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FT COMMERCIAL
o

The ultimate In
luxury reading

HTSI reflects the changing world of luxury and challenges readers
to think more mindfully about, not only how to spend their money,
but how to spend their most precious commodity - fime.

HTSI is enjoyed by readers around the world who are dedicated
o enjBﬁrTg the best in lite - whether that’s products, services or
experiences. There is a breadth of content available, from travel,
food and drink to Tekﬁr;olo S le. l




FT COMMERCIAL

HT'SI has always been about how we spend our
time, and our content embraces everything that

is good in life. We make optimism, pleasure and
beauty a focus in a world where such things canbe
hard to find. We want HT'SI to reflect the deeper
sensitivities and priorities of a changing world.”

Jo Ellison, Editor, HT'SI
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HTSI editorial team

Jo Ellison

Editor

Tim Auld

Executive editor

Louis Wise
Deputy editor

w!

Jackie Daly

Assistant editor

Rasha Kahil

Creative director

Ellie Pithers

Assistant editor
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Isabelle Kountoure
Style director

Benjamin Canares

Fashion editor
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Vivienne Becker

e
Jewellery

Christina Ohly-Evans

US correspondent

Alex Bilmes
Health & Wellness

Maria Fitzpatrick

Jewellery and beauty

Nick Foulkes

Watches, men’s style

Adeela Crown

Beauty columnist

ITSI contributin

Fiona Go
Lifestyle

Ajesh Patal

Food columnist

Alice Lascelles

Drinks columnist

Rhodri Marsden

Technology columnist

Nicola Moulton
Beauty

Maria Shollenbarger

Travel editor

Charlene Prempeh
Lifestyle

Victoria Woodcock

Arts and inferiors

Jay Massacret
Stylist

Delphine Danhier
Stylist

Tamara Rothstein
Stylist

Aleks Cvetkovic

Men’s style

‘."‘:‘ :
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Aimee Farrell 3,-.
Interiors i‘.
-

Rebecca Newman

Fitness and wellbeing

David Coggins

Travel

Kate Finnigan
Fashion & Lifestyle

Fergus Scholes

Adventure and fitness
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A discerning & engaged global
high-net-worth audience

89% 95% 81%

HTSI readers agree that they HTSI readers value the quality HTSI readers agree that they
read HTSI because it is visually and craftfsmanship of a product read HTSI to discover new
stimulating and how well it is made experiences

40mins 10 days 20 mins

Average reading time for Average time readers keep their HTSI digital readers spend an
HTSI readers magazine, over 1/3 revisit their average of 20 mins reading
copies at least twice HTSI online per visit

Source: HTSI Reader Survey 2022



L

FT COMMERCIAL . s i
1" I . '.-'.-‘1-:*:" -:-"'.I.I -.: L t';lh' .'.;!' . I*;- e 4 .

An influential readership
interested in new brands

72%

HTSI readers purchase a luxury
fashion/accessory item annually

75 %

HTSI readers like to discover
new brands advertised in HTSI,
and agree that advertisements

are part of the reader experience

Source: HTSI Reader Survey 2022

39%

HTSI readers are millionaires

467%

Other than HTSI online, 46%

of HTSI digital readers do not
read about luxury products and
experiences online elsewhere

867%

HTSI readers enjoy fine
food and drink

68%

HTSI readers have told others
about products they have seen
advertised in HTSI

.
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Themed editions

HTSI is published globally with the FT Weekend Newspaper,
39 times a year and includes the following specials.

13

WLl
YBOARD
LE TRAIN
BLLIEEL

1 N .
T

" .~”“1 1 i}

Feelgood

Arts

Women'’s Fashion
Men’s Fashion
Property Special
Design

Wedding Special
Travel

Escape

Health and Fitness
How To Spend It Wisely
Holiday
Celebration

Philanthropy

January

February & September
February & September
March & September
March & October

April & October

April

May & October

June

July

October

November

November

December
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Editorial columns

Opening Shot

A highly-visual column dedicated to celebrating
an upcoming exhibition or book.

