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Introduction
  
POLO&LUXURY Magazine – for over eight years the  
encyclopedia of the international scene of polo sport 
and ultimate advisor for international very affluent  
individuals.
 
This exclusive coffee table book is unique in the world and 
reaches individuals of the highest purchasing power (HNWI 
& UHNWI) who love the polo sport and cultivate and enjoy 
a sophisticated lifestyle. The POLO&LUXURY Magazine is 
the ultimate magazine of the international polo world. With 
exclusive reports it connects the sport of kings with their 
luxury lifestyle. 

The POLO&LUXURY Magazine is distributed with a circu-
lation of 12,500 copies in 13 countries and 15,200 down-
loads of the digital version, it will reach your target audi-
ence 100%. The estimated number of international 
ultra-rich readers is more than 85,000 per issue. 

Distribution to about more than 150 polo clubs and avail-
able in the VIP sections of the best tournaments in Aus-
tralia, Austria, China, Czech Republic, Dubai, France, Ger-
many, New Zealand, United Kingdom, South Africa, Spain, 
Switzerland and USA. Individual delivery to decision-mak-
ers, investors and ultra/high-net-worth individuals – pro-
vided in business lounges and private jets and sent to spe-
cially selected sponsors and advertising customers.

Provided to first-class hotels, to hospitality partners of the 
best polo tournaments, exclusive locations and other hot-
spots in the regions of publication, especially in Beijing, 
Dubai, Abu Dhabi, St. Tropez, St. Barth’s, Zurich, Munich, 
St. Moritz , Sylt, Paris, Cape Town, Singapore, London, Vi-
enna, Stellenbosch, Plettenberg Bay.

polo-luxury.com is the complementary web portal to the 
print edition, providing a multiplatform media experience.

POLO&LUXURY Magazine is the only 
magazine for the polo and luxury scene 
that is published as a high quality  
hardcover coffee table book

POLO&LUXURY Magazine is your  
key to selected international high-end  
distribution channels without any  
scatter loss

More than 85,000 international  
super affluent readers per issue

6 months visibility in 13 countries
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Feel 
the difference –  
quality at its best
With reports full of emotion POLO&LUXURY whisks its 
readers away to the stunning world of polo and luxury li-
festyle. All the exclusively in-house produced articles and 
interviews are extraordinary in every aspect.

Quality at its best. To live up to this ambition in mind we 
are reporting about the prestigious polo tournaments and 
polo clubs around the world, new and classic luxury cars, 
food and wine specialties, interior design, art and culture, 
and much more for over a decade. 

The unique appearance with first-class hardcover and 
high-quality paper underpins the timeless beautiful design 
and enhances the POLO&LUXURY’s expressive tactile sen-
sations. The protective packing for shipment guarantees 
the readers around the world arriving the magazine in per-
fect condition. The POLO&LUXURY Magazine meets the 
highest standards of quality and appears twice a year.
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Distribution
The longstanding personal contact of the publishers and 
editors with the leaders of the international polo scene 
opens the doors to POLO & LUXURY that remain closed 
for most publications.

Additionally, the POLO&LUXURY Magazine maintains me-
dia partnerships with Federation of International Polo FIP 
= World Organization of the international polo sport), na-
tional Polo Associations such as the Chinese Horse Indus-
try Association and international leading polo events 
around the world such as the world renowned St. Moritz 
Polo World Cup on Snow, Dubai Polo Gold Cup Series, 
Hublot Polo Gold Cup Gstaad, French Open Polo Cham-
pionship, International Beijing Open Championship as well 
as cooperations with selected top companies and exclu-
sive luxury hotels and selected private jet companies. 

Being based in Switzerland and South Africa, POLO&LUX-
URY Magazine provides worldwide coverage of exclusive 
polo events held by its numerous partnering polo clubs 
featuring exclusive background reports and personality 
stories, and presents the latest luxury vehicles, beauty and 
wellness highlights, jewellery, watch and fashion trends of 
international top brands. 

