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EDITORIAL PROFILE.

Launched in September 2014, the Italian edition of How To Spend

It has reached its 4th anniversary and has confirmed its standing as

a benchmark for luxury and lifestyle with an international allure.

Under the guidance of Nicoletta Polla-Mattiot, How To Spend It

Italy gives an all-round account of the world of excellence and

beauty, introducing new issues compared to the Financial

Times English version insert edited by Gillian De Bono, such as

the attention to the world of beauty.

In newsstands every first Friday of the month as a Il Sole24Ore

insert, in 2018 How To Spend It will have 14 issues, of which 12

regular issues and 2 special issues, Superior Interiors in April and in

November dedicated to the world of design.

HOW TO LOVE LUXURY.
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* source GFK

** source: Publisher
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FREQUENCY
Monthly

READERSHIP
500,000*

readers

CIRCULATION
160,000**

copies
print+digital

HIGH VISUAL IMPACT

An image-based magazine 

centered on the aesthetic and 

the visual, "a feast for the 

eyes".

A MARKEDLY 

INTERNATIONAL 

MAGAZINE

The magazine correctly 

interprets luxury, with a 

prominently international 

vision.
TALKS ABOUT 

CONTEMPORARY LUXURY

Luxury trends and players at 

360 degrees.



The Italian edition of How To Spend It reaches an

exclusive and extremely high-profile audience.

A target group having an all-round interest in lifestyles;

from fashion to design, from boats to cars, from

cosmetics to haute cuisine and technology.

58% of readers* belong to the elite of consumers: they

are young adults seeking novelties and inclined to

making purchases.

HOW TO REACH LUXURY.
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*Source GFK
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They are guided by a strong hedonism, i.e. the desire to

enjoy all aspects of the world and gratify themselves.

The target group of How To Spend It loves to search for

emotions and experiences to be had in person, "first-

hand", in contact with reality through one's senses and

feelings rather than through rationality.

The elite of How To Spend It is open to knowledge and

ventures into worlds different from its own, with the

desire to have new experiences and share different

realities.

They are curious and proactive individuals.

TARGET AUDIENCE.
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% figures

EDUCATION

University Degree

Secondary School 

Diploma

Elementary School 

Diploma

27

40

33

Yes

No

SOCIAL NETWORKS

73

25

Every day, several 

times a day

Every day, at 

least once a day

FREQUENCY IN USING THE 

INTERNET

67

3

OWNERSHIP / USE OF 

CREDIT CARD

They own a 

credit card

They use a credit 

card

72

60

< 24 years old

25 - 34 years old

35 - 44 years old

45 - 54 years old

55 - 64 years old

Above 64 years 

old

25

19

13

14

7

22

AGE

Men

Women
40

60

GENDER
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BEHAVIORAL TRENDS.

203
pay great

attention to advertising.

2 0 0  I . C .

1 0 0  I . C .

211
spend a lot on  clothing

and accessories

161
purchase

clothing in prestigious 
boutiques only.

181
spend a lot on cosmetic products 

and are interested in news

172
spend more than 

three weekends a 

month away from 

home.

LIFESTYLE BRAND PURCHASING CAPACITY

249
spend a lot on decor

209
have participated to conferences or 

cultural events in the last three months

347
own two or more 

personal credit cards.

5

Source TSSP 2017C concentration indexes.



LIFESTYLE.

A narrative approach that allows for maximum

reading customization for the audience.

HOW TO UNDERSTAND LUXURY.
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The magazine offers several reading modes and possibilities to approach its content:

 You may browse through the articles and appreciate the beautiful images. 

 You may get a deeper insight into the information being given through texts, captions, and detailed 

references.

 You may concentrate on the analysis of products and services, enriched with data, photographs, in-

depth analyzes, and direct experiments.

 You may immerse yourself, get involved in, and excited about, the longer articles telling an 

experiential and emotional story. 

 You may create a dynamic relationship with the advertising contents, always in accord with the 

editorial contents in terms of tone and style.

6
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THEMATIC AREAS.

A narrative approach that allows for maximum

reading customization for the audience.

HOW TO EXHIBIT LUXURY.
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FASHION BEAUTY TRAVEL

ART

FOOD
AND
WINE

DESIGN

7

4



FASHION.
Reports with great images by great photographers

Sartorial magazine columns (Punta di Spillo, Scelte di Stile)

Shopping (Atelier, Un Due Tre, Visto Preso)

Focus on accessories.

8

BEAUTY.

Great themes and trends

Experiences involving the five senses

Cross-over of fashion&beauty

Focus on men



DESIGN.

8 9

How To Spend It has always devoted ample space to design. Focusing on:

• The trend of the month

• Icons and creatives

• Turning points, points of view

• Great architectural and interior design reports

• Shopping, "seen and clinched".

