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ABOUT        PURPLE
DRAGON

Purple Dragon is a private members club for ultra-high net worth families. An urban country club for the super 

wealthy, it is the world’s best family club – a place for children, that loves adults. 

With a flagship in the heart of Chelsea, Purple Dragon was launched on the ethos of ‘family time well spent.’ Opening 

in 2008, it has maintained a long waiting list ever since.

With a second club in Putney and new locations targeted for the US, Gulf and East Asia, alongside additional London 

clubs, the brand is expanding globally to meet demand from its international membership base.

A. “Potato printing at Purple Dragon with Harper.”
Q. “Do you have a secret pleasure?” | The Telegraph

Victoria Beckham
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Autumn Tales is a quarterly, luxury lifestyle magazine enjoyed by Purple Dragon 
members, prospective members and select partners. 

Working with a renowned creative and editorial team, the look and feel of the 
magazine reflects the highly premium offering at the clubs. 

Autumn Tales ‘the fashion issue,’ Winter Tales ‘the education issue’  
and Spring Tales ‘the art issue’ are all due for 2019/20. 

We are offering a unique opportunity for your brand to feature in this beautiful 
publication, with direct access to our exclusive, ultra-high net worth audience.

Sorry, I’m not keen on the food imagery shots. Can you keep the imagery from the current issue, as per 
the original Media Pack, but remove the A-Z feature and replace the 20 things to do in Tokyo with the 
‘Cycling the Shimano Kaido’ piece, that should free up the bottom row. Could you then add in the 
Spring Tales front cover and Stella Mc interview to this bottom line.

Budding journalists 
Connor (13) and  
Lukas (10) get up close 
and personal with  
Bear Grylls…
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What’s the most horrible thing you’ve  
ever eaten?
Wow, it’s a long list: from frozen yak eyeballs in Siberia, 
to bear poo in Transylvania, camel intestinal fluids in 
the Sahara, rat brain in the Chinese jungles and snake 
skin urine in Mexico – all were low points.

What’s the most important skill for  
surviving in the wild?
A spirit of ‘never give up’.

Where’s your favourite place in the world?
North Wales Snowdonia National Park is the real 
heartland of mountainous Britain. It’s somewhere that 
still takes my breath away every time I’m flying over its 
rugged peaks in my paramotor or hiking up with the 
family. A real national gem of un-spoilt terrain within 
moments of the sea. The magic is that the area can be 
whatever you want it to be – mountains, forests, coastal 
cliffs, bogs and deep gorges.

If the world was ending tomorrow, what  
would you do today?
Hold my family even closer and take my paraglider to 
the mountains!

Bear Grylls is a world-famous adventurer, survival expert  
and founder of the Bear Grylls Survival Academy. He is father to Jesse (15), 

Marmaduke (13) and Huckleberry (10) and divides his time between a barge 
in London and his home in North Wales
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Survival
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Why did you launch the Bear Grylls  
Survival Academy?
The academies came to be because people kept writing 
to us suggesting we started one! They were keen to 
learn the type of primal life and dynamic survival skills 
they’d seen on TV, which is always fun knowledge to 
share – but for me, even more, it was about people 
being empowered personally. I hope in some small 
way that the TV shows I’ve worked on have 
encouraged a sense of adventure in people and the 
Academy is a great way to be able to share those skills, 
attitudes and techniques.

If there was a zombie apocalypse, what 3 
things would you want to have?
An attitude of resilience, resourcefulness and 
robustness. The 3 R’s.

What’s number 1 on your bucket list?
To take my family back to base camp Everest one day.

You have a family course for parents and 
children – what does this involve?
People learn everything from rappelling to self-
defence, non-GPS navigation to river crossings ☛ 

17-21 Bear Grylls.indd   19 15/04/2019   11:43

CYCLING
THE SHIMANAMI
KAIDO, JAPAN

12  summer tales 

Experience the ultimate family adventure, crossing the world’s 
most spectacular cycle route

words beverley d’silva
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Family adventure
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I
am cycling across a suspension bridge that stretches away 
into infinity. The view from this high spot is sublime: tiny 
boats float on the Seto Inland Sea below, green islands 
loom on the mist-speckled horizon and cherry blossom 
trees abound on the hills of Shikoku ahead.