The POLO&LUXURY Magazine is distributed to:

■ Polo clubs in 13 countries

■ Nationwide in polo clubs in Germany, Switzerland, and 
 Austria and in selected polo clubs worldwide

■ Top international polo tournaments

■ Selected private jets

■ Selected private lounges

■ Automobile owners clubs

■ Classic car dealers

■ Private banks

■ Wealth management companies

■ Selected five-star hotels

The POLO&LUXURY 
Magazine is media partner 
of FIP (Federation of Inter-
national Polo). FIP is the 
international federation 
representing the sport 
of polo.
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Printed copies per issue 12,500

Downloads digital version      15,200
from the web portal

               38 %  62 %
             female  male

Readership
Reader profile details
The POLO&LUXURY Magazine readers are polo sport and 
horse lovers (HNWI & UHNWI) and therefore used to the 
good things in life: known as frequent travelers they enjoy 
besides their busy lives the nice things offered to them. 

Who they are
Younger as 35 years   12 %
Age 36 – 44 years    31 %
Age 45 – 54 years    39 %
Age 55+     18 %

Average number of people per household 3
Average number of readers per copy  6,4

Occupation 
Company Owner    55 %
Chairman, President, Non-Executive
Board Member, Managing Director, 

General Manager     30 %
Senior Vice President, Head of Department    

Other Senior Management position  15%

Household income 
Average household income  EUR 1.000.000
Average total net worth more than EUR 15 million
Average properties (homes)  minimum 3 
Average luxury vehicles    5

Reader loyalty 
Give it to close family and friends   65 %
Save the entire magazine   78 %
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Design and look
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POLO

‘Mr Polo Gstaad’ – Pierre Genecand, president Hublot  
Polo Gold Cup Gstaad 
 
Photo: © R&B Presse/Pascal Renauldon

Cédric Schweri welcomes Eric Sturdza 
 
Photo: © Kathrin Gralla

After the successful defense of the title 
Cédric Schweri aims 2019 for the  
third title in a row

23rd Hublot Polo Gold Cup in Gstaad

Polo Luxury & Country Life Magazine  |  Issue 03  |  20189

POLO

What an incredible final! The Hublot Polo 
Gold Cup has always offered high-class 
polo sports, but there has not been such 
an exciting and highly competitive final 
as this year at the airfield in Saanen.  
In the final, the teams of the defending 
champions Banque Eric Sturdza with 
Cédric Schweri, Marcos Riglos, Nico 
Lopez Fuentes, Joao Novaes and  
Clinique La Prairie with Faris Al-Yabhouni, 
Agustin Canale, Hugo Barabucci, Gonzalo 
Bernal faced each other.

Second win in a row for Team Banque Eric Sturdza with Marcos Riglos,  
Nico Lopez Fuentes, Joao Novaes and Cédric Schweri  
 
Photo: © R&B Presse/Pascal Renauldon

Final: Team Clinique La Prairie and Joao Novaes of Team Banque Eric Sturdza 
 
Photo: © Arnaud Soalhat
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“To bring people together –  
conservation and charity hand in hand” 
Under a pristine blue spring sky, we are travelling on the R27 from Cape Town up the 
West Coast towards Namibia, headed for the thoroughbred racehorse farm Rondeberg. 
But today our interest is not focussed on the successful horses of the Plattner Stud, we 
have come to find out more about the unique development project Leadership for  
Conservation in Africa – LCA in short – whose untiring driver and figurehead for the LCA 
main project in the Congo is Sabine Plattner. The entrepreneur and philanthropist with 
German roots had lost her heart to Africa back in the late 1960s.

By Birgit Hügli-Herrmann and Chris Hügli

LCA Leadership for Conservation in Africa

LIFESTYLE

Giving us a warm welcome on the beautiful horse breeding farm 
surrounded by pristine nature, she introduces us to Chris Marais, CEO 
of Leadership for Conservation in Africa, who is joining us today. 

“Shall we do the interview in English?”, we ask. “Let’s do it in a mix of 
German and English and let’s stick to the first name, that’s easier,” 
replies Sabine Plattner. Enjoying a good cup of coffee and Swiss pra-
lines, we have a leisurely conversation, slowly immersing ourselves 
deeper and deeper into the fascinating world of Leadership for Con-
servation in Africa. Already during our research in preparation for the 
meeting, LCA had caught our curiosity. Now that Sabine Plattner and 
Chris Marais give us more insight about the development from when 
it was established in 2005 all the way to the visions for the future, we 
are becoming increasingly excited about LCA. We can tell you that 
much already: this report will give you, dear readers, a first glimpse 
into this interesting initiative, continuing to give you more insight 
regularly with each Polo Luxury & Country Life Magazine issue about 
the profound support that LCA provides for a better future of the 
people and nature in Africa. 

