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SKY Advertising is excited to present to Lustica Bay Montenegro a curated, 

multi-media marketing selection of offerings to bring ultra-high net worth buyer 

awareness to The Peaks.

Your strategic blueprint is composed of select print media to cast a wide net, and 

digital products that are highly targeted to individuals looking for high-end living in 

Montenegro.

Approaching the marketing strategy from these different directions will help us to 

saturate your market in the most effective way, bringing deserved recognition to 

this unique and exciting property.
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Conde Nast UK
INSTAGRAM @CONDENASTPROPERTY

Ready to jump into action on Instagram, @condenastproperty 

is the fastest-growing account at Condé Nast Britain and 

consistently comes in at No. 1 each week on growth and 

engagement. @condenastproperty has grown organically in  

3 years and now has 215K followers.

INSTAGRAM POST: $ 2,750

DIGITAL NATIVE CONTENT

Convey your detailed message in an editorial format – 

created by Condé Nast, in their ‘house style’, approved by the 

client. Live for 6 weeks on any one of their award winning 

websites.

HOUSE & GARDEN: $25,000
CONDE NAST TRAVELER: $41,850

SOCIAL CAMPAIGNS

PRICE: $11,500 PER BRAND
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Country Life
Country Life is the world’s most celebrated magazine of the 

British way of life, its countryside, properties, and gardens

Three core audience pillars:

Traditional country champions – wealthy empty nesters 

enjoying their retirement in the countryside.

Custodians of the land – country dwellers with a deep 

emotional connection to the countryside.

Discerning Country – a quietly refined group, the most 

affluent, and willing to spend on the brands that reflect their 

discerning taste.

•	 1.68M Global page views per month

•	 352K Social Followers

•	 81% Targeted HNWI Audience

WEEKLY E-NEWSLETTER

Published Wednesdays & Saturdays

Reach 25,000 loyal readers who are infatuated with 

property, architecture, the arts, gardening, the countryside, 

schools and wildlife.

PRICE: $1,950

INTERNATIONAL PROPERTY LISTING

Property listings live forever on the Country Life site until 

you remove the URL.

PRICE: 
$400/LISTING
$2,500 UNLIMITED LISTINGS

E-NEWSLETTER DEDICATED SEND

PRICE: $2,250
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Dezeen
Dezeen is a popular and influential architecture, interiors 

and design magazine, with three million monthly readers 

and seven million social media followers.

Dezeen’s reach is global, with readers on every continent.

Their biggest audience is in the USA, followed by the UK, 

India, Canada, Australia, and Germany.

SOCIAL MEDIA POST

INSTAGRAM GRID POST: $9,750
INSTAGRAM TARGETED POST: $3,125

AGENDA E-NEWSLETTER - WEEKLY: $5,250 
Hero 1st Position
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Elite Traveler
Since its launch in 2001, Elite Traveler has been the 

market-leading guide and curator of the global luxury 

lifestyle of UHNW individuals. It is written and designed 

by an experienced team of editors in New York and 

London for the elusive global elite who live the private jet 

lifestyle, delivering expert perspectives, meaningful 

analysis and advice.

Elite Traveler.com is accessed globally across multiple 

platforms providing unique opportunities for alignment 

with luxury content.

• Average HHI $7.9M
• Average Net Worth $32M
• 318,661 Unique Browsers

ONLINE REAL ESTATE SHOWCASE: $4,000/YEAR

Half price with full page print purchase

DEDICATED E-BLAST: $7,000 PER WEEK 

Free with 2 page spread
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jamesedition.com
E-NEWSLETTER

Founded in 2008, JamesEdition.com features the 

largest collection of luxury goods worldwide. The 

exquisite items curated by JamesEdition.com range 

from celebrity-owned luxury real estate to rare 

supercars. An affluent audience of 25,000 per day is 

browsing for the finest the globe has to offer.

With more than 10 million monthly page views from 

around the world, JamesEdition.com is the 

quintessential marketplace for ultra-high net worth 

individuals. With users evenly spread throughout the 

Americas, EMEA and Asia, JamesEdition.com is the 

only truly global site to market luxury.

Upgrade your listings for increased visibility to 

capture the attention of the UHNW.

LISTING FEATURE: $1,500

JamesEdition.JamesEdition.JamesEdition.JamesEdition.
com
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jamesedition.com
ROTATING GALLERY

Founded in 2008, JamesEdition.com features the 

largest collection of luxury goods worldwide. The 

exquisite items curated by JamesEdition.com range 

from celebrity-owned luxury real estate to rare 

supercars. An affluent audience of 25,000 per day is 

browsing for the finest the globe has to offer.

With more than 10 million monthly page views from 

around the world, JamesEdition.com is the 

quintessential marketplace for ultra-high net worth 

individuals. With users evenly spread throughout the 

Americas, EMEA and Asia, JamesEdition.com is the 

only truly global site to market luxury.

Showcase your office and properties and bring 

increased visibility to capture the attention of the 

UHNW in the James Edition rotating Gallery. The 

Rotating Gallery is a carousel of selected listings that 

automatically changes every 5 seconds on the Home 

Page and the Real Estate Page.

HOME PAGE
FEATURED BANNER: $2,000

REAL ESTATE PAGE
FEATURED BANNER: $1,600
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jamesedition.com
FEATURED ARTICLE AND 
E-NEWSLETTER PROMOTION

Founded in 2008, JamesEdition.com features the largest 

collection of luxury goods worldwide. The exquisite items 

curated by JamesEdition.com range from celebrity-owned 

luxury real estate to rare supercars. An affluent audience 

of 25,000 per day is browsing for the finest the globe has 

to offer.

With more than 10 million monthly page views from 

around the world, JamesEdition.com is the quintessential 

marketplace for ultra-high net worth individuals. With 

users evenly spread throughout the Americas, EMEA and 

Asia, JamesEdition.com is the only truly global site to 

market luxury.

A Featured Story is an article published on the website. 

