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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 is an 
immersive experience and talent for doing, is the real and global 
world, with an international vocation, always maintaining the focus 
on Made in Italy excellence. 

Over the years the editorial plan has been enriched with an 
integrated cross-media system that ranges from the magazine 
through to the digital version with original exclusively web-based 
content and new video and audio formats updated on a daily basis, 
but also includes the organisation of high-profile events and a large 
catalogue of books and podcasts.



PLATFORM
HTSI is part of the Group’s wide range of multimedia products, a reference point for the luxury sector that offers a wide range of 
communication opportunities for the Il Sole 24 ORE target (professionals and entrepreneurs, businesspeople from the worlds of 
industry and finance).

PODCAST EVENTS E TALK VIDEO 
STORYTELLINGNEW SITE, APP, SOCIAL MEDIAMAGAZINE SPECIALS

BRAND INTEGRATION AND COMMUNICATION OPPO



A QUALITY 
TARGET
HTSI targets high-end businesses and top spenders, it speaks to influential people in a language consistent with their habits 
and lifestyles. 
Active, engaged and informed, its readers are affluent and from a high socio-economic background, and are very sensitive to 
suggestions and signals, including advertising. The average reader has a very high level of education. 

An ELITE target, 50% of whom female. 
25% of How To Spend It readers are aged between 25 and 44*

HTSI readers have 2 or more credit cards (347), spend a lot on clothes and accessories (235), and often wear valuable watches 
(248). Attentive to fashion, the women read fashion magazines and browse fashion websites (267). The men spend a lot on 
toiletries and cosmetics (273) **

They love travelling and spend 2 or more weekends a month away from home (366). They visit spas and wellness centres (282) 
and cultural festivals (329).
They spend a lot on home furnishings (279). **

* Source GFK
** Sinottica TSSP 2024A; target all, men 25-54, women 25-54 
(concentration index)



NUMBERS AND 
DISTRIBUTION

DISTRIBUTION IN ELITE CONTEXTS
o Top Fashion/Luxury trade fairs
o Inaugural evenings of the most prestigious exhibitions organised by 

24 Ore Cultura
o Special distribution in the suites and lounges of the most exclusive 

hotels, spas, clubs
o Showrooms during Milan Furniture Fair and Milan fashion shows

Circulation 110,000 copies paper + digital

Audience 430,000 readers per issue.

Source: Publisher and advertising sales agency estimates

Sold only with Il Sole24 ORE on the day of issue at a price of €1.00 plus the price of the 
newspaper. From the following day the price is €2.00 plus the price of the newspaper. 



MAGAZINE TOPICS/VERTICAL IS
SUPERIOR INTERIORS 

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

FASHION, SUSTAINABILITY AND ART
Two issues (March and October) 
entirely dedicated to fashion 
linked to the world of 
sustainability and art. 

PRINT

An iconic brand in the Il 
Sole24Ore luxury world. The 
target is both male and 
female, in line with the 
audience of the newspaper 
and highly focused on and 
interested in smart 
investments in luxury and 
wellbeing, personal and 
social image: fashion and 
cosmetics, art and design, 
collecting and travel, 
technology, cars, boats, fine 
dining and wine.



Numero
uscita

Copertina HTSI/Speciali Data uscita in edicola Deadline consegna 
materiali

135 • January • HTSI Focus man-wellbeing-motors Fri-17-Jan-25 Tuesday 17 December 2024

136 • February • SPECIAL ISSUE HTSI – Luxury Award Fri-21-Feb-25 Tuesday 4 February 2025

137 • March • Fashion and sustainability Fri-21-Mar-25 Tuesday 4 March 2025

138 • April • Superior Interiors Fri-11-Apr-25 Tuesday 25 March 2025

139 • May • Focus Beauty/Jewels – The beauty «economy» Fri-23-May-25 Tuesday 6 May 2025

140 • June • HTSI Pitti Man fashion/Milan + Hi Tech and Engines foscus Fri-20-Jun-25 Tuesday 3 June 2025

141 • July/August • HTSI Focus Outdoor - Focus Boats ven-18-Jul-25 Tuesday 1 July 2025

142 • September • HTSI Man/woman fashion ven-19-Sep-25 Tuesday 2 September 2025

143 • October • Fashion and art ven-10-Oct-25 Tuesday 23 September 2025

144 • October • Superior interiors ven-31-Oct-25 Tuesday 14 October 2025

145 • November • HTSI Beauty Special (+ perfumes and beauty treatments) + Focus 
Jewels ven-21-Nov-25 Tuesday 4 November 2025

146 • December • Christmas Special (Food & Wine) + Focus watches man/women ven-12-Dec-25 Tuesday 25 November 2025

CALENDARIO 2025 PRINT

For special operations, which require longer organisation/processing times (e.g. advertorials, internal or external inserts, cover flaps or other) the material sending dates will be brought forward in 
agreement with Marketing/Operation. 