Cycling the Shimanami Kaido in Japan is frequently 
rated one of the most spectacular cycling routes in the 
world. Its beauty is undisputed: it traverses islands of 
diverse character, wild and cultivated landscapes, tranquil 
temples and ancient castles. It’s even won its own 
Michelin star. 

The real beauty of this incredible toll road is that it can 
be cycled in hours or over several days, depending on your 
skills, the route you choose and your need for speed or 
leisure. There’s something to suit everyone, from the 
young and beginners to experienced, intrepid cyclists. 

The Shimanami Kaido - aka the Nishiseto Expressway 
- starts in Onomichi, in Hiroshima prefecture of Honshu, 
Japan’s main island. Travelling westwards it culminates in 
Shikoku island. Most cyclists hire bikes in Onomichi 
before hitting the road. And what a road. Built just 20 
years ago, it’s modern, mostly level and a remarkable feat 
of engineering.    

Consisting of a 70km cycle route with wide dedicated 
lanes for cyclists and pedestrians, the route typically runs 
alongside, while being separated from, car lanes, and 
diverts from the expressway so cyclists can take in the 
beauty of each island. 

The first of these, reached by ferry from Onomichi, is 
Mukaishima. This island used to boast having people 
with the country’s longest life expectancy, an honour that 
now rests with Ochinawa. Next en route is Innoshima 
island, famous for its fishing and its pagoda shaped 
ancient Suigan Castle, home to navies from the 1600s. 

The path passes spectacular coastal scenery and 
fragrant orange and lemon groves; at other times it joins 
to a regular road with local traffic. 

Bridges take you across to Innoshima, then Ikuchijima 
island, where the Kosan-ji shrine is sited. Built in the 
1930s by a Buddhist priest in memory of his mother, its 
temples and pagodas are modelled on notable sacred 
buildings in Kyoto, Nikko and elsewhere. The landscaped 
gardens are divine. 

The road winds via Omishima and Hakatjima islands, 
before it reaches Oshima. This, the largest of the Seto Sea 
islands, is home to Oyamazumi-jinja, a shrine where 
Samurai warriors went to pray for victory, and an 
impressive collection of Samurai-era weaponry. At the 
island’s western point, you will spy the route’s pièce de 
résistance - the iconic Kurushima Kaikyo Bridge. At 4,015 

“

☛
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FLOWER
    FAIRIES

Club life

40  summer tales 
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Concocting, creating, baking and making, an enchanting 
and magical world where you are free to learn, explore 

and discover.

“Do you believe in fairies? If you believe, clap 
your hands...”

JAMES M. BARRIE, PETER PAN

Club life

PURPLEDRAGONPLAY.COM
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Promotion

MULTI-AWARD-WINNING Scott Dunn is  
a luxury tour operator who have most recently been included in the  
Condé Nast Traveller’s list of Top Travel Specialists for being an  
expert in family holidays.

Specialising in tailor-made family travel for over 30 years, their travel 
specialists are there to help with your next family holiday. Whether you 
are looking for a private nanny in a stunning Scott Dunn staffed villa or 
chalet, a kids club with a range of exciting activities or a great family 
adventure, their tailor-made approach means that they can craft the 
perfect holiday for you and your family.

Scott Dunn offer fully staffed chalets in the Alps and villas across  
the South of France and Mallorca that come complete with a chef, villa 
manager, and if you would like an extra pair of hands; a private nanny. 
Their private nannies aim to fit in with your family needs and routines, 
whilst filling each day with fun and exciting games for your children.  
All Scott Dunn villas have their own playroom and chalets are full of toys 
and specialist equipment, from Childs Farm wipes to Kit & Kin nappies 
for little ones to help make your packing that much easier.