Articles are evergreen content. The average time that 

viewers spend on an article page exceeds 2 minutes 

indicating that article views come from the most loyal and 

engaged users.

Featured stories are both SEO optimized and given 

placements in the newsletter bringing an average, 

2000-3500 views during its first month online.

Showcase your office and properties and bring increased 

visibility to capture the attention of the UHNW in a 

Featured Story.

$5,500 NEWSLETTER TOP & ARTICLE
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jamesedition.com
NEW & TRENDING

FEATURED LUXURY POSITION

Founded in 2008, JamesEdition.com features the largest 

collection of luxury goods worldwide. The exquisite items 

curated by JamesEdition.com range from celebrity-owned 

luxury real estate to rare supercars. An affluent audience 

of 25,000 per day is browsing for the finest the globe has 

to offer.

With more than 10 million monthly page views from 

around the world, JamesEdition.com is the quintessential 

marketplace for ultra-high net worth individuals With 

users evenly spread throughout the Americas, EMEA and 

Asia, JamesEdition.com is the only truly global site to 

market luxury.

Upgrade your listings for increased visibility to capture 

the attention of the UHNW.

HOME PAGE POSITION 
FEATURED SPOT: $1,200 

REAL ESTATE POSITION 
FEATURED SPOT: $1,000
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jamesedition.com
SOCIAL MEDIA POST

Founded in 2008, JamesEdition.com features the largest 

collection of luxury goods worldwide.

The exquisite items curated by JamesEdition.com range 

from celebrity-owned luxury real estate to rare supercars. 

An affluent audience of 25,000 per day is browsing for the 

finest the globe has to offer.

With more than 10 million monthly page views from 

around the world, JamesEdition.com is the quintessential 

marketplace for ultra-high net worth individuals. With 

users evenly spread throughout the Americas, EMEA and 

Asia, JamesEdition.com is the only truly global site to 

market luxury.

Showcase your office and properties and bring increased 

visibility to capture the attention of the UHNW with a 

Social Post.

•	 Instagram 74.8K
•	 Facebook 31.3K

PHOTO

•	 1 featured listing

•	 1-5 photos

•	 Short caption

•	 Listing info box

•	 1 tag on pictures & caption

•	 Link in bio 

PHOTO: $800

PHOTO PLUS

•	 1-5 featured listings

•	 1-10 photos & text

•	 Long caption

•	 Listing info box

•	 1-3 tags on pictures & caption

•	 Link in bio

•	 Repost on stories

PHOTO PLUS: $1,000

VIDEO

•	 1-5 featured listings

•	 5-30 seconds video

•	 Reels & TikTok format

•	 Short caption

•	 Listing info box

•	 1-3 tags on caption

•	 Link in bio

VIDEO: $1,800
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Le Figaro
The finest selection of properties to buy and to rent, in 

France and abroad.

PROPRIÉTÉS LE FIGARO.COM – FRANCE

• 2.1 million sessions per month

• International audience: 22%
(Top 5 audience: US, UK, Belgium, Switzerland, 
Germany)

PROPRIÉTÉS LE FIGARO.COM – 
INTERNATIONAL

• 180,000 sessions per month
(top 5 audience: US, UK, France, Canada, Australia)

HEADLINE SEARCH

Position your property at the very top of the results page.

FEATURED CITY: $795/CITY/MONTH

NATIVE AD

Premium display format increases visibility among search 

results. These placements are also able to appear to users 

with specific search criteria – castles, manors, etc.

NATIVE PLACEMENT BY CITY: $500/CITY/MONTH

WEB ADVERTORIAL + AD CAMPAIGN

ARTICLE, SPONSORED SOCIAL POSTS, EMAIL, NATIVE 
CAMPAIGN: $4,850
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Boat 
International 
e-Newsletter
For more than 30 years, Boat International has been the 

world’s most authoritative, trusted and comprehensive 

magazine for the superyacht community, inspiring the 

lifestyles of the international wealthy elite. The magazines 

and books are timeless and collectable.

The readers constitute some of the wealthiest and 

inaccessible individuals in the world. Overall the average 

net worth of our audience (across events and print) is 

$35.9 million, with a combined wealth of $1.662 trillion. 

The subscribers (Boat International and Boat 

International US Edition) account for more than 10 per 

cent of the total global billionaire population. The network 

of the audience extends to more than 6,000 UHNWIs, 

with a combined wealth of $3.74 trillion.

• Circulation US: 25,600
• Average Net Worth: $35.9 million

PRICE: $750 NEWSLETTER
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Architectural 
Digest
Architectural Digest Germany is the German edition of 

the internationally renowned design and lifestyle 

magazine, Architectural Digest. Known for its 

sophisticated coverage of luxury interiors, cutting-edge 

architecture, and high-end design, the German version 

offers a unique blend of global and local perspectives. It 

features in-depth profiles of prominent designers, 

architects, and creatives, as well as stunning 

photography of beautifully crafted spaces. With a focus 

on both contemporary trends and timeless elegance, 

Architectural Digest Germany is a go-to source for 

design enthusiasts seeking inspiration and insight into 

the world of luxury living.

•	 Circulation: 30,000
•	 Readership: 250,000

GERMANY
HALF PAGE: $25,750
FULL PAGE: $40,000
PREMIUM FULL PAGE: FROM $44,000
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Aston Martin 
Magazine
Aston Martin Magazine is a premium lifestyle 
publication that embodies the elegance and 
sophistication of the Aston Martin brand. It offers 
readers an exclusive insight into the world of luxury 
automobiles, showcasing not just the latest models but 
also the culture, innovation, and artistry that define the 
Aston Martin experience. With a focus on high-end 
living, the magazine features stories on design, travel, 
fashion, and technology, making it a must-read for 
enthusiasts of the finer things in life.

FULL PAGE: $17,250
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Boat 
International
For more than 30 years, Boat International has been the 

world’s most authoritative, trusted and comprehensive 

magazine for the superyacht community, inspiring the 

lifestyles of the international wealthy elite. The 

magazines and books are timeless and collectable.