DIGITAL
THE HTSI SECTION ON IL SOLE 24 ORE.COM
Integrated into the Il Sole 24 Ore website, the HTSI digital section brings together content from the various issues with in-depth 
real-time features on the world of beauty, fashion and the latest trends, on design, also reserving space for art and collecting, 
travel, technology, cars, boats, fine dining and much more.
https://www.ilsole24ore.com/sez/how-to-spend-it

Instagram channel also available at 
24htsi_howtospendit

Every issue of HTSI is also available in the Il Sole 24 ORE browser:
https://www.quotidiano.ilsole24ore.com/?anno=2022&day-from=01&day-to=31&mese=12&giorno=09

https://www.ilsole24ore.com/sez/how-to-spend-it
https://www.quotidiano.ilsole24ore.com/?anno=2022&day-from=01&day-to=31&mese=12&giorno=09
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2022 – 100 issues of How To Spend It

2023 – Rebranding: How To Spend It becomes HTSI like HTSI UK. 
The new logo is more VERSATILE AND 
UP-TO-DATE

2024 – 10 years of HTSI (2014 – 2024)

2024 –Summer Experience with the works of Fornasetti

CELEBRATION EVENTS



1 0

HTSI will reward innovation in the world of luxury through 10 prizes
awarded to 10 start-ups in the luxury world in line with the values and 
characteristics that continue to distinguish the exclusivity of HTSI. The 
start-ups will be selected by an exceptional jury chaired by the 
Director of HTSI Nicoletta Polla Mattiot and also composed of 
representatives of the corporate world, including a representative of 
the brand partner, and other important names who can help identify
the best participating companies .

LUXURY BRAND AWARD
February2025

EVENTS



HOW TO
CREATION OF EVENTS WITH AN ADVERTISING PARTNER

A format that involves telling the story of a brand using 
the expertise of How To Spend It. 
Events with a strong emphasis on experience and new 
discoveries, aimed at an ultrahigh profile audience in 
terms of target and interests.
 
Valuable, custom-created occasions dedicated to 
things worth buying, experiencing and enjoying. 
The event also involves a talk presented by Nicoletta 
Polla Mattiot who will discuss with an expert an issue 
connected with the event and of interest to the client.

EVENTS



COMMUNICATIONS OPPORT
BRANDED CONT



PARTNER OPPORTUNITY/BRAND  
PRINT DIGITAL
o Advertorials

o Premium positions with special formats

o Targeted direct mailing operations

o Inserts created in collaboration with a Brand Partner

o Other……(TBD with editorial office)

o “created for” digital formats in collaboration with the editorial office of 
How To Spend it:

 a) HOW TO STORIES: videos and/or podcasts and/or photo galleries. Stories as 
style guides, editorial solutions based on shared topics and sponsored by the 
brand with product placement opportunities. 

 b) COMPANY TOURS: Videos and/or podcasts and/or photo galleries. HTSI in the 
places where luxury is created for a brand story that starts with made in.

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

o digital formats characterised by the wording “advertising content”



ADVERTORIAL
In collaboration with the Brand Partner and on the basis of a brief and 
materials provided directly by the client, the editorial office creatively 
reinterprets the message in line with the Look&Feel of the publication.

The added bonus is that the materials are re-edited and laid out 
directly by the HTSI editorial office in close collaboration with the client.

PARTNER OPPORTUNITY 
PRINT (I)

SAMPLE PAGE

N.B. Deadline for the delivery of materials must be brought forward by 10 days compared to what is indicated in the calendar



PARTNER OPPPORTUNITY PRINT 
INSERT INSIDE THE MAGAZINE
The insert, entirely editorial, is a real Special (in this case 8 pages) created by the HTSI editorial team based on a brief and materials 

sent by the client inserted in foliation with the magazine.

Reference Santoni



Reference: SICIS

PARTNER OPPORTUNITY 
PRINT (III)
THE INSERT ATTACHED TO THE MAGAZINE

The insert, entirely editorial, is a real external special attached to the 

magazine, in the same format as HTSI and distributed across the 

entire print run, created by the HTSI editorial team who interact with 

the Brand Partner on a brief, with archive materials or created “ad 

hoc”.



PARTNER OPPORTUNITY PRINT (

1 to 3 PAGE FOLD-OUT COVER



FRONTE RETRO

LOGO  BRAND

PARTNER OPPORTUNITY PRINT (

ADV PAGE/DOUBLE PAGE 
AND INSERTION OF 

SAMPLES WITH GLUE DOT

DIRECT MAIL: POSSIBILITY OF SENDING CATALOGUES, 
INVITATIONS AND SAMPLES WITH THE MAGAZINE 

TO A TARGETED LIST OF READERS



PARTNER OPPORTUNITY DIGITA   
«CREATED FOR»

ESEMPIO LAYOUT / «CREATO PER»
BRANDED CONTENT 

The “CREATED FOR” format was designed to put the brand at the centre of a story to be 
built together. 
 

The client identifies a topic of interest they would like to cover in an article (around 4000 
characters) written by the media factory of the 24 ORE Group using materials provided by 
the client, therefore producing relevant and newsworthy “branded” content. 
 

The article will then be published in feed, in the HTSI section with the running head 
“CREATED FOR CLIENT NAME”

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

“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 HTSI section of Stream24 on Sole24ore.com and on the Brand 
Connect page again in the Stream24 area. 



PARTNER OPPORTUNITY 
DIGITAL (II) ADVERTISING CONTENT
CHARACTERISTICS
o Full layout
o Insertion in editorial context
o No editorial content 

This product offers the client a contextualised space in terms 
of layout in which to publish their promotional content. 

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

The article will be published on a webpage in the editorial 
subsection of HTSI and must consist of:
o Title
o 1 image
o Body copy

An example of “advertising content”
Systematic post on IG



AUDIENCE INTERESTED IN FASHION/LUXURY

SOCIAL ACTIVATION
FASHION & LUXURY REACH

900.000
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