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TOLO. Kings Polo Classic Overview

A The International Polo Club of Colts
Neck invites you to review our 2011
Sponsorship proposal of the Kings Polo
Classic.

A The Kings Polo Classic draws well-
connected, fashionable and influential
people, socializing, networking, and
watching polo in an ultra-VIP environment.

ACo-Host ed by Il gnaci o
Argentinian phenom and global Polo icon

A Seven (7) weekends of action packed
Polo matches - July 4t thru August 28t

A Powerful luxury lifestyle marketing
platform

A Unique business opportunity to increase [ /g
brand s,

awareness, generate relevant media
opportunities, and access a distinctive
audience
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p ; EPNGS O. International Polo Club of Colts Neck

LAS SIC

Founded in 2009, The International
Polo Club of Colts Neck was
established to further develop the

Sport of Kings through the rugged
competitive excitement of the Kings
Polo Classic.

The International Polo Club will host the
Kings Polo Classic this summer in a
setting of relaxed elegance. A series of

seven (7) matches will be held in
picturesque Colts Neck, New Jersey
offering a unigue atmosphere to enjoy
Polo up close and personal.
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Schedule:

A Monday, July 4t** - Tyler s Cup

A Sunday, July 10t

A Sunday, July 17t

A Sunday, July 24th

A Sunday, July 31st **- 2nd Annual Yellow
Cab Classic (Chicago Carriage Cab vs.
Triglobal)

A Sunday, August 21st ** (SLS Jets vs.
Triglobal - Benefitting Work to Ride)

A Sunday, August 28t (SLS Jets vs.
Yellow Cab - Benefitting Make-A-Wish
Foundation)

All Matches will be held at Bucks Mill Park
in Colts Neck, NJ and will begin at 5:00
PM. The event gate will open at 4:00PM.

R —— _“q ** International Polo Star Ignacio Nacho
Figueras will be Hosting and Competing in

Three (3) Events
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The Polo Fan Profile

A Average Age: 47

A 75.9% are Between the Age
of 3571 64

A 50% Male / 50% Female

A 92.3% are College
Educated

A Average HHI: $459,000

A Average Net Worth:
$4,680,000

AHighest Expenditures: Real
Estate, Automobiles, Travel,
Technology, Art, Jewelry,
and Antiques

Source: Research USA, Nov. 06
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ANiche Media
A Gotham
A Hamptons
A Pnhiladelphia Style

Grassroots Marketing
The International Polo Club of Colts Neck has secured
strategic partnerships with the following media outlets:

A The Mall at Short Hills

AVeriFone Media
AfTaxi
AAssociated Charities

Press Coverage

Cab

Ad

Progr amo

Pre and Post Match Print, TV, and

Digital Exposure

Viral Marketing

ASocial Media (Facebook, YouTube and Twitter)

A6 Wo-oftMout ho
Website Marketing

Our website features detailed event information, player &
team profiles and photo & video recaps of past matches
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Niche Media Overview

Niche Media Holdings LLC produces must-read, luxurious
magazines that mirror the sensibilities and spirits of the
unique, vibrant communities to which they cater.

Targeting a high-end, savvy readership, Niche Media
captures a coast-to-coast demographic that looks for the
finest in fashion, travel, food, spirits, and society.

Promotion of the 2011 Kings Polo Classic will include a mix
of full page ads and detailed advertorials about this years
event in the following publications:

AHamptons

AGotham
APhiladelphia Style
AThe Mall at Short Hills

Niche Media




VeriFone Media

VeriFone Taxi Cab Ad Program Overview

Sponsors of the 2011 Kings Polo Classic will receive
strategic integration across our Taxi Cab Ad Program
that will provide Sponsors with an additional platform to
reach and engage the desirable New York City Market
throughout the summer.

The Taxi Cab Ad Program will utilize the existing

monitors within New York City taxi cabs through the -
placement of special ads. These ads will run within the .
in-taxi WABC content loop promoting the 2011 Kings gg
Polo Classic and its Sponsors. L’

Program Details
AWABC Network: 6,300 taxis

A8 weeks total

A10,231,200 impressions
A7,500,000 spots

AMedia Value: $204,624 net




# éi’N(%SLO Featured Pre-Event Promotion Coverage
V - ULASSIC Verifone Media Taxi Cab Program
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Digital Assets

THE online destination for Polo in the Northeast, www.kingspolo.orq,
offers up-to-date match results, press releases, exclusive interviews
with SLS JETS Team Members, and a host of other rich media and
content focused on everything Polo.