The readers constitute some of the wealthiest and 

inaccessible individuals in the world. Overall the average 

net worth of our audience (across events and print) is 

$35.9 million, with a combined wealth of $1.662 trillion. 

The subscribers (Boat International and Boat 

International US Edition) account for more than 10 per 

cent of the total global billionaire population. The 

network of the audience extends to more than 6,000 

UHNWIs, with a combined wealth of $3.74 trillion.

•	 Circulation US: 25,600
•	 Average Net Worth: $35.9 million

FULL PAGE: $4,650
FULL PAGE + E-NEWSLETTER: $5,100
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Conde Nast 
UK
Vogue, House and Garden, Tatler, and GQ have a unique 

readership of affluent, upmarket individuals for whom 

luxury living is a high priority.

•	 Readership: 1,559,000

•	 Average Age: 41

•	 Circulation: 205,080

DISTRIBUTION

London, Avon, Bedfordshire, Berkshire, 

Buckinghamshire, Dorset, Essex, Gloucestershire, 

Hampshire, Hereford & Worcestershire, Hertfordshire, 

Isle of Wight, Kent, Oxfordshire, Somerset, Suffolk, 

Surrey, Sussex.

INTERNATIONAL DISTRIBUTION

Dubai, Singapore, Malaysia, Hong Kong, and China.

FULL PAGE 4 MAGAZINES + INSTAGRAM POST: 
$9,625
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Country Life
Launched in 1897, Country Life Magazine is one of 

Britain’s best known and respected magazine that has, 

for 120 years, celebrated the greatest British 

architecture, property, interior design and gardens.

Country Life International offers beautiful advertising 

pages showcasing the latest properties for sale. Not 

only this, its dedicated editorial team provides opinion 

and thought–provoking content and stunning 

photography that is critical to anyone seriously 

interested in realising their dream of living in a beautiful 

home abroad. Its content is fresh and relevant, ensuring 

readers return to the magazine time and time again. 

Buyers can find the best new villas and luxury houses 

for sale in Europe, North America, the Caribbean and 

beyond.

•	 Circulation: 41,000
•	 Male/Female: 50/50
•	 Average Age: 55
•	 HNW Audience: 85%

FULL PAGE: $3,300
DOUBLE PAGE SPREAD: $6,400
FULL PAGE ADVERTORIAL: $4,500
DOUBLE PAGE ADVERTORIAL: $8,900



PR I N T

22skyad.com

Elite Traveler
Since its launch in 2001, Elite Traveler has been the 

market-leading guide and curator of the global luxury 

lifestyle of ultra-high-net-worth individuals. It is written 

and designed by our experienced team of editors for the 

elusive global elite who live the private jet lifestyle, 

delivering expert perspectives, meaningful analysis and 

advice. Each issue provides detailed information 

covering the spectrum of the luxury lifestyle, including 

travel, fashion, jewelry, watches, spirits, autos, jets, 

yachts and real estate.

As an audited publication with worldwide distribution 

aboard private jets, first-class lounges and in FBOs 

across over 100 countries, Elite Traveler provides 

advertisers unique access to the wealthiest consumers 

in the ultimate luxury market.

ELITE TRAVELER AUDIENCE

•	 Total Readership: 557,000
•	 Average Age: 45
•	 Male/Female Ratio: 69% / 31%
•	 Average HHI: $7.9M
•	 Average Net Worth: $32M

FULL PAGE: $9,250
SPREAD: $18,250
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Financial 
Times
The Financial Times showcases the finest residential 

properties on the market and provides sage advice to a 

discerning audience of high-end private owners, as well 

as investors, every Saturday in its stand-alone “House & 

Home” section. Targeting upscale readers who are 

passionate about home and living, this full-color 

supplement is the world’s only weekly property and 

lifestyle section, which is internationally focused and 

globally-distributed every weekend.

•	 Circulation: 214,131
•	 Geographic distribution: Global
•	 Readership: 1,993,418
•	 Male / Female ratio: 86% / 14%
•	 Average household income: $338,000
•	 Median age: 51

QUARTER PAGE, COLOR: $6,800
HALF PAGE, COLOR: $11,500
FULL PAGE, COLOR: $20,850

Global

The home of prime property: propertylistings.ft.com Follow us on Twitter @FTProperty

by Sir Henry Cole at a shilling a pop. The
image conjured by his friend John Hors-
ley was a crowd of adults, sweethearts
and children lifting glasses of wine in a
rustic arbour that could pass for the
veranda of a cottage orné. Many early
cards broadcast the promise of spring
flowers,admitted.Butgradually, fuelled
by engravings and photographs of arctic
scenes, and Christmas stories, we were
primedforsnowyChristmasfantasies.

America was in tandem. The earliest
known card from the 1840s shows a
church gable in a snowdrift, from a rus-
tic interior with a hearth, holly and
plum-pie. The only jarring note by
today’s standards is the slave bearing a
tray of goodies. This scene was pro-
jected on to American cottages under
virtually guaranteed blizzards in the
northern and mountainous states,
many decorated by German immi-
grants. “After the Revolution, Ameri-
cans didn’t care for the grand classical
houses of Europe,” says White. “Many

C ould you coo?” Frank
Sinatra asked Barbra Stre-
isand in their lush 1993
recording of George and Ira
Gershwin’s “I’ve Got a Crush

on You”. “I could coo”, she replied.
“Could you possibly care . . . ” he con-
tinued, meeting with “ooh, I could care”
and then he posed the big question:
“ . . . for a lovely cottage?” “ . . . ooh,
that cottage!” rejoindered Streisand
enthusiastically, before they harmo-
nised“ . . . thatwecouldshaaaare . . . ”

Despite the unlikelihood that Sinatra
and Streisand seriously contemplated a
two-up, two-down shack in the woods,
the mythology of living simply and
peaceably in the country is a constant
lure to city dwellers. And it’s especially
so at Christmas when we send cards by
the million showing cottages clad in
snow, lantern-lit leaded windows beam-
ingwarmthinthefallowstillofwinter.

