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“ The Financial Times is ranked as the most widely-read,

influential, impartial and trustworthy source amongst

international daily titles.”

Media Brand Values Survey, 2004
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Letter from the Worldwide Advertising Director
Here at the Financial Times, we aim to provide the best service, solutions and results for

advertisers who want to reach the world's most influential decision-makers.

Over the past five years, the Financial Times has evolved from a newspaper into a global

multi-channel media organisation, through which our advertisers can reach an influential

audience of senior decision-makers and affluent consumers.

The editorial pages of both the FT newspaper and FT.com regularly cover the business of

advertising. So we're more aware than most that today's advertisers need creative, cross-

media opportunities to achieve maximum visibility and impact amongst their target audience.

This insight into our advertisers' needs, together with an understanding of the importance

of quantifying and measuring effectiveness, allows us to provide outstanding media solutions.

In addition to print and online, we offer our clients the opportunity for co-branded

publications; the option of sponsored supplements which add impact to campaigns and

extend brand messages; and fully integrated campaigns specifically designed to maximise

data capture.

Our bright and enthusiastic sales people frequently move between departments and

international offices to ensure that they really understand the breadth of our client base,

and are able to benefit from the FT's truly global network. Having worked with some of

the world's best marketing brains in the business, our people are able to bring fresh ideas

for inventive, inspirational and effective cross-media campaigns.

We look forward to working with you over the coming year.

Ben Hughes

Worldwide Advertising Director

Financial Times
DID YOU KNOW?

The total business expenditure by FT

readers across Europe is ¤136.7 billion,

which is more than that of readers of the

Economist, IHT and WSJE combined.

Source: EBRS 2004

“We're focused on the
quality of the people
who work with us, the
quality of the service
they provide and the
quality of the
products the FT has
to offer.”

Letter from the Editor
The mission of the Financial Times is to be the world’s leading source of news, comment

and analysis. 

We publish four print editions – for Asia, the US, Europe and the UK – and round-the-clock

on the internet at FT.com. We pride ourselves on our reliable and exclusive reporting,

insightful analysis and trenchant comment on business, the economy and everything that

affects them. 

The FT has four core strengths:

•  A very strong brand name, recognised by decision-makers around the world for its 

accurate, unbiased and authoritative coverage.

•  Top-calibre editorial resources. Fielding more than 450 journalists on five continents, and 

many more specialist reporters than most of our competitors, our job is to add value and 

depth to the news – by using our experience, by making connections. 

•  A global approach. We are a single news organisation producing a single body of content.

We aim to spot trends and events that are significant for business decision-makers wherever

they are, and report and analyse them consistently through the lens of global markets. 

•  A broad perspective. We are interested not just in bits, bytes and data, but also in the

political economy and the social forces that shape business. And to help readers outside 

work, we have a sense of the finer things in life: world-beating arts coverage, and an

unmatched weekend package covering culture, luxury, leisure and ideas.

The world is drowning in data. People read the FT for a reliable guide to the things that matter

and a deeper understanding of the business world.

AAnnddrreeww GGoowweerrss

Editor

Financial Times
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The FT – a global business newspaper

“The world is drowning
in data. People read
the FT for a reliable
guide to the things

that matter and a
deeper understanding
of the business world.”

DID YOU KNOW?
FT readers worldwide manage fundsworth $19 trillion – that’s over one and a half times the GDP of the United States.

Source: PIC WW 2003/2004
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About the FT
The FT is an established world-class brand, renowned for its authority and integrity.

When our customers talk about us, certain words come up time and again: they capture

the very essence of the FT.

The global FT
The Financial Times has a broad international reach, with a worldwide circulation of 437,156.*

This opens up a wide range of global opportunities for advertisers.

The FT is published in different editions for Asia, the US, Europe and the UK. Although the

structure of the international news pages is common to all editions, the content – stories,

financial statistics, comment and analysis – reflects what's important to each region. Not

only does this make the FT attractive and relevant to its readers wherever they are: it also

creates advertising opportunities that are targeted and appropriate for your chosen market.

* ABC Jan-Jun 2004

• Trustworthy

• Authoritative

• Accurate

• Factual 

• Clear

• Reliable

• Rigorous

• Incisive

• Meritocratic

• International

• Bright

• Creative

• Innovative

• Analytical

• Unbiased
Over the past five

years, the Financial
Times has evolved from

a newspaper into a
global, multi-channel

media organisation.

DID YOU KNOW?
The FT is the number one title for reachingsenior executives in the largest banksworldwide. Combining print and online reaches

almost half of all key decision-makers in theglobal financial services sector. 