Three years after the launch of the Italian-made How to Spend It edition, the

special insert Superior Interiors reaches Italian newsstands for the first time.



Superior Interiors

8 9

Two issues (20 April and 9 November) entirely dedicated to interior design to meet

the need for How to Spend It readers to be up-to-date on the best in luxury interior

design in a more specific and dedicated way.

The format is the same as How to Spend It to greatly enhance and give space to

images of furniture and furnishing accessories:

• Thematic articles dedicated to the main trends in the design world, with

columns dedicated to a careful selection of furnishing items.

• Interviews with the most interesting creatives in the sector.

• The best for the home, ranging from the kitchen to the living room, from

walk-in closets to wallpapers and tableware.

• The world of lighting, textiles, décor, domotics. Design applied to the

world of yachts and cars.



Superior Interiors

8 9

The design of How to Spend It / Superior Interiors has an all-round structure, strongly oriented

towards lifestyles.

Therefore, not a review of objects, but a high-quality, luxurious selection that is attentive to

unique and tailored-made pieces.

Not a review of events, but a privileged gateway with a cross-cutting perspective that manages

to make design and furnishing an important topic not only for the home, but also for fashion,

characters, shopping, and even food and beauty.
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ART.
• Art travels and how-to guides for art collectors

• Auctions and acquisitions

• Galleries and artists to look for

9

TRAVEL.

Reportages and exclusive destinations

Globetrotter: addresses to new openings and the

best hotels

The person of the month and his/her city for a

perfect weekend



Fold-out cover from 1 to 3 flaps

21 11

HOW TO CREATE LUXURY.5
SPECIAL FORMATS.

Large format for a great impact.

3 4 5

1
BACK INSIDE 

COVER

MAGAZINE

2

2 3 4

1
FRONT 

INSIDE 

COVER

MAGAZINE
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Sample insert in first signature Reverse fold-out cover

12

2 3

MAGAZINE

COVER

MAGAZINE

12

FRONT INSIDE 

COVER AD

STITCHED 

GLUED
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Advertorial by the editorial board

BEAUTY.

FASHION.

TECH.

TRAVEL.

13

ACCESSORIES.
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Profiled Direct Mailing in Cobranded Envelope

14

FRONT COVER BACK COVER

LOGO 

BRAND

Possibility to insert catalogs, invitations, samples in

the magazine for a list of profiled readers
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Billboard posting on San Babila Building

15

Possibility to insert catalogs, invitations, samples in

the magazine for a list of profiled readers

Possibility of also combining rotating billboards of great impact in the central square San Babila with the magazine advertising campaign.
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How-To Experiences

16

How-to is a format that originates from the idea of telling the brand's story through the world and the languages of How To Spend It. These are Events with a strong 

experiential component and a great content to be discovered, reserved for an extremely profiled audience in terms of targets and interests. True "jewel" moments, tailor-

made, dedicated to what is worth buying, experiencing, and appreciating. The events have the following characteristics in common: 

 High standing locations provided by customers (in store or special location)

 Engaging experience for an exclusive and selected target group of a maximum number of 30/40 participants

 Digital personal invitation (or invitation in hard copy upon customer request) addressed to a mailing list selected by HTSI jointly with the brand 

 Advertorial regarding the event

 Collection of leads for commercial initiatives (loyalty initiatives with exclusive target group during the event)

Case Study

INVITATIONS ADVERTORIAL



HOW TO ENJOY LUXURY.

27

Special distribution to suites and lounges in the most exclusive hotels, spas, societies, and golf clubs in Italy. 

• Hotel Dei Cavalieri, Milan

• Crowne Plaza, Milan

• AC, Turin

• Terme di Saturnia

• Hotel TOCQ, Milan

• NH Vittorio Veneto, Rome

• Hotel Baglioni, Florence

• NH Giustiniano, Rome

• Hilton Lake, Como

• Grand Hotel Giunigi, Lucca

• Hotel Bristol Palace, Genoa

• The Westin Europa Regina, Venice

• Sheraton, Milan Malpensa

• G.H., Alassio

• Mudec, Milan

• Golf Club L'Albenza, Bergamo

• Golf Club, Courmayeur

• Barlassina Country Club

• Golf Club Villa Carolina

• Golf Club, Bogogno

• Golf Club, Milan

• Olgiata Golf Club

17

6
DEDICATED DISTRIBUTION TO 5-STAR LOCATIONS.



ADVERTISING.

Being in the Italian edition of How To Spend It is the

highest form of expression of one's brand value.