Christmas is, after all, not just a
holiday from toil but a taking leave of
our senses: the fat man through the
chimney pot and flying reindeer are of
course real, children; but finding
cracker jokes funny is a stretch. And
through a desire to strip away the reality
of urban hustle, freeways and noise, a
cottage as a silent harbour from the cold

seems a return to Eden, intrinsic to our
seasonal mythology. But how long have
wecovetedthisbucolic idyll?Andwhere
did itcomefrom?

At the Weald and Downland Museum
near Singleton, West Sussex, is an
archaeologically precise reconstructed
13th-century dwelling of two rooms
formed by flint and lime mortar walls
with precisely zero windows, and thatch
through which hearth fumes must
filter. The experience once left
shivering generations smelling like
cold-smokedkippers.

Northern Europeans lived this way
for centuries, in dwellings so meagre
that they rarely exist any more, leading
us to forget what a cottage really was.
Three decades ago, a book by John
Woodford called The Truth About
Cottages starts its narrative in 1839
when the House of Lords connected
the dwellings of the rural labouring
classes with disease and early death.
They sent out commissioners who
beheld tumbledowns suffering rot,
draughts and open sewers. Not much
was done about it for decades, while the
definition of a cottage shifted. The hum-
blehadenteredhighfashion.

A new Yale University Press book
called Cottages Ornés: The Charms of the
Simple Life by Roger White explains
how, almost 300 years ago, cottages
were recast as polite architecture to
which we could all aspire. Well before
Queen Marie-Antoinette of France
feigned dairymaid, his story begins with
the development of Kew Gardens for

‘Winter Landscape’ (1869) by Charles Leaver—bridgemanart.com

do . . . but toeatanddrinkandmake lit-
tlebitso’ shrubberies.”

Smart cottages equated with Christ-
mas by 1828 when Harriet Rebecca King
publishedOakdale Cottage: Or, the Christ-
masHolidays in which “a bright fire was
blazing in the comfortable sitting room
of Oakdale Cottage, and the footman
was closing the last shutter, when
ArabellaDanvers,a lovely littlegirlof 10
years old, exclaimed: ‘Are you certain,
my dear mamma, that this is really and
indeed the shortest day of the whole
year?’ ” The reason she asks is that “it
has appeared to me very, very tedious”.
Which well describes the rest of this
sanctimonious book. Oh, well. We
weren’t yet ready for the cottage as a
spirited backdrop to scenes of sledding
andsnowballs.

The popularisation of Queen Char-
lotte’s Germanic Christmas trees in the
early Victorian age accompanied the
first Christmas cards, pioneered in 1843

Augusta, Princess of Wales during the
1730s. Here, architect William Kent
designed a hermitage called Merlin’s
Cave as three thatched cones of ostenta-
tious isolation.

Inspired by rustic loneliness, Queen
Charlotte (r 1760-1818) found a brick
cottage of her own in a corner of Kew by
1774. And, while her husband George III
lostAmerica,his mindand the throne, it
was she (not Prince Albert) who
imported the first English ornamental
Christmas tree at Windsor Castle’s
Queen’s Lodge in 1800. With royalty set-
ting the fashion, it was inevitable louche
financiers would follow. Thomas Love
Peacock’s 1817 novel Melincourt
describes in a rustic/pirate accent how
“every now and then came a queer zort
o’ chap dropped out o’ the sky like — a
vundholder he called un — and bought a
bit of ground vor a handful o’ peaper,
and built a cottage horny [for orné, of
course] . . . nothing in the world to

Saturday 9 December / Sunday 10 December 2017

Signof theThames
South Bank feels sharp
end of London price falls

UK PROPERTY PAGES 4 & 5

Norest for theWiki
Wikimedia director
dispenses free knowledge

AT HOME PAGE 2

Cold comfort
Property | The charm of cottage life has evolved from the reality of ameagre dwelling for rural

labourers to a secluded bucolic idyll celebrated in paintings and literature. By Jonathan Foyle

responded to English pattern books of
Gothic architecture and designs for
workers’ cottages, losing the thatch.”
Grant Wood’s painting “American
Gothic” illustrates the legacy.

Literature cemented the popular
imagination. Even as George Eliot’s cot-
tage-dwelling Silas Marner of 1861
found a dead body in the snow and the
new life of a baby at his hearth while his
village of Raveloe celebrated Christmas,
Charles Dickens redefined Christmas
through humility and the simple con-
tentment of Bob Cratchit. A century on,
now more of the world’s population has
come to live in cities than in the forests,
plains and valleys, the western Christ-
mas cottage myth has pervaded. How
best to fulfil the fantasy of a Christmas
cottage today? “Rent one,” says histo-
rian Anna Keay, director of the charity
LandmarkTrust.Andquick.

“Landmark Trust properties let like
hotcakes for Christmas. We’ll be well
over 90 per cent full this year, with even
our smallest and most remote buildings
long since snapped up.” She attributes
the appeal to social seclusion, and a
rejection of modern commercial pres-
sures. “Being with friends and family in
a timeless rural setting with an open fire
— and no WiFi — feels somehow perfect
for Christmas. The more commercial
everything gets, the more we need to
escape it. The mega-wattage of the
shopping mall makes us ache for a
secluded building with leaded panes
and oak floorboards that creak as you
cross themonChristmasmorning.”