Source: Global Capital Markets 2003

It is not surprising that the Financial Times is known as the world's business newspaper.

With four regionally-focused editions worldwide, it is printed in 23 cities across the world,

is available in 140 countries and is read by 1.4 million people.*  

The Financial Times newspaper is an indispensable source of information for key decision-

makers throughout the world. The FT audience is a powerful group of influential business

people and high-spending consumers, who are attracted to the newspaper for the edge it

gives them in business and in life. The average age of our readers is 50: 82% are male and a

weekday reader earns an average of £106,280 / $191,304 per year.** 

The Financial Times offers a broad range of marketing opportunities to companies and

organisations who want to reach the influencers where it counts, when it counts. The

newspaper sections are targeted at high flyers and big spenders on different days in

various ways, supplying relevant exposure to this sought-after readership.

* ABC Dec 03-May 04, NRS Apr 03-Mar 04, ** FT Global Readership Survey 2003

Senior decision-makers

Sources: Mendelsohn 2004, PIC WW 2003/2004, Global Capital Markets 2003

The global FT audience

With a daily global
circulation of nearly
440,000, the FT is
read by 1.4 million
people.

DID YOU KNOW?

Adding FT.com to an FT schedule for 

C-level executives will give an uplift of

65% from the print medium and a 67%

uplift for board directors. 

Source: Europe 2004

                   



Percentage of FT readers by industry who are decision-makers

Source: FT Global Readership Survey 2003

Not only are our readers senior decision-markers, they are also wealthy:

•  The average value of their investments and savings (excluding property) is £555,720 / 

$1,000,296.

•  They have an average personal income of £106,280 / $191,304.

Source: FT Global Readership Survey 2003
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The FT around the world
Financial Times Asia
Having launched in 2003, the FT's edition in Asia-Pacific won the 2004 Excellence in

Newspapers Award – the top prize for newspapers at the Society of Publishers in Asia

(SOPA) Editorial Excellence Awards. The FT's circulation in Asia has risen by an impressive

250% since 1997,* with readership increasing by 41% in Hong Kong, 26% in Singapore and 8%

in South Korea since 2001.** In 2004, the FT opened a print site in Sydney, becoming the

first international daily newspaper to print in Australia.

* ABC 1997-2004, ** ABRS 2001, 2004

Audience highlights

•  71% of FT readers in Asia are involved in business purchases – more than any other 

international title.

•  53% of readers in Asia are C-suite executives.

•  The FT reaches executives with the greatest purchasing power.

Source: ABRS 2004

Financial Times US
The FT's US edition is going from strength to strength, attracting a quality audience and

satisfying the growing demand for independent, international business news, comment and

analysis in America. It is the only non-domestic newspaper delivered daily to the White House.

Serving Canada, the US and South America, it has almost doubled its circulation in the

region over the past five years and continues to grow steadily.*

* ABC 1997-2004

Audience highlights

•  FT readers are more likely to be C-suite executives than readers of any other competing 

title in the US.

•  33% of FT readers in the US have two or more properties.

•  Their average savings and investments are worth £106,280 / $181,000, almost double that

of other high net worth individuals. 

Source: Mendelsohn Affluent Survey 2004DID YOU KNOW?

The FT delivers more senior business decision-

makers than its competitors in 13 of the specified

17 Mendelsohn categories, and ranks number one

in terms of purchasing power of its readers in

several key financial and IT targets.

Source: Mendelsohn Affluent Survey 2004

DID YOU KNOW?FT readers in Asia are more likely to be responsible

for their company's finances at an international

level, and to be involved in foreign investment

in their company, than readers of any other

international business publication. 

Source: ABRS 2004
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The global FT audience continued
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The FT around the world continued

Financial Times Europe
The FT's Europe edition is a vital resource in Continental Europe, the Middle East and

Africa. With 20% more readers than its nearest competitor,* it is the leading business

title for Europe's business and government decision-makers and opinion-formers.**

* Europe 2004, ** EOLS 2003

Audience highlights

•  The FT is read by more high-income earners, frequent flyers, luxury goods purchasers and

business decision-makers than any other competing title.

•  The FT reaches over 22% of senior executives across Europe responsible for sales or

marketing internationally – 84% more than any other international title.

•  The FT reaches 28% of senior executives responsible for their company’s finances at 

international level – 67% more than the next best international business title.

Source: EBRS 2004

Financial Times UK
Established in 1888, the Financial Times is the most intelligent, trusted and informative

newspaper for the UK's high achievers, and the number one business title for reaching the

most senior business people* and the most influential opinion-leaders.**

* EBRS 2004, ** EOLS 2003  

Audience highlights 

•  The FT reaches more C-suite executives than any other quality newspaper and is the

number one title among chief executives.