POLO CLUB of COLTS NECK

Website Specifics 9
A7982 page views per month
A2015 monthly unique visitors

A2 min. 31 seconds is the average time
visitors spend on the International Polo
Club of Colts Neck Website

Partner Opportunities

A Right to re-purpose Kings Polo
Classic Content onto Sponsor s
Website and Social Media Pages
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AHomepage Banner Ads

- %";‘h"’s“
Alnterior Page Banner Ads mg :
ASponsor links on the Kings Polo Classic Website SicH @“‘"’"*
ALogo on the Intd Polo Club of Colts Neck Website R .



http://www.kingspolo.org/

i PSS o Featured Media Coverage
W ULASSIC Wall Street Journal (7/5/11)

THE WALL STREET JOURNAL
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The i?alléiel"Side of the 4th

By AMARA GRAUTSKI

There are those families who spend Fourth of July huddled around the grill, arguing over how early is too early to leave for
the fireworks display. They're in bathing suits and tank tops, chatting about Joey Chestnut's gluttony on Coney Island and
reminiseing about the time a sparkler caught Aunt Alice's hair on fire.

Those families are not the Garbers.

On Monday, Simon Garber and his family hosted the first match of the Kings Polo Classic at the International Polo Club of
Colts Neck in New Jersey. The Classic is a seven-match series through August that helps raise money for charity. Instead
of barbecue, there were waiters serving designer hors d'oeuvres. Instead of flip-flops, there were Christian Louboutins.
And instead of the cousins from Middletown, there was Nacho Figueras, an international polo star who also models for

i_‘%i‘: ’ Ralph Lauren.

$L8 JETS
daa

But for Garber, oversized lawn tent and a couple hundred guests aside, the match is truly a family affair. If vocal music
had the von Trapps, the New Jersey polo scene has the Garbers, who opened their club in 2009. Not only did Simon play,
but so did three of his five children: Shaun, 19; Jeffrey, 18; and Tyler, 13.

"Polo's very addictive," Garber said. "It's speed and excitement and riding horses. For the kids, it's an amazing experience,
but overall, it's something they have to be passionate about."

Garber started playing polo after he moved to Colts Neck in 1995, and he founded the club to try to bring more
professional players to New Jersey. He established a relationship with the Figueras family, and now Figueras is scheduled

L. on Monday. to appear in at least three matches at the club this summer.

Why an international polo star who traveled to Australia, Singapore, Hong Kong, England, Canada and Brazil in the past
vear would stop to play in a town about 50 miles south of New York City might seem a bit odd, but Figueras has always been committed to polo. Figueras also co-hosts
the Veuve Clicquot Polo Classic, which took place last month on Governors Island.

"Tt's been my mission to bring polo back to what it used to be in the '20s and '30s," Figueras said, "when polo in New Vork and the surrounding areas used to have
thousands of people going to matches.”

But getting Americans interested in polo can be difficult. Almost two hours into play, an older woman asked what was the score. Someone thought it might be 8-6, but he
wasn't sure who was ahead. It was all right, though—there was plenty of interest in champagne, fancy hats and scallops.
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Press / Media Coverage

New York Observer (7/11/11), The Star Ledger (7/27/11) & Page Six (7/30/11)

@he Star-Zedner = o Six.

Colts Neck man organizes polo series, hoping to i
make the sport more popular in N.J. =

Published: Wednesday, July 27, 2011, §:00 AM  Updated: Wednesday, July 27, 2011, 5:05 PM

: ' By Vicki Hyman/The Star-Ledger
- NEW YORKUI

COLTS NECK — A rags-to-riches story

of a Russian Jew turned polo baron is

o Polochallenger  § P11

not without precedent. Just ask the

former Ralph Lifshitz, born to

Edited by Daisy Prince
Photos by Patrick McMullan

AR

, who

immigrants in the

embroidered a polo pony o

1972 and launched a fashion empire.

Simon Garber, who emigrated to the

U.S. with his pa

another such succes
Ralph Lauren, he actually plays the
sport.

That's him, sweaty and red-faced,

exhausted but exhilarated, after a

recent match he organized at Bucks
1 Park in Colts Neck,

"When I'm on 3 ver think

r, who

about business,

made his millions in the taxicab

business. ' have an amazing energy. I have no idea why, but the next day, somehow you

feel a lot better."”