A cottage as a silent harbour
from the cold seems a return
to Eden, intrinsic to our
seasonalmythology Queen Charlotte’s Kew cottage

Royal Botanical Gardens, Kew

Own the dream

Study in style
Homework
is no chore

HOT PROPERTY PAGE 10

The romantic ideal is alive in Scotland. Two bucolic idylls, both for sale, have the
bonus that they are part of holiday lettings businesses. Alice Troy-Donovan

Mary’s Cottages, Elgol, Isle of Skye,
UK, £1.25m
Four self-catering thatched cottages
and a five-bedroom owners’ house on
2.6 acres in the secluded fishing village
of Elgol. struttandparker.com

Glencoe Mountain Cottages,
Glencoe, Argyll, UK, £625,000
A six-bedroom house and two semi-
detached three-bedroom cottages,
nestled among the Glencoe
Mountains. struttandparker.com

DECEMBER 9 2017 Section:Weekend Time: 6/12/2017 - 17:35 User: elizabeth.robinson Page Name: RES1, Part,Page,Edition: RES, 1, 1
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STOCK MARKETS
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€ per $ 0.838 0.844
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€ per £ 1.119 1.123
¥ per € 133.098 131.741
£ index 77.618 77.818
$ index 99.587 99.887
SFr per £ 1.307 1.306

COMMODITIES

Nov 24 prev %chgOil WTI $ 58.86 58.55 0.53Oil Brent $ 63.69 63.55 0.22Gold $ 1290.50 1290.35 0.01

INTEREST RATES
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HEBA SALEH — CAIRO

Suspected Islamist militants killed atleast 235 people and wounded morethan 100 others in a bomb and gunattackonamosque inEgypt’snorthernSinai region during Friday prayers,statetelevisionsaid.

The assault on al-Rawdah mosque wasthe deadliest militant attack against anEgyptian target and first large jihadiassault on Muslims in the north Africanstate.
The attackers drove up to the mosquein four off-road vehicles, detonated abomb and then shot escaping worship-pers, news agencies said. The website ofAl-Ahram, a state-owned Egyptiannewspaper, reported that witnesses saidother explosive devices were also used.It quoted health officials saying 30

ambulances had been sent to the scene.No group has claimed responsibilityfor theattack,but Isis fightershavebeenactive in northern Sinai, where theyhave killed hundreds of policemen andsoldiers. The militants have also tar-geted members of the Coptic commu-nity, prompting a Christian exodus fromtheregion.
Egypt lacks the Sunni-Shia divide thatIsis and other groups have exploited incountries such as Iraq where attacks onmosques by extremists from rival sectsare frequent. Egyptian Muslims areoverwhelminglySunni.

The mosque is in Bir al-Abed, west ofthe north Sinai port of Arish, in an areathat has seen relatively little violence,unlike the eastern parts that border theGaza Strip and Israel. It was used bySufis, members of a mystical form ofIslam that Isis accuses of practising her-

esy and has targeted before. Millions ofEgyptians are members of Sufi ordersthat form part of the Islamic tradition inthecountry.
President Abdel Fattah al-Sisi con-vened an emergency security meetingand his government declared three daysofmourning.
“Justice will be served against allthose who participated, contributed,supported, funded, or instigated thiscowardlyattack,”hesaid.
A former army chief who came topower after a popularly backed 2013coup toppled an Islamist president, MrSisi has previously vowed to defeat themilitants. But attacks by extremistgroupshave increased.

President Donald Trump of the UScalled the attack on the mosque a “hor-rible and cowardly terrorist attack” in apostonTwitter.

Mosque attackers kill 235 indeadliestjihadi assault on anEgyptian target
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Russia admitted this week that thetwo-road southern town of Argayashwas enveloped in cloud of radiationfrom a nearby nuclear plant. Localpoliticians spent weeks denying therewas a leak after it was detected inSeptember. But it is 76 years sinceradiation began seeping out of the1940s plant; radiation-related deathshave blighted generations, say citizens,and despite several accidents therewere never any alerts or evacuations.Analysis i PAGE 3

Denials and distrust underRussia’s radiation cloud
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Alzheimer’sAfflictedMontyPythonstar helps launchFTSeasonalAppeal

Terry Jones, who has a rare form of Alzheimer’s, at home in London this week Tom Jamieson

TOBIAS BUCK AND GUY CHAZANBERLIN

Angela Merkel’s chances of avoidingnew elections and returning for a fourthterm as Germany’s chancellor werestrengthened yesterday after hercentre-left rivalagreedtoenter intocoa-lition talks, reversing a long-held pledgenot torejoina“grandcoalition”.Martin Schulz, the leader of the SocialDemocratic party, who as recently asMonday advocated a rerun of Septem-ber’s vote, said he was now ready tonegotiate with Ms Merkel’s conservativebloc. But he insisted that a decision onreturning as her junior coalition partnerwouldhavetobeputtoSPDmembers.The SPD’s shift was agreed in an eight-hour meeting of party leaders thatlasted into the early morning yesterday.Officialssaid itcouldbreakthedeadlockcaused when the liberal Free Democratswalked out of coalition talks with MsMerkel’s Christian Democrat/CSU blocandthesmallerGreens.
Mr Schulz has come under growingpressure to reverse his stance, includingfrom within his own party, following theFDP move, which plunged Germanyintoarareboutofpoliticaluncertainty.Mr Schulz said he had received callsfrom “European friends” concerned atthe turn of events in Germany. “Iassured all of them that the SPD is very

well aware of its responsibility to Ger-manyand . . . alsotoEurope,”hesaid.Investors responded with relief, withthe euro rallying 0.75 per cent to $1.194immediatelyafterhisannouncementMr Schulz said there would be “noth-ing automatic, in any direction”, a signalthat the party was weighing bothanother grand coalition and support fora Merkel-led minority government, anunprecedented option that is neverthe-lessbeingopenlydiscussed inBerlin.Although September’s elections leftMs Merkel’s bloc as the biggest in theBundestag, her party emerged weak-ened, with no easy path towards a gov-erning majority. With the far-left DieLinke and rightwing Alternative forGermany, making its parliament debut,shunned by establishment parties, thecentrehasstruggledtoagreeterms.Mr Schulz said Frank-Walter Stein-meier, Germany’s president, madea “dramatic appeal” for coalition talksduring a closed-door meeting on Thurs-day and party leaders were now inagreement to “follow an invitation fromthe president”. Mr Steinmeier has calledleaders in for meetings next week, cul-minating in a gathering on Thursdaythat will include Ms Merkel, Mr SchulzandHorstSeehofer, leaderof theCSU.Whirlwindweek page 2
UrsulaWeidenfeld page 11

Schulz reversal
raisesMerkel’s
survival hopes
3 SPD chief ready to join coalition talks3Rare bout of German unease recedes
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Distributed globally with the Financial Times 35 times a 

year and available digitally, How To Spend It is a glossy 

lifestyle magazine providing the ultimate in luxury 

reading for a discerning, high-net-worth audience and an 

elegant environment for advertisers.