•  An advertisement in the FT newspaper and on FT.com will reach 434,000 senior consumers

and decision-makers across the UK.

•  66% of FT readers own stocks and shares compared with 46% for the average Premier TGI

survey respondent.

Sources: Europe 2004, British Business Survey 2003, Premier TGI 2004
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The Financial Times is the newspaper for globally-minded business people. The international

business community forms the core of our weekday readership and we have unparalleled

experience in reporting, reviewing and analysing the business and financial markets

throughout the world. As these markets have developed and become increasingly global,

the range of coverage offered by the FT has expanded.

A trusted advertising medium in the business community, the FT provides advertisers with

an effective voice in many sectors. Because it is ideally suited to communicating corporate

messages, a wide range of companies use the FT to generate public confidence and stimulate

future business.

News – Section 1
We cover all the important world news of the day. The front page carries useful sign-posts

to the top stories and features, so our readers can turn straight to what's important to them.

As well as reporting the news, we provide additional value with our extensive breadth of

coverage. This ranges from our Comment & Analysis pages through to our daily Business

Life section, which carries in-depth articles on a wide range of subjects such as management,

technology, marketing, law and science.

The influential – and essential – Lex column appears prominently on the back page for

easy access. Again, it's tailored to reflect the most important financial and economic news

in the different regions of the world.

But the FT is about more than business. So there is also our respected arts page, with a

uniquely strong group of critics covering the most exciting arts events worldwide, and

regular sports reporting and opinion. 

Companies & Markets – Section 2
Companies and Markets forms the second section of the newspaper, providing a forum for

news and analysis of companies, capital markets, commodities, currencies and prices – both

regionally and globally. 

Additional Weekday Sections
The FT features a range of regular supplements throughout the week. Each regional edition

has its own selection, providing advertisers with closely targeted opportunities as well as a

unique editorial environment for their messages. You will find more information on these

regional variations in the FT Around the World brochure.

Guide to the Weekday FT 

FT Newspaper www.ft.com/toolkit FT Newspaperwww.ft.com/toolkit

To maximise your
reach, why not
sponsor a homepage
on the day your print
advertisement runs?

DID YOU KNOW?

The FT is read by nearly 85% of top

financial decision-makers in the UK and

by 40% worldwide.

Source: Global Capital Markets 2003
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About the Weekend FT 
The Weekend FT reaches influential and high-spending consumers during their leisure time.

It offers them intelligent and stimulating coverage, both of life's pleasures and of the serious

issues of the moment. And, unusually for a weekend newspaper, its perspective on both

news and culture is global.

"An uncluttered, quality environment, superlative intelligent journalism
and a readership profile perfectly matched to our brand make the FT the
definitive media partner for Dunhill."

AAnnddrreeww WWiilleess

Communications Director, Dunhill
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DID YOU KNOW?

The FT was named “the leading title to keep

readers ahead of the game", "most popular",

“a must-read title" and "most quoted source"

amongst international daily titles.

Source: Media Brand Values Survey 2004

Guide to the Weekday FT continued

FT Reports
The Financial Times produces approximately 200 FT Reports a year. Appearing as pull-out

supplements in the newspaper and online at FT.com, they comprise two distinct groups:

•  FT Special Reports - examining industries, markets and business topics (eg Aerospace,

Derivatives, Corporate Governance).

•  FT World Reports - focusing on individual regions, cities and countries (eg Banking in Latin

America, Hong Kong, Russia).

Our regular technology report FTIT Review appears twice a month and our Mastering

Series produces several new editions each year. In addition, we offer a Partnership Publishing

service: companies can repackage FT content and publish it in various forms, enabling them

to benefit from the authority of the FT brand in a prominent and exclusive way.

Jobs and classifieds
The FT also carries appointments across a wide range of sectors, as well as dedicated daily

classified sections from property to business education and business opportunities, so our

readers know where and when to seek out your advertisement. These classified sections give

advertisers access to a global audience of affluent consumers and senior decision-makers.

DID YOU KNOW?The average value of savings andinvestments of FT readers in the US is
double the portfolio of the average high
net worth individual.