It all started with a mountain bike accident that forced Sabine Plattner 
to rest, confining her to the house for 10 weeks – a completely new 
challenge for this otherwise highly active businesswoman who was al-
ways on the move. Driven by boredom, she went through a pile of 
papers that had been lying around for a while. They were documents 
that Sabine’s personal assistant Lientjie Marais had brought around a 
few months ago with compliments from her father. As instructed by 
Sabine, she had left them on a sideboard where they had been collect-
ing dust, almost forgotten. “I read through them and started to get cu-
rious. They described a vision by Chris Marais, who had been working 
in many African countries for several years, to provide sustainable sup-
port for possible projects in Africa. Having aroused my interest, I invited 
Chris Marais to tell me more about it, and after our first meeting I knew 
that I had found a new major challenge for my life.”

Businesswomen and philanthropist  
Sabine Plattner

LIFESTYLE 
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FAHRZEUGE ·  CARS

A visit to the production facility for the Bugatti Chiron

Backstage at the Molsheim dream factory

25

FAHRZEUGE ·  CARS

Polo Luxury & Country Life Magazine  |  Issue 01  |  2017

At its facility in Molsheim in an idyllic location in Alsace, which has been the home of the 
marque since it was founded in 1909, Bugatti is making automobile dreams come true. The 
production building for the Chiron, which Bugatti calls ‘Atelier’, has a floor space of more 
than 1,000 square meters. It was inaugurated in 2005 and was designed by the renowned 
architect Professor Gunter Henn from Munich. For more than 10 years, the Veyron 16.4 
and its derivatives were built here. For the Chiron, many modifications were made to the 
Atelier and associated facilities to take account of the new product properties and 
increased complexity of the production process. 

“Dubai is now well and truly  
on the world map of polo  
and we will continue to raise  
its profile even further”

Interview with Mohammed Al Habtoor

POLO
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Mr. Al Habtoor: How did you get involved in 
polo?
I love horses. I have been riding since I was 
young, so it was easy for me to get into the 
sport. My passion for riding soon developed 
into polo. It is a team oriented sport. The part-
nership is not only between you and your 
team but also with the horses. I started playing 
polo in 2000, nine years after my brother 
Rashid. I started with two horses in 2000 and 
the Habtoor Polo Organisation now has hun-
dreds of horses just for polo in Dubai. 

Polo in UAE has been driven to new heights 
with Habtoor Polo by its side. Would you 
summarize the manifold activities of Al 
Habtoor related to polo for our readers? 
Three years before starting the Dubai Polo 
Gold Cup Series in 2010 I was trying to get all 
the patrons together, to take part of the tour-
nament. Politics in polo around the world is a 
bit complicated but by creating the Dubai Polo 
Gold Cup Series I managed to put all the pa-
trons to put politics aside and work together 
as a team. I am so proud that it is a fair compe-
tition. I have to thank all the patrons for sup-
porting me in that.

Before we started the Dubai Polo Gold Cup 
Series the patrons only had a few horses and 
they brought in professionals to play practices 
and some exhibitions. Today all the patrons 
and the teams had put their names on the 
polo map worldwide. Everyone knows 
Habtoor Polo in the world, everybody now 
knows Bin Drai Polo, Ghantoot, Abu Dhabi, 
Zedan, Mahra.

The Dubai Polo Gold Cup is well established 
and now running into its 9th year. The ‘Dubai 
Open’ has earned itself a worldwide reputation 
thanks to the commitment from the patrons 
and teams that have participated over the 
years. The Dubai Polo Gold Cup has achieved 
so much in such a short space of time. What 
started out as a 10–12 handicap game in 2010 
is now the highest handicap tournament in the 
Middle East – with a 18-high goal handicap. 
But that’s not all … we are currently studying 
upping the stakes even further – to a 20-goal 
handicap next year! This will without a doubt 
increase competition even further.

I am very proud of our achievements so far, 
and Dubai is now well and truly on the world 
map of polo and we will continue to raise its 
profile even further. Last year, the Al Habtoor 
Group launched the St. Regis Dubai, Al Habtoor 
Polo Resort & Club.