How To Spend It is a modern and fresh reflection on how 

we spend our lives and the terms by which we define ‘the 

spend’. 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 – time.

AUDIENCE

•	 1/3 of HTSI audience do not visit any other luxury 
lifestyle magazine websites or read any other 
magazine titles

•	 6 in 10 How To Spend It luxury fashion shoppers have 
bought a luxury fashion item featured in HTSI

•	 40% of HTSI readers invest in Fine Art

•	 63% of HTSI readers are looking for new ideas to 
improve their homes

•	 87% of HTSI audience value the quality and 
craftsmanship of a product

•	 $2.7 million HTSI audience has an average property 
portfolio of $2.7 million  (£2.2 million, €2.5 million)

•	 74% love to travel to new destinations

•	 Over 1/3 of HTSI readers are interested in looking for 
new ways to support charities

How To 
Spend It

AUDIENCE

•	 USA 38,300
•	 UK 95,655
•	 CEMA 39,224
•	 Asia 18,712
•	 Total 191,891

FULL PAGE: $30,000
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Propriétés Le Figaro is the finest selection of luxury 

properties to buy and to rent in France and around the 

world- in print and online. Propriétés Le Figaro embodies 

the essence of the French way of life, with a property 

magazine published bi-monthly. Your properties will be 

seen by the wealthiest people in France, executives of CAC 

40 companies, and executives from the Top Management 

network. In addition to print, there is an online edition and 

mobile app.

• Readers: 1.4 million
• Web Visitors: 93,000 per month
• Page Views: 890,000 per month
• Distribution: U.S.A. 32%, U.K. 19%, France 12%, 

Canada 3%, Australia 3%

PRICE:
$2,500 FULL PAGE
$3,000 FULL PAGE ADVERTORIAL

Propriétés 
Le Figaro
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London Daily 
Telegraph
The Daily Telegraph is the UK’s leading quality daily 

newspaper.  Its readers are amongst the wealthiest in the 

UK and for whom property is just one category of luxury 

products which they consume. As the only daily 

broadsheet general interest newspaper, advertisers 

benefit from twice the dwell time than on smaller format 

pages. The Property pages are part of the “Money” section 

which attracts vast numbers of home-buyers, home 

sellers.

•	 Saturday Circulation: 401,000

QUARTER PAGE: $6,325
3″ X 5″: $1,852
6″ X 5″: $3,715
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Maybourne 
Hotel Group
The Maybourne Hotel Group Magazine is a luxurious 

lifestyle publication that captures the essence of refined 

living and exceptional hospitality. Dedicated to the 

discerning traveler, the magazine offers an insider’s look 

at the world of luxury hotels, exclusive destinations, 

gourmet dining, and high-end cultural experiences. Each 

issue reflects the elegance and sophistication 

associated with the Maybourne Hotel Group, featuring 

beautifully curated content that appeals to those who 

appreciate the finer things in life.

LONDON, MONACO, LA
FULL PAGE: $13,000
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Private World
VISTA JET IN-HOUSE MAGAZINE

Private World Magazine is the exclusive in-house 

publication for VistaJet, offering a curated glimpse into 

the luxurious lifestyle that accompanies private aviation. 

Tailored for VistaJet’s elite clientele, the magazine 

covers an array of high-end topics, including luxury 

travel, bespoke experiences, and the finest global living. 

Each issue is designed to inspire and inform, providing 

readers with insights into the world’s most desirable 

destinations, exclusive events, and unparalleled 

services, all through the lens of ultimate privacy and 

luxury.

FULL PAGE: $17,250
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Robb Report UK is the authoritative voice in the global 

luxury market and is widely regarded as the single most 

influential journal about living life to the fullest. Robb Report 

features all aspects of luxury living, including automotive, 

jewellery, watches, yachting, aviation, real estate, style, 

culture, art, collectables, travel and gastronomy. Robb 

Report has a targeted distribution strategy promoting 

exclusivity, which ensures we are reaching a HNW and 

UHNW target audience with a circulation of 20,000 copies 

and a total readership of 73,000. Mailed directly to Coutts 

top 2,000 VIP clients, first and business class airport 

lounges, private jet centres, major London private members 

clubs, five-star hotels, shooting lodges, yacht clubs, 

corporate offices, hedge funds, Strategic Partner Events 

such as Wimbledon and Henley Regatta, it is also available 

on select news stands. 95% Distribution in London.

•	 Circulation: 20,000
•	 Readership: 73,000
•	 Male/Female Ratio: 77/23
•	 Average Household Net Worth: 2,2 million
•	 Average Household Income: $462,594
•	 Median Age: 42

FULL PAGE, COLOR: $13,000 
Global 

Robb 
Report UK
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Robb Report Germany is the German edition of the 

prestigious luxury lifestyle magazine, Robb Report, which 

caters to the tastes of the affluent and discerning audience. 

The magazine is a curated guide to the finest things in life, 

covering a wide range of topics including high-end 

automobiles, exquisite watches, luxury travel, gourmet 

cuisine, and exclusive real estate. Robb Report Germany 

offers its readers an insider’s perspective on the latest 

trends in luxury, along with in-depth features on the most 

sought-after brands and experiences. With its focus on 

unparalleled quality and sophistication, it is the ultimate 

resource for those who appreciate and seek out the best 

the world has to offer.