Source: Mendelsohn Affluent Survey 2004
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UK wealth of Weekend FT readers

Sources: NRS Jul 2003-Jun 2004, Premier TGI 2004

Travel by Weekend FT readers

Source: FT Global Readership Survey 2003
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The global Weekend FT audience
The Weekend FT provides special opportunities for advertisers. The newspaper enjoys a

13% higher worldwide circulation than the weekday FT,* 17% of readers are women** and it

has a readership of 1.1 million.* The average age of our readers is 49,** and they have an

average personal income of £104,000 / $187,200.**

* FT Internal Figures, ** FT Global Readership Survey 2003

The Weekend FT circulation

Source: FT Internal Figures Jan-Jun 2004

Global wealth of Weekend FT readers

Source: FT Global Readership Survey 2003

FT Newspaper www.ft.com/toolkit FT Newspaperwww.ft.com/toolkit

The weekend
newspaper enjoys a

13% higher worldwide
circulation than the

weekday FT.

The Weekend FT
reaches influential
and high-spending
consumers during
their leisure time.

When you target FT
readers, you will be
reaching an influential
audience of senior
decision-makers and
affluent consumers. 
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Weekend FT readers and home improvement habits
•  1 in 10 owns property abroad, compared with 1 in 25 for the average survey respondent.

•  60% of Weekend FT readers made improvements to their kitchen, bedroom or bathroom in 

the last 12 months, spending a total of £329,800,000 / $594,000,000 on kitchen improvements

in the last year.

•  Almost 1 in 10 has used a landscape consultant in the last three years, spending a total of 

£12,400,000 / $22,000,000 on garden furniture in the last year.

Source: Premier TGI 2004

How To Spend It reader shopping habits

Source: How To Spend It Survey 2003
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The global Weekend FT audience continued

Luxury spend by Weekend FT readers
•  One third of FT readers in Europe have a stock of more than 48 bottles of vintage wines.

•  On average they would pay more than ¤1,000 / £1,470 to replace a watch...

•  …and in total FT readers in Europe would spend more replacing a watch than readers of

the Economist and IHT combined.

•  FT readers are twice as likely as the average senior business person to own a luxury or

executive car, and FT readers own more such cars than readers of the Economist, IHT and 

WSJE combined.

•  The average UK FT Weekend reader spent £1,377 / $2,479 on arts and antiques in the last 

12 months…

•  …which equates to £115,100,000 / $207,000,000 for all FT Weekend readers in the UK.

•  Female FT Weekend readers spend almost £14,000,000 / $25,000,000 on shoes each year 

and male FT readers spend more than £26,300,00 / $47,000,000.

•  In total (including gifts) FT readers in the UK spent £19,200,000 / $35,000,000 on skincare

products in the last 12 months.

•  31% of FT readers in Asia own a luxury/executive car.

•  40% of FT readers in Asia take 6+ international business air trips a year.

•  FT readers in the US spend $835 on Artwork & Collectibles (143% greater than the

Mendelsohn average).

•  FT readers in the US spend $1,431 on men's clothing, compared with a Mendelsohn

average of $712.

Sources: Europe 2004, Premier TGI 2004, ABRS 2004, Mendelsohn Affluent Survey 2004
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DID YOU KNOW?One third of FT readers across Europe
have a stock of more than 48 bottles of
vintage wines, 1 in 10 has a swimming
pool and 1 in 6 has an art collection

Source: Europe 2004

The How To Spend It
magazine offers
advertisers worldwide
a direct route to the
affluent, brand-aware
FT audience at leisure. 

DID YOU KNOW?

For the 16th year, the Financial Times is the

most widely-read business title amongst the

most senior business people in Europe, and is

considered the most important read among

this most influential and affluent group.

Source: EBRS 2004

DID YOU KNOW?

Almost 1 in 4 FT readers in Asia owns a

watch worth more than $300; almost half

own a watch worth more than $1500.

Source: ABRS 2004
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How To Spend It magazine 
Chic, glossy and unashamedly glamorous, the award-winning How To Spend It magazine is

the FT's salute to luxury. Published monthly with the Weekend FT, it focuses on how the

educated, affluent and influential spend their time and money, providing FT readers with

lavishly-illustrated features on their personal buying choices and pursuits. It offers advertisers

worldwide a direct route to the affluent, brand-aware FT audience when they are at leisure

and focused on the finer things in life.

From January 2005 all editions of How To Spend It will be published worldwide, with

advertisers able to buy globally or the US, Asia or Europe editions separately.

How To Spend It publication dates

The FT Magazine (UK only)
FT readers may wind down at the weekend, but they don't switch off. That's why the FT

Magazine is about ideas. It stimulates our readers' thinking with a powerful blend of profiles,

eye-witness reportage, essays and criticism on arts and books. It is home to the well-

known feature "Lunch with the FT" in which world leaders talk candidly to FT correspondents,

and features a stunning array of columnists including John Lloyd on Media and Peter Aspden

on the Arts.

