale per una
giusta transizione. Un terzo degli investimenti del NextGenerationEU & destinato a
questo patto per la decarbonizzazione e per una crescita pilt equa capace non solo
di assicurare competitivita e leadership tecnologica, ma anche di conseguire gli
obiettivi climatici, produrre energia pil pulita per un'industria e un'edilizia

sostenibili ed efficienti dal punto di vista energetico.

Le pompe di calore sono il mezzo principale per decarbonizzare il riscaldamento
degli ambienti e dell'acqua negli edifici, come spiega l'International Energy Agency,

IEA, nel recentissimo rapporto “The Future of Heat Pumps”, riferendo che mai

come ora si & manifestato un sostegno politico verso questa opzione: il piano
REPowerEU in Europa (che mira a raddoppiare le installazioni di pompe di calore
entro il 2026 e a realizzare l'indipendenza energetica dal gas russo entro il 2030),
I'Inflation Reduction Act negli USA e altre iniziative in tutto il mondo.

Con il pacchetto Fit for 55% del 2021, 'Ue ha varato 13 proposte legislative per

centrare l'obiettivo di ridurre le emissioni di gas serra del 55% entro il zozo.

Il risparmio energetico ha un ruolo strategico e coinvolge le imprese, cittadini e
organizzazioni anche perché il settore residenziale (climatizzazione e acqua calda)
& responsabile di cirea il 30% dei consumi finali di energia e del 12% delle emissioni

dirette di CO2.



= Q 34 HowtoSpend it Beauty& welliness

Temi Caldi Inedicola Fiume di denaro: inchieste Podecast Lab24: i visual

ADYERTISING CONTE

CHARACTERISTICS
o Fulllayout Il “potere nascosto” del caviale che
o Insertion in editorial conte xt rigenera la pelle di notte: ecco Skin

o No editorialcontent Caviar Nighttime Oil di La Prairie

This product offers the client a contextualised space in terms
oflayout m which to publish their promotionalcontent.

;
: 24htsi_howtospendit + Segui

1 s i
24htsi_howtospendit Il "potere
ascosto” del caviale svizzero agisce in

turno nat

The communication is exclusively related to the
product/service or Brand (Client Press Release) and has no
editorial content.

The article willbe published on a webpage in the editorial

subsection of HISTand must consist of: = oQv N
o Title g
o limage
o Bodycopy Systematic post on IG
An example of“advertising content”
SYTORE
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24 DRE

"BARTNER OPPORTVNITY

SPECIAL FEATURE
Each visual story celebrates the identity of the partner brand

Brand partners wilbe able to enter the HISITV universe through
230 Special Features:visualmmi-stories curated by the HTSI
editorialteam and produced by the 240RE Group's Video Content
Fa ctory.

Filmed by a dedicated crew in a location iconic to the brand,the
video showcases—through an interview conducted by an HTSI
collaborator—the aesthetic universe,values,and vision ofthe
partner.

This sophisticated,visually evocative contentis perfectly integrated
into the program's context,designed to enhance the brand's
identity and style with meticulous editing and a royalty-free
soundtrack.

In the first 30 seconds of the video, a disclaimer will appear with the following

24 QSRSE wording: "The program contains branding for promotional purposes.”
YSTEM




11 Sole

24 ORR

HTgRC)ADCAST AND VISIBILATY
MEDIA

ISOIE240RE TV
The episode willbe available on allmajorentry pomts:Smart TV, Mobile App,the Web

(on the Radio 24 website and ilsole24ore.com),and linearaccess on digitalterrestrial
TVon channel246.

These willbe distributed through:
* Prime time broadcast

* 3repeats

* Rotating networkpromos

[LSOIE24ORECOM - STREAM24

e Fach SpecialFeature willbe published in the Video section stream 24 .ilsole240re.com
e Two 60-second socialmedia cuts wilbe produced forthe client's properties.

* ONTOP:It willbe possible to insertan accompanying article atilsole24ore.com/HTSI

RIGHTS

The production includes the rights forbroadcast on Radio 24 - 1 Sole 24 Ore TVand for the use oftwo
I-mimnute socialmedia cuts on the client's socialmedia channels.Rights are excluded,even for ADV
formats,forbroadcast on other TVchannels and on digitalchannels (YouTube and socialmedia).If
requested,an on-top quotation willbe made.

YTORE
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24 DRE

HTSIN TOP: DIGITAL VISIBILITY
SPECIAL FEATURES

@s

Grand Seiko
EIURE
WY
[TTS]
— Lunedi 14 kuglio 2028 Moda Lei & Lui Eeauty&wellne;s Motori Design & arte

= < InEvidenza Criptovalute Spread BTP-Bund FTSE-MIB Petrolic

EFach partner brand's Special Feature will be available digitally =y
through on-demand access within the HITSI section, both i g oy

video format and through an m-depth thematic article, which L IN TIME
willalso serve as a landing page forsocialmedia.

ESIGEO0T

Furthermore, the Special Feature wil be available within

Stream 24,the video section of llsole24ore.com containing video B ... gt D
content produced by Il Sole, and will also be promoted within 140 ¥incerg

the video blurb in the HISIsection.

WWWWW Aguatics Championships Singapore 2028
Thomas Ceccon: «Non riesco a fare altro che

YTORE
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& SOCIAL ACTIVATION

2% FASHION & LUXURY <eAGH

Instagram is the reference platform of HTSI and integrates into the digital platform offering an 900 000
@ additional communication opportunity for partners '

. 1 Post (o Carousel) and stories on IG HTSI
. 1Post (o Carousel) and stories on IG SOLE

Duration: 2 weeks
Target: AUDIENCE INTERESTED IN FASHION/LUXURY

AAn adult audience (25-54 years old) who loves luxury and has high spending habits. Interested in luxury watches, high fashion, frequent first class
travel, interior design, health and wellness. Frequenters of exclusive events such as fashion shows and luxury resorts.

Creativity: the client provides two creatives (photos, images or videos) in the dimensions indicated and the destination link. The copy (text) is
created by Brand Connect and submitted to the client and the publisher

Ooutput: the creatives will be published IN DARK on Feed placements (POST) and Stories on IG
Timing: the materials must arrive at least 1 week before publication

111 In the ONLY SOCIAL HTSI package, the logo, next to that of the client, will be that of HTSI and SOLE for the 2 campaigns

Any special requests from customers on different targets from those of the packages or for different budgets will be

evaluated individually
Y LORE
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