FULL PAGE, COLOR: $31,000 
Global 

Robb Report 
Germany
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Robb Report France Monaco is the exclusive French and 

Monegasque edition of the world-renowned luxury lifestyle 

magazine, Robb Report. Catering to the sophisticated 

tastes of the elite in France and Monaco, the magazine 

covers an array of luxurious topics including the latest in 

high-end automobiles, fine watches, gourmet dining, 

premium real estate, and exclusive travel destinations. 

Robb Report France Monaco provides its readers with 

unparalleled access to the most prestigious brands and 

experiences, offering in-depth features, expert insights, and 

a curated selection of the best that life has to offer. This 

edition is a must-read for those who seek the epitome of 

luxury living in one of the most glamorous regions of the 

world.

FULL PAGE, COLOR: $11,200 
Global 

Robb Report 
Monaco/France
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Virtuoso
Virtuoso, The Magazine speaks to sophisticated travelers 

with warmth and authority. The magazine is an insider’s 

companion to the world’s best luxury travel experiences: 

meaningful cultural immersion, top hotels and cruises, 

in-depth explorations of sought-after destinations, plus 

travel-related fashion and lifestyle coverage - all 

distinguished by the affiliation with Virtuoso’s prestigious 

global network of travel companies and advisors.

•	 Median Household Income: 250K
•	 Median Net Assets: $2.5M
•	 Net Worth $2M

•	 Male/Female: 62% / 38%

FULL PAGE: $22,190
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Proposed 
Schedule, Pricing 
& Reach 2024
PLAN 1

Media Ad Description Price 
Digital
Conde Nast UK
Conde Nast UK Instagram Post $2,750.00
Conde Nast UK Digital Native Content - House and Garden $25,000.00
Conde Nast UK Digital Native Content - Conde Nast Traveller $41,850.00
Conde Nast UK Social Campaigns $11,500.00
Country Life
Country Life Weekly E-Newsletter $1,950
Country Life E-Newsletter Dedicated Send $2,250
Country Life International Property Listing $400/Listing; $2,500 Unlimited listings
Dezeen
Instagram Grid Post $9,750 
Instagram Targeted Post $3,125 
Agenda Enewsletter - Weekly Hero 1st Position $5,250 
Elite Traveler
Elite Online Real Estate Showcase Online Real Estate Showcase $4,000 per article for one year
Elite Dedicated E-blast Dedicated E-blast $7,000 per week
JamesEdition 
Main Home Page Rotating Gallery Featured Banner $2,000/month
Real Estate Rotating Gallery Featured Banner $1,600/month
New & Trending Home Page Position Featured Spot $1,200
New & Trending Real Estate Position Featured Spot $1,000
Featured Article and E-Newsletter promotion Newsletter Top & Journal Article $5,500
E-Newsletter Featured Listing E-Newsletter $1,500
Social Media Listing Feature Photo $800, Photo Plus $1,000, Video $1,800
Le Figaro
Headline Search Featured City $795/City/Month
Native Ad Native placement by City $500/City/Month
Web Advertorial + Ad Campaign Article, Sponsored Social Posts, email, native campaign $4,850
Boat International
Boat International Boat International $750.00

Print
Architectural Digest
Architectural Digest - Germany Half Page $25,750; Full Page: $40,000; Premium Full page from $44,000
Aston Martin
Aston Martin Magazine Full Page $17,250.00
Boat International
International issue Full Page $4,650.00
International issue Full Page + E-Newsletter $5,100.00
Conde Nast UK
Conde Nast UK 4 Full pages in 4 Magazines + Instagram $9,625
Country Life
Country Life Full Page $3,300 
Country Life Double Page Spread $6,400 
Country Life Full Page Advertorial $4,500 
Country Life Double Page Advertorial $8,900 
Elite Traveler
Elite Traveler Full Page; half or quarter Full Page $9,250 Spread $18,250
Financial Times
How To Spend It HTSI Global Property Special Full Page  $30,000
Financial Times Quarter Page $6,800.00
Financial Times Half Page $11,500.00
Financial Times Full Page $20,850.00
London Daily Telegraph
London Daily Telegraph Quarter Page $6,325.00
London Daily Telegraph 3″ x 5″ $1,852.00
London Daily Telegraph 6″ x 5″ $3,715.00
Le Figaro
Full Page Full Page $2,500
Full Page Advertorial Full Page Advertorial $3,000
Maybourne Hotel Group
Magazine - London, Monaco, LA Full Page $13,000
Private World
Private World - Vista Jet In-house Magazine Full Page $17,250
Robb Report
Robb Report - UK Full Page $13,000.00
Robb Report - Germany Full Page $31,000.00
Robb Report - Monaco/France Full Page $11,200.00
Vituoso
Vituoso Full Page $22,190

TOTAL
*After 6 months the Impressions Program may be adjusted after evaluation of budget and strategy
Pricing Subject to Change
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Proposed 
Schedule, Pricing 
& Reach 2024
PLAN 1 -  CONTINUED

Media Ad Description Price 
Digital
Conde Nast UK
Conde Nast UK Instagram Post $2,750.00
Conde Nast UK Digital Native Content - House and Garden $25,000.00
Conde Nast UK Digital Native Content - Conde Nast Traveller $41,850.00
Conde Nast UK Social Campaigns $11,500.00
Country Life
Country Life Weekly E-Newsletter $1,950
Country Life E-Newsletter Dedicated Send $2,250
Country Life International Property Listing $400/Listing; $2,500 Unlimited listings
Dezeen
Instagram Grid Post $9,750 
Instagram Targeted Post $3,125 
Agenda Enewsletter - Weekly Hero 1st Position $5,250 
Elite Traveler
Elite Online Real Estate Showcase Online Real Estate Showcase $4,000 per article for one year
Elite Dedicated E-blast Dedicated E-blast $7,000 per week
JamesEdition 
Main Home Page Rotating Gallery Featured Banner $2,000/month
Real Estate Rotating Gallery Featured Banner $1,600/month
New & Trending Home Page Position Featured Spot $1,200
New & Trending Real Estate Position Featured Spot $1,000
Featured Article and E-Newsletter promotion Newsletter Top & Journal Article $5,500
E-Newsletter Featured Listing E-Newsletter $1,500
Social Media Listing Feature Photo $800, Photo Plus $1,000, Video $1,800
Le Figaro
Headline Search Featured City $795/City/Month
Native Ad Native placement by City $500/City/Month
Web Advertorial + Ad Campaign Article, Sponsored Social Posts, email, native campaign $4,850
Boat International
Boat International Boat International $750.00