Editor’s Letter

Infroduces the theme and highlights of each issue,

engaging readers in an infimate relationship with the content.

The Aesthete

Where the world’s great tastemakers answer
questions about their personal style.

The Fix

A collective of shorter editorial articles, focusing
on the latest news, trends and exclusives.

.....
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Editorial columns

CULT S0
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Themed Shopping Pages

Covering (but not limited to) fashion, interiors,
tech and wellness.

The Find
A chic find for under £250.

Beauty

Our monthly column with facialist and aesthetician
Adeela Crown, who answers all your concerns about skincare.

Double Act

Where two inspiring people with differing creative backgrounds
come together to create something new and exciting.

Cult Shop

Uncovering a ‘niche’ shop, with a cult following
amongst stylish people.

Travelista

Global travel insights, updates and hotel openings.
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Editorial columns
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A city guide including personal recommendations,
favourite haunts and hidden gems.
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Expert news and reviews brought to you

on the world’s most desirable luxury technology. e E.
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Pages dedicated to culture-influenced food and drink trends.
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Publishing schedule 2026

January

03 Feelgood

STHTSI

February
07 HTSI

14 Women'’s Fashion

28 Arts

March

07 HTSI

14 Men'’s Fashion
28 Property Special
April

O4 HTSI

11 Design

18 Wedding Special

25 HTSI

Ad copy deadline
TUE 02 DEC

THU 18 DEC

THU 15 JAN
THU 22 JAN

THU O5 FEB

THU 12 FEB
THU 19 FEB

THU 05 MAR

THU 12 MAR
THU 19 MAR
WED 25 MAR

THU 02 APR

Booking deadline

THU 16 OCT

THU 13 NOV

THU 20 NOV
THU 27 NOV

THU 11 DEC

THU 18 DEC
WED 24 DEC

THU 08 JAN

THU 15 JAN
THU 22 JAN
THU 29 JAN

THU O5 FEB

May

02 HTSI
09 HTSI
16 Travel
23 HTS
June

06 HTSI
13 HTSI
20 Escape
July

O4 HTSI
11 Health & Fitness
August
OTHTSI

29 HTSI

THU 09 APR

THU 16 APR

THU 23 APR

THU 30 APR

THU 14 MAY

THU 21 MAY

THU 28 MAY

THU 1T JUN

THU 18 JUN

THU 09 JUL

THU 06 AUG

THU 12 FEB

THU 19 FEB

THU 26 FEB

THU 05 MAR

THU 19 MAR

THU 26 MAR

THU 02 APR

THU 16 APR

THU 23 APR

THU 14 MAY

THU 1T JUN
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Publishing schedule 2026

September
05 HTSI

12 Women’s Fashion

19 Men’s Fashion

26 Arts

October
O3 HTSI

10 Design
17 Wisely
24 Property Special

31 Travel

Ad copy deadline

THU 13 AUG

THU 20 AUG

THU 27 AUG
THU 03 SEP

THU 10 SEP

THU 1/ SEP

THU 24 SEP

THU O10CT

THU 08 OCT

Booking deadline

THU 18 JUN

THU 25 JUN

THU 02 JUL
THU 09 JUL

THU 16 JUL

THU 23 JUL

THU 30 JUL

THU 06 AUG

THU 13 AUG

November

07 HTSI

14 Holiday
21THTSI

28 Celebration
December

O5 HTSI

14 Philanthropy

19 HTSI

THU15 OCT

THU 22 OCT

THU 29 OCT

THU 05 NOV

THU 12 NOV

THU 19 NOV

THU 26 NOV

THU 20 AUG

THU 27 AUG

THU O3 SEP

THU10 SEP

THU 1/ SEP

THU 24 SEP

THU O10CT
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General print
circulation

WW 205132
UK & ROI 94,387
EMEA 52,694
US 38,4603
ASIA 19,587

AVIES JR. JACK CARLSON. HARALD DONOGHUE, m"'“ﬂ'l!ﬂ“ﬂmumfl'
o i s

Source: Internal Circulation Figures, 2025
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Special executions