How important is the polo sport in your life?
Very important … The second most important 
to me after my business.

7 Polo Luxury & Country Life Magazine  |  Issue 05  |  2017

Interview: Christoph Hügli

The Al Habtoor family and the 
game of the kings have 
enjoyed winning partnership 
for many years. The Al Habtoor 
Polo legacy was established in 
the year 2000 by a man of 
polo passion, Mohammed Al 
Habtoor. Since then, polo has 
been driven to new heights 
with Habtoor Polo by its side. 
In the following exclusive 
interview, given by Moham-
med Al Habtoor to the Polo 
Luxury & Country Life Maga-
zine you will learn more about 
this successful business man, 
international polo player and 
engaged promotor of the polo 
in the UAE.

POLO

38

GOURMET

Truffles – only the ‘Real thing’ is a superfood

Why the Queen of Alba  
prefers a bed of creamed  
spinach and fried egg
By Birgit Hügli-Herrmann
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GOURMET

There are many legends around truffles, but only two varieties –  
the white truffles from Piedmont and the black Périgord truffles – 
among the 300 known truffle varieties make the hearts of true 
gourmets beat faster. “When it comes to discovering and experi-
encing truffles and the associated pleasure, one cannot get past 
these two varieties,” says Ralf Bos, Germany’s largest truffle trader. 
Known for 25 years in the business and in the scene as the truffle 
pope, Ralf Bos supports us as an expert, as we delve into the  
mysterious world of truffles while disclosing some of the secrets  
of the queen of delicacies and have a look at the international  
truffle market and its development.

According to Ralf Bos, what makes the appeal of truffles perhaps the most expensive 
food is not the price. “Otherwise saffron, gold leaf or beluga caviar would be similarly 
mystified. But they won’t. When Beluga becomes more expensive, it simply sells less, 
full stop. It’s something else. I can imagine that it has something to do with the scale. 
The one who was fortunate enough to be able to enjoy a dish with class ten truffles 
will never forget this. Especially if it was the first truffle dish of his life. The so infected 
connoisseurs are called truffle junkies. These truffle junkies drive or fly several times 
each season for a plate of pasta to Alba or Savignio. Always looking for the same kick 
they experienced the first time.”
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LIFESTYLE

The Collection of  
Peggy and David Rockefeller  
reached over $832,5 Million

Christie’s Auction – highest total for a private collection at auction in history

After a six-month campaign, ten days of online sales and  
three days of dynamic auctions at Christie’s Rockefeller Center,  

the total for the 1,500 objects comprising the Collection of  
Peggy and David Rockefeller reached $832,573,469 (€698,302,524), 

well exceeding initial expectations and establishing the highest  
auction total ever for a private collection at auction.

The top lots of the sale included Picasso’s, 
Fillette à la corbeille fleurie, which realized 
$115,000,000, the second highest price for 
the artist, Monet’s Nymphéas en fleur which 
sold for a record $84,687,500, and Matisse’s 
Odalisque couchée aux magnolias which sold 
for $80,750,000, another auction record. 
Further records include Diego Rivera’s The 
Rivals that sold for $9,762,500, establishing 
a world auction record for the artist and for 
a work of Latin American Art. The Art of the 
Americas sale set a new record for the cate-
gory total, and Gilbert Stuart’s George Wash-
ington (Vaughan type), set a record for the 
artist at $11,562,500. Among the decorative 
arts, a record was set for 19th Century porce-
lain for the Sèvres ‘Marly Rouge’ service 
commissioned by Napoleon I, which sold for 
$1,812,500.