In 2005, there will be up to five Europe-wide special editions of the FT Magazine. Please call

your representative for details. 
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Guide to the Weekend FT
Published on Saturday, the Weekend FT is the thinking person's weekend newspaper and

substantially different from any other weekend offering. It is renowned for its intelligent

approach to life and leisure and for its global reach and accessibility.

The format offers close targeting for advertisers, with clearly-differentiated editorial

content. Each section has a distinct look in keeping with its particular mission.

The FT's Saturday package presents advertisers with an excellent opportunity to reach the

FT readership off-duty, either as business prospects or as consumers from a high-income,

high-spending group.

News
Section One parallels the Monday to Friday paper, for those whose interest in world events

does not end on a Friday evening. It is also home to the FT's acclaimed Comment pages and

our expert sports reporting and opinion.

FT Weekend
The FT Weekend section is all about the pleasures of life. It presents some of the wittiest

and most intelligent writing on food and drink, gardening, fashion, collecting, antiques,

interiors, property and travel to be found in any newspaper. It is also home to the famous

Back Page, in which our two columnists compete every week to present the respective

delights of living in the fast and slow lane.

Money & Business (UK only)
Money & Business combines the strengths of the FT's famous Companies & Markets section

with a special Saturday Money Guide, in which award-winning experts guide readers through

the maze of personal finance and provide news and comment on the latest products and

services.

FT Newspaper www.ft.com/toolkit FT Newspaperwww.ft.com/toolkit

DID YOU KNOW?

FT readers in the US have an average

income of nearly $200,000 and are far more

likely to be members of prestigious clubs

(yacht, university, golf) than readers of

other international titles. 

Source: Mendelsohn Affluent Survey 2004

The Weekend FT is
substantially different...

and maintains its 
position as the 

thinking person's
weekend newspaper.

DID YOU KNOW?
How To Spend It has won theColour Supplement of the YearAward on five occasions.

Source: UK Newspaper Awards 2004, 2003, 2002, 2000,1997

8 January
5 February 
5 March 
19 March Special Edition: A Passion For Fashion 
2 April 
16 April Special Edition: Superior Interiors
7 May
21 May Special Edition: Travel
4 June 
2 July 
6 August 
3 September
17 September Special Edition: A Passion For Fashion
1 October 
15 October Special Edition: Superior Interiors 
5 November
19 November Special Edition: Christmas Unwrapped
3 December 
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Maximise your campaign... 
Combining print and online dramatically increases coverage

Base: Using a four week period for online segment, average issue readership for print and total
universe (10,404,000).

Source: Europe 2004

Maximise your exposure to decision-makers
•  The FT reaches 92% more senior executives in Europe making business purchases online 

than any other international title.

•  In Asia, more than half of senior business people who read the FT use the internet to buy 

products and services.

•  Nearly 1 in 2 FT.com users in the US is a business purchase decision-maker/influencer.

•  15% of FT.com users in the US are financial services decision-maker/influencers, a

composition index of 301.

Sources: EBRS 2004, ABRS 2004, @Plan Fall 2004

...with FT.com Reach Builder
Today's readers consume their news in various ways, in different places and at different

times. Advertisers can exploit this trend in order to increase their campaign's effectiveness.

An integrated print and online campaign will not only extend your target audience base

but also put your message in front of them more often, and at the most effective times.

Combining the FT newspaper with FT.com offers advertisers a positive uplift in coverage

across a range of professions and industry types: in fact, research shows that it can increase

the unique reach of a campaign by up to 74%.* 

To find out more about the FT.com Reach Builder package, please visit the Extended

Opportunities section at www.ft.com/toolkit.

* BBS 2003, Europe 2004

The most powerful print and online combination worldwide*

* Figures are combining average issue readership and access in a four week period.

Source: Global Capital Markets 2003
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To maximise your
reach, why not sponsor

a homepage on the
day that your print

advertisement runs?

FT/FT.com combined
reaches more
European board
directors than buying
additional print titles.

FT.com is the world's
most popular audited
business website with

3.6m unique users.

www.ft.com/home/asia www.ft.com/home/uswww.ft.com/home/ukwww.ft.com/home/europe
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Where Europe 2004 is quoted, the figures are based on respondents visiting FT.com in a 4 week period.

Where currencies are mentioned, please note that the following conversion rates were applied:
£1=$1.80, and £1=¤ 1.47. 

All information accurate at time of printing.

FT Newspaper www.ft.com/toolkit

    



In a recent review of weekend magazines 

“ The Financial Times's other great success is its monthly How

To Spend It magazine, a genius Zen-shopping invention based

on yuppie consumer culture. It's also got one of the best names

in the business, one that I know is the envy of many consumer

magazine publishers.”

The Guardian, January 2004
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