HTSI Inside Front Cover (IFC) Gatefold HT'SI 6 Page Centre Spread Gatefold

e A 6 page roll-fold (also known as a gatefold) starts from the DPS IFCT  Creative execution that runs from the centre of the magazine

and rolls out 10 the left  The client needs to secure and book the Centre Spread position*

e Provides client with 4 pages of advertising in total on 130gsm « Gives the client 6 pages of advertising on 130gsm in fofal

e In order o do this execution, the client needs to have booked the DPS IFCT* « The extra page will throw open to the left

e |f the client is also able to secure the Inside Back Cover and the Qutside

Back Cover, they will then have a total of x6 pages of advertising on 130gsm* Click here to watch the video.

Click here to watch the video.

*All positions subject to availability and editorial approval


https://drive.google.com/file/d/1SEwBad8ZX1zN6_2NLlfP0JuYfE1H0N99/view
https://drive.google.com/file/d/1IgGQ9gfYIEllmc-9oglaRN__eV2Ac-Nw/view
https://drive.google.com/file/d/1SEwBad8ZX1zN6_2NLlfP0JuYfE1H0N99/view
https://drive.google.com/file/d/1IgGQ9gfYIEllmc-9oglaRN__eV2Ac-Nw/view

FT COMMERCIAL

Special executions

Centre Spread 4 Page Stitch-In Booklet Execution

e 4 pages of advertising on 130gsm stitched into the Centre Spread e 8 /16 pages of advertising stitched as a ‘Booklet’” info the Centre
of the magazine Spread of the magazine*
e The client needs to secure and book the Centre Spread position® e Can be a combination of brand advertising pages, as well as

e |f stitched info the editorial centre spread, then this gives the client Partner Content pages

x4 pages of advertising. Option for client to take the Centre Spread e The insert will be stitched to the head of the magazine

for advertising pages, which would give client x6 pages of advertising e Produced on 130gsm

Click here to watch the video. Click here to watch the video.

*All positions subject to availability and editorial approval


https://drive.google.com/file/d/1KNchwFIv7yNLb8vt3hdp8oNWgGi1KrtP/view
https://drive.google.com/file/d/1990L_z3p8pN_NcLi2N0C44ryjl1_WRFv/view
https://drive.google.com/file/d/1990L_z3p8pN_NcLi2N0C44ryjl1_WRFv/view
https://drive.google.com/file/d/1KNchwFIv7yNLb8vt3hdp8oNWgGi1KrtP/view
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H'TSI on
Fl.com

Source: Looker, Site Sections, Average of January - August 2025, HTSI

Accessible via FT.com - HTSI offers an inspiring guide to the ultimate
luxury products and services for a high net worth discerning audience.

Housed within its own dedicated section, the rich archive of digital only
content, sits outside of the paywall and caters to FT readers who enjoy
the best things in life from arts, travel, food to tech, wellness and style.

Unigque Users

Page Views

Page Visits
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Display advertising opportunities

The perfect environment to target our discerning and affluent audience with exclusive HTSI articles and features.

HINANCIAL TIMES
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Desktop Tablet Mobile & FT App Rich Media
e Full width billboard / billboard e | eaderboard « MPU e Vertical video
e Half page e Half page e Social display
e | eaderboard « MPU

e MPU



FT COMMERCIAL

Homepage sponsorship

Format

100% ownership of all display ad units on the homepage
of HTSI and across all devices. Formats include the following:

Full width billboard / billboard
Half page

L eaderboard

MPU

Duration

Min. one month

Region
Worldwide

(certier
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HTSI series sponsorship

An exciting opportunity to take ownership of our HTSI series
on ft.com, coinciding with our themed print issues, with an
additional option to create a bespoke series upon request.