Garber is so devoted to polo that he recently purchased the sprawling property next door, filling in

KINGS POLO CLASSIC
JULY 4

Clockw

the swimming pool to create additional practice fields and gra t he also is

B dedicated to sharing the joy of the sport with the, well, not

"It's for anybody," he said firmly. "It’s polo for the
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,}'QIE COLTS NECK MAN

[RIES TO BRING POLO TO THE PEOPLE. C1

@he Star-Ledger
ASBURY PARK

% PRESS | IETTSSER .-

who s leveling the field
Brl nglng COl\IUNID_\D EQUESTRE EN Is a Family Thing’ W4 i‘

to the [ POLOPALOOZA | AT

COMMUNITY IN POLOPALOOZA

Palm Beach Daikil;y New
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rande and Whitney Baldwi Elina, Shane and Sit

Internat1ona1 fare fuels ﬁrst PoloPalooza |
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¥ PoLo 2012 Title Sponsor

¥ \ULASSIC

The Title Sponsor will receive premiere positioning and visibility throughout the 2011 Season.
The International Polo Club of Colts Neck will work with the Title Sponsor to consistently
showcase its brand in a meaningful and relevant manner.

On-site Benefits (all matches)
ASponsor Integration / On-Site Activation

Overall Rights & Benefits AGuest List Management
A Category Exclusivity ATurnkey Event Set-Up and Breakdown

A Title Sponsor will be included AStorage of Sponsor Materials

(Premiere Positioning) on ALL Kings Polo AEight (8) Fie_zld Boards
Classic communication including: ALogo Inclusion on Step and Repeat Wall

-All Print, Broadcast, and Online Materials ALogo IncIuTIion on EgtrgnceﬁAr_cl h
-Including Niche Media and VeriFone Medig‘TWO (2) Full Page Ads in Official Matc

-Pre and Post Match Media Materials Program
_VIP Invitations AFour (4) PA Announcements

A Presenting Rights to One (1) Polo Team ABehind _the Scenes Polo Expe_rience
for the Entire 2011 Season AExclusive Meet and Greet with

A Right of First Refusal for the 2012 Kings Celebrity / World s Most Recognized
Polo Classic Polo Player Ignacio Nacho Figueras

at Three (3) Matches

Sponsor Fee: $125,000

Hospitality Benefits (all matches)
ATen (10) Passes to an Exclusive Designated Area in the VIP Tent, Air Conditioned
-Seventy-Five (75) VIP Passes
AVIP Includes Complimentary Light Supper and Cocktails
AGeneral Admission TBDs



2012 Official Sponsor

Sponsor Fee: $90,000

Overall Rights & Benefits
A Category Exclusivity

A Official sponsor will be included on ALL Kings
Polo Classic communication including:

A All Print, Broadcast, and Online Materials
A Including Niche Media and VeriFone Media
A Pre and Post Match Media Materials

Hospitality Benefits (all matches)
A Eight (8) Passes to an Exclusive Designated
Area in the VIP Tent, Air Conditioned
A Fifty (50) VIP Passes
A VIP Includes Complimentary Light Supper
and Cocktails
A General Admission TBD

On-site Benefits (all matches)
ASponsor Integration / On-Site Activation

AGuest List Management

ATurnkey Event Set-Up and Breakdown
AStorage of Sponsor Materials

AFour (4) Field Boards

ALogo Inclusion on Step aRepeat Wall

AOne (1) Full Page Ad in Official Match
Program

AFour (4) PA Announcements

AMeet and Greet with Celebrity / World s
Most Recognized Polo Player Ignacio
Nacho Figueras at Three (3) Matches




2012 Associate Sponsor

Sponsor Fee: $60,000

Overall Rights & Benefits On-site Benefits (all matches)
A Category Exclusivity ASponsor Integration / On-Site Activation

A Associate Sponsor will be included on ALL AGuest List Management
ATurnkey Event Set-Up and Breakdown

Kings Polo Classic communication including: AStorage of Sponsor Materials
A All Print, Broadcast, and Online Materials ATwo (2) Field Boards
A Including Niche Media and VeriFone Media ALogo Inclusion on Step and Repeat Wall

A Pre and Post Match Media Releases AOne-Half (.5) Page Ad in Official Match
Program
Hospitality Benefits (all matches) ATwo (2) PA Announcements

A Four (4) Passes to an Exclusive Designated
Area in the VIP Tent, Air Conditioned

A Twenty-Five (25) VIP Passes

A VIP Includes Complimentary Light Supper
and Cocktails

A General Admission TBD