Print
Architectural Digest
Architectural Digest - Germany Half Page $25,750; Full Page: $40,000; Premium Full page from $44,000
Aston Martin
Aston Martin Magazine Full Page $17,250.00
Boat International
International issue Full Page $4,650.00
International issue Full Page + E-Newsletter $5,100.00
Conde Nast UK
Conde Nast UK 4 Full pages in 4 Magazines + Instagram $9,625
Country Life
Country Life Full Page $3,300 
Country Life Double Page Spread $6,400 
Country Life Full Page Advertorial $4,500 
Country Life Double Page Advertorial $8,900 
Elite Traveler
Elite Traveler Full Page; half or quarter Full Page $9,250 Spread $18,250
Financial Times
How To Spend It HTSI Global Property Special Full Page  $30,000
Financial Times Quarter Page $6,800.00
Financial Times Half Page $11,500.00
Financial Times Full Page $20,850.00
London Daily Telegraph
London Daily Telegraph Quarter Page $6,325.00
London Daily Telegraph 3″ x 5″ $1,852.00
London Daily Telegraph 6″ x 5″ $3,715.00
Le Figaro
Full Page Full Page $2,500
Full Page Advertorial Full Page Advertorial $3,000
Maybourne Hotel Group
Magazine - London, Monaco, LA Full Page $13,000
Private World
Private World - Vista Jet In-house Magazine Full Page $17,250
Robb Report
Robb Report - UK Full Page $13,000.00
Robb Report - Germany Full Page $31,000.00
Robb Report - Monaco/France Full Page $11,200.00
Vituoso
Vituoso Full Page $22,190

TOTAL
*After 6 months the Impressions Program may be adjusted after evaluation of budget and strategy
Pricing Subject to Change
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Proposed 
Schedule, Pricing 
& Reach 2024
PLAN 1 -  CONTINUED

Media Ad Description Price 
Digital
Conde Nast UK
Conde Nast UK Instagram Post $2,750.00
Conde Nast UK Digital Native Content - House and Garden $25,000.00
Conde Nast UK Digital Native Content - Conde Nast Traveller $41,850.00
Conde Nast UK Social Campaigns $11,500.00
Country Life
Country Life Weekly E-Newsletter $1,950
Country Life E-Newsletter Dedicated Send $2,250
Country Life International Property Listing $400/Listing; $2,500 Unlimited listings
Dezeen
Instagram Grid Post $9,750 
Instagram Targeted Post $3,125 
Agenda Enewsletter - Weekly Hero 1st Position $5,250 
Elite Traveler
Elite Online Real Estate Showcase Online Real Estate Showcase $4,000 per article for one year
Elite Dedicated E-blast Dedicated E-blast $7,000 per week
JamesEdition 
Main Home Page Rotating Gallery Featured Banner $2,000/month
Real Estate Rotating Gallery Featured Banner $1,600/month
New & Trending Home Page Position Featured Spot $1,200
New & Trending Real Estate Position Featured Spot $1,000
Featured Article and E-Newsletter promotion Newsletter Top & Journal Article $5,500
E-Newsletter Featured Listing E-Newsletter $1,500
Social Media Listing Feature Photo $800, Photo Plus $1,000, Video $1,800
Le Figaro
Headline Search Featured City $795/City/Month
Native Ad Native placement by City $500/City/Month
Web Advertorial + Ad Campaign Article, Sponsored Social Posts, email, native campaign $4,850
Boat International
Boat International Boat International $750.00

Print
Architectural Digest
Architectural Digest - Germany Half Page $25,750; Full Page: $40,000; Premium Full page from $44,000
Aston Martin
Aston Martin Magazine Full Page $17,250.00
Boat International
International issue Full Page $4,650.00
International issue Full Page + E-Newsletter $5,100.00
Conde Nast UK
Conde Nast UK 4 Full pages in 4 Magazines + Instagram $9,625
Country Life
Country Life Full Page $3,300 
Country Life Double Page Spread $6,400 
Country Life Full Page Advertorial $4,500 
Country Life Double Page Advertorial $8,900 
Elite Traveler
Elite Traveler Full Page; half or quarter Full Page $9,250 Spread $18,250
Financial Times
How To Spend It HTSI Global Property Special Full Page  $30,000
Financial Times Quarter Page $6,800.00
Financial Times Half Page $11,500.00
Financial Times Full Page $20,850.00
London Daily Telegraph
London Daily Telegraph Quarter Page $6,325.00
London Daily Telegraph 3″ x 5″ $1,852.00
London Daily Telegraph 6″ x 5″ $3,715.00
Le Figaro
Full Page Full Page $2,500
Full Page Advertorial Full Page Advertorial $3,000
Maybourne Hotel Group
Magazine - London, Monaco, LA Full Page $13,000
Private World
Private World - Vista Jet In-house Magazine Full Page $17,250
Robb Report
Robb Report - UK Full Page $13,000.00
Robb Report - Germany Full Page $31,000.00
Robb Report - Monaco/France Full Page $11,200.00
Vituoso
Vituoso Full Page $22,190

TOTAL
*After 6 months the Impressions Program may be adjusted after evaluation of budget and strategy
Pricing Subject to Change