= 8 Far FINANCIAL TIMES

Lt L T LR ]

THOS =¥y Ol Desspm LD el g CABLRRY LMD 4 ARTE WIR

T BEP =SHl AL S IEEFRAE Ml ST GRS RS B i DA L eITE TR

Package

P ol i 1Eee ERisivald City

Total impressions: 370,000 impressions including:
P

FINANCIAL TIMES

e Estimated sponsorship impressions: 60,000 impressions (WW)

[

HTSI spring travel special 2025

s
Frnh-nr.::u.uuurrmlmr-'ranu 1o Yok ses Tlasy | - 76 L e lr\.
I + .

e Co-branded marketing ads promoting the report: 250,000 impressions
(WW or UK)

e 1x co-branded promotional email: 10,000 impressions

o Contextual display targeting: 50,000 impressions 3
e Formats: BB, DMPU, Leaderboard, MPU

Format

e Full width billboard / billboard
« DMPU

e | eaderboard

« MPU
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Newsletter sponsorship

Format

100% ownership of newsletter sponsorship, supported by
accreditation under masthead, as well as two ads within
the newsletter.

Bespoke native content unit created by the FT. 3 A S

The San Prancison o Ay Mission Chairch 0 Ranchos de Taoe, Bew Miexion, he : =
i mewnetizn ol hic ineeller

bt captivetid artiste Aeeed Adames wiak 20 snamboamesd Dl hee Serveloped th

D u raTio n o Sysbem, a now lechmiges in lonal shading tha helped tum his subjects in

s, thus redelining America for the modemn age. Georgia O'Beeile, whio

Min. T month (bought on a monthly/quarterly basis) e e e a )
YOR
4 |

boakt resses andd seoaih walls of sdobes plaster, & has sinee oo o of The

T climowen chuseehes it wiorkd

Region
Worldwide

Fer moow from FITSE andd 10 fnd cab sbom our et storkes ffrd, vi=n

JLcecorm o, memal Toellovsar e 0w [EcEgering. X s Fsolagok. T Send us s

Recommended newslefters for you
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Partner content

Leverage the expertise of our in-house studio fo create
bespoke campaigns across print and digital.

Campaigns take the lead from the HTSI brand in terms of
their look and feel, but are clearly labelled to avoid confusion.

Supported by a campaign of paid social promotion & traffic drivers
across FT.com.

Destination page with its own URL that a client can use
through own channel.

Audience insights used to hone targeting and promotion.

Native and display promotion that signposts content across FT.com.

FINANCIAL TIMES
PARTNER CONTENT

“UP UNTIL THAT POINT, BENTLEY HAD BEEN
CLOSELY TIED TO ROLILS-ROYCE AN
HADN'T HAD A LOT OF DESIGN FREEDCM.
BUT SUDDENLY, THEY HAD ALL THE
FREEDOM THEY WANTED TO KIND OF
REDEFINE WHAT THE BRAND 15"
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Sponsored Social

Instagram has fast become our most influential social platform, with over 375k followers.
Through sponsored posts and stories, HTSI now presents the opportunity to engage an

affluent and luxury audience on @fthtsi with high-impact content that feels native and
editorially-led.

B fthisl @ - Foslowing
TS Targeting FT Weekend & Instagram luxury audience
S

e Sponsored Posts: 1,000,000 impressions guaranteed

o Wl R Cabanal COnCEnt, Wi
debulid in the S51E Collection,
exisbinteng & connes bon bl |
fhe brand s BgSmabe radirg cooa
B Lischerc's driing Siya, whichy
mraitioid try precneon, eiesgance,
high parformance, Tha collecticd
wealable ol Farwl ording s,
boasly d faege of gar reins dickeg)
et gnirlart, embiecing & Lgoity
sapfishealed aeslihete

T 5

P O [rsirwce 0 e e o el o vy o Bhe b i
DT o g s W AT T WL TR R O

e Sponsored Stories: 1,500,000 impressions guaranteed

o Format: Static or Video (client supplied)

Instagram Following

*Subject to editorial approval **Organic and paid impressions
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