HOW TO SHOWCASE LUXURY.
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"REGULAR" POSITIONS

• Double rotation

• Single rotation

• Double 2nd half

• Single 2nd half

"PREMIUM" POSITIONS

• Back cover
• Inside front cover + 1st

right-hand page

• Double central, sleeve

• Double 1st tunnel
• Double 1st quarto 

guaranteed

• Double 1st half guaranteed

• Single Top (table of contents,
punto di vista, punto di

svolta)

• Inside back cover

• Single 1st quarto guaranteed

• Single 1st half guaranteed

18

7
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CALENDAR

2018

ISSUE No. COVER IN THE NEWSSTANDS

47 January Friday, January 5

48 February Friday, February 2

49 March Friday, March 2

50 April Friday, April 6

51 Superior Interiors Friday, April 20

52 May Friday, May 4

53 June Friday, June 8

54 July Friday, July 6

55 August Friday, August 3

56 September Friday, September 7

58 Superior Interiors Friday, November 9

57 October Friday, October 5

59 November Friday, November 23

60 December Friday, December 14

19



DATA AND
SPECIFICATIONS.

HOW TO SPREAD LUXURY.
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FREQUENCY PAPER

AVERAGE NUMBER OF 

PAGES
FORMAT

MEDIA
DEADLINES FOR 

MATERIALS

Monthly

108 pages

Hard copy

White

280x350 mm

1 month before  
coming out at the 
newsstand

20

8
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Specifications.

Format of PDF file

1. It must comply with the PDF / X-1a: 2003 standard in the PDF 1.3 version with the "Coated Fogra 39" intent profile (Acrobat 4 compatibility);

2. It must not be password protected;

3. It must contain one page only;

4. It must be composite (separations are not accepted);

5. It must not contain more than 10,000 vector objects or clipping paths with multiple nodes (anchor points) of the specified value;

6. The number of paths on the page must be less than 5,000 objects;

7. It must not contain 16 Bit images per channel;

8. It must not contain "PieceInfo" (Application structure information);

9. It must not contain transparent objects.

Fonts used

1. Fonts must all be embedded or incorporated into the PDF;

2. Use Type 1 fonts. Do not use fonts with CID codes.

Colors and resolutions

1.Color images must be in high resolution (300 dpi). Only use CMYK space (preferably use the "Coated Fogra39" ICC profile). Any elements in RGB, Lab, Pantone, "All" spot colors must be

converted into CMYK; Spacing 60 lines. The white point must not exceed 5% in Cyan, 4% in Magenta and 4% in Yellow, while Black should not exceed 90% of hue. The total percentage of color

saturation (total INK) must not exceed 240%. Otherwise, to avoid overinking, the software will automatically reduce the desired quantity to bring it to 240% by using generic tables;

2. For grayscale images, use the Grayscale space (15%) with 300 dpi resolution;

3. For Black & White images, only use vector or bitmap elements with 1200 dpi resolution;

4.For color ads, avoid positioning of texts lower than body 14 and negative thin frames/lines on colored backgrounds. In case of positive texts or frames / lines with characters lower than body 

14, use the black color only (no cyan, no magenta, no yellow). This is to avoid the risk of print being compromised by any slight oscillation of the register during the printing phase.

21
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Size of document and bleed

1. The document must have (trim box) with a 5 mm bleed box on each side and mandatory cutting marks;

2. It should be noted that any type of writing or illustration on a flush ad must be placed within 5/7 mm of the cut.

Formats

1. Frame: 280x350 mm + bleed

2. Double page: mm 560x350 + bleed

3. Inside Flap Cover (shatter cover): mm 821 (265sx + 276 + 280dx) x350 + bleed

4. Outside Flap Cover (shatter cover): 551x350 mm + bleed. The PDF will only and exclusively be uploaded to the Group's portal (subject to accreditation) at the following address:

5. https://advsole.ilsole24ore.com/Ads/index.do

To be accredited with the portal (not for sending PDF files), in the event you have no credentials, send an email to: 

(We inform you that any materials sent via e-mail to this address will not be taken into consideration, i.e. they will be trashed).

Color proofs

It is also important to send a print color proof made from the PDF itself with the specified name of the customer, issue date, and subject of the campaign, to the following address:

Il Sole 24 Ore spa – c/o Ufficio Impaginazione

Periodici - Via Monte Rosa 91 – 20149 Milan

Deadline for the delivery of the material: 20 business days before publication.  

For any further technical information, write to: dante.zamin@ilsole24ore.com

Specifications.

22

mailto:prenotazioni.periodicisystem@ilsole24ore.com
mailto:dante.zamin@ilsole24ore.com


IL SOLE 24 ORE S.P.A.  SYSTEM 24

VIA MONTE ROSA 91 – 20149 MILAN

EMAIL: info.system24@ilsole24ore.com

HOW TO
CONTACT
LUXURY.