60

By Christie’s

AR T

Polo Luxury & Country Life Magazine  |  Issue 02  |  201861

Living room of Hudson Pines Residence: Matisse’s Odalisque couchée aux magnolias 
which sold for $80,750,000

Gilbert Stuart’s George Washington (Vaughan type), set  
a record for the artist at $11,562,500

Two of the top lots of the sale Picasso’s, Fillette à la corbeille fleurie (left) which realized $115,000,000 and Monet’s Nymphéas en fleur (right) which sold for a record $84,687,500
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Rates

Advertisement I Advertorial POLO&LUXURY Coffee Table Book
Format Width  Height Price 
 mm mm EUR (€) 
   exclusive of VAT

1/1 240  x  320  5,400.–

1/1 Inside front cover  240  x  320 8,250.–

1/1 Inside back cover  240  x  320 7,550.–

1/1 Back cover 240  x  320 9,050.–

2/1 Panorama 480  x  320 9,500.–

2/2 Panorama 480  x  160  5,995.–

½ Upright format 120  x 320 3,000.–

½ Landscape 240  x  160 3,000.–

Product recommendations   76 x 157 750.–

Special placement  + 20 %
Agency commission  15 %

4 colors CMYK Euro Scale + optional Pantone 872 C (gold color), except cover. 
The advertising images should have 300 dpi (high res) at the correct printing  
dimensions +3 mm bleed each side. Special packages, advertorial, editorial and 
inserts upon request. 

For any questions please contact: office@polo-luxury.com

Deadlines and publication dates

Summer edition 30th May 2020   
Closing date  5th April 2020

Winter edition 30th November 2020  
Closing date 7th October 2020

|

TH35

ISSUE 01 | 2019

www.polo-luxur y.com 
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Web-portal 
Banner Website www.polo-luxury.com
 month 6 months        12 months
468 x 60 Pixel Full-Banner € 249.– € 1,299.– € 2,259.–
Routinely in all categories

468 x 60 Pixel Full-Banner  price on request
Placed on the top of the website

234 x 60 Pixel Half-Banner € 199.– € 859.– € 1,398.–
Routinely in all categories

340x 680 Maxi-Banner € 299.– € 1,449.– € 2,359.–
Routinely in all categories

340 x 340 Pixel € 199.– € 859.– € 1,398.–
Routinely in all categories

650 x 120 Pixel € 599.–  
Full field right side

Presentation of new products   € 400.– / The article will remain on  
our web portal for 3 months

Integration of product videos   price on request
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Newsletter  
and social media
Your banner on the POLO & LUXURY Newsletter

   1x       5x
Leader board complete € 450.–           € 1,495.–
577 x 90 pixel

Top of a category € 300.–           € 1,095.–
393 x 90 pixel

Facebook

Product recommendations on Facebook price on request
POLO&LUXURY
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Media partnerships and 
Partner tournaments
The Presenting Partner Package is the most exclusive way for a company to take 
a partnership with POLO&LUXURY Magazine.

In each segment we offer only one company a presenting partnership. All presen-
ting partnerships are tailormade, i.e. you and your company enjoy lots of benefits. 

The basic services of the partnership include:

■ 2 full-page ads 

■ 2 four-page reportages (topics selectable by the presenting partner)

■ 2 double-page reports featuring the presenting partner on polo tournaments  
 where the presenting partner acts as a team or main sponsor – alternative  
 2 double-page product recommendations

■ 468 x 60 Pixel – Full-Banner for 12 months on www.polo-luxury.com 

■ 468 x 60 Pixel – Full-Banner for 12 months on www.polo-scout.com 

■ 2 x 20 copies of each issue of the POLO&LUXURY Magazine

■ Presentation of the presenting partner on the POLO&LUXURY website

■ Post on Facebook and Twitter with a special highlighting on the presenting  
 partner in the run-up to, during and after its polo events – alternative 2 product  
 recommendations

Price for 1 year Presenting Partner Package EUR 29,950.– 
exclusive of VAT
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Publishing 
company and 
contact details
Publisher and Editor in Chief   
Birgit Hügli-Herrmann    
birgit.huegli-herrmann@polo-luxury.com  

Chief Executive Officer (CEO)
Christoph Hügli
chris.huegli@polo-luxury.com

Sales contact
office@polo-luxury.com

Headquarter Polo Luxury
Media Professional GmbH
Rinderberg 11
CH-6166 Hasle LU
Phone +41 44 586 29 64
office@polo-luxury.ch
www.polo-luxury.com 

Polo Luxury Office South Africa Postal Address
Polo Luxury c/o Albion AG Inc
PO Box 609
Melkbosstrand 7437
South Africa

Physical Address 
225 & 226 Penguin Close
Grotto Bay Resort
Phone +27 22 492 2001
office@polo-luxury.com
www.polo-luxury.com
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