Their Scott Dunn Explorers kids’ clubs, for children aged 4 months  
to 11 years, operate across the Mediterranean, Alps and the Indian Ocean. 
They are all run by teams of experienced childcare professionals and offer 
exciting daily activities. Their clubs are split into four age groups so they 
can ensure your children take part in age appropriate activities. Your 
children will have the opportunity to learn new skills, explore the local 
culture and make new friends along the way. Lunch, high tea, snacks and 
refreshments are provided throughout the day, and for little ones, there 
are sleep rooms. 

Travelling as a family doesn’t mean you can’t go on an incredible 
adventure, and their family travel specialists will tailor your holiday to  
suit you and your family needs. Whether it’s going on a first-time safari  
in Kenya, snorkelling in the Red Sea, seeing Blue Whales in Sri Lanka  
or going on a magical visit to Finnish Lapland to meet Father Christmas, 
they’ve got something for everyone.

➺ Scott Dunn is offering all Purple Dragon families £500 off their first 
Scott Dunn villa booking. To find out more please call on 020 3733 4104 
or email amelia.vevers@scottdunn.com and quote ‘Purple Dragon.’
www.scottdunn.com/family

SCOTT 
DUNN
Award-winning luxury travel

34 Scott Dunn Advertorial.indd   34 16/04/2019   10:50

3
ADVENTURE

PURPLE DRAGON…

GO ON AN

AT

Journey through the imagination, for discovery and exploration closer to home…
photography nato welton
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Don’t you just love a little find? You know, when you discover a new brand  
and completely fall in love with it? 

You wonder why you’ve never heard of it before and how you ever lived without it?  
Well, when it comes to beauty and lifestyle products – that’s our speciality. 

Uncovering little gems for the whole family and sharing them with you.

alittlefind.com

Use Code PD15 for 15% off your first order 
includes a free gift – our beautiful cotton  

tote bag

16 A LITTLE FIND.indd   3 11/04/2019   16:01

BEAR 
GRYLLS

TALKS SURVIVAL

exclusive interview

Survival

summer tales  17
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Fashion designer and mother-of-four Stella McCartney, OBE, 
talks to emily seares about finding the balance between work and 

family life, her lifelong passion for sustainability and how 
childhood memories help inspire her kidswear designs ☛

exclusive interview

STELLA 

McCARTNEY

OPPOSITE  
Fashion designer  

Stella McCartney, OBE

How I got here…

PURPLEDRAGONPLAY.COM

What would you say to your children if they wanted to go 
into fashion?
You need to look at everything and explore as much as possible, this 
will allow you to fi gure out what you like, fi gure out your style, go to 
museums, draw a lot, watch old fi lms, listen to music, get inspired 
and then fi nd your niche. Also, don’t use any animal products. So 
 save the planet whilst you are doing it, be modern. Always be honest 
to yourself, do not ever try to be something that you are not. 

Who do you imagine when you design your clothes?
My kid’s collection is always inspired by the spirit and energy of 
kids in general. But I also get inspired by some memories that I 
have as a child and try to incorporate a little of that in parts of 
the collection. I also look at what we’re doing for the ready-to-
wear collection and try to translate some elements into what 
would make sense for a kids’ range, so that there is a 
connection between the two. Plus, we try to involve all the kids 
in our lives and make it a bit of a family process.

Do your children wear your clothing?
Yes! All the time, they love wearing the clothes. My message to 
my child customer is just enjoy our collections. You shouldn’t 
even really be aware of what you’re wearing, it should come so 
naturally and e­ ortlessly. It shouldn’t feel like a chore. You need 
to choose the clothes, you need to wear them, to have fun in 
them, get dirty in them, to live in them and enjoy them. Most 
importantly, you need to be a kid in these clothes.  

Your new � agship Bond Street store, the House of 
Stella McCartney, has been described as a 
‘monument to sustainability’, what was the thought 
process behind it?
We have purposefully put an e­ ort to use more handmade, 
organic and sustainably sourced elements in the store design. 
We have the cleanest air in London, we brought nature into the 
space with trees and moss and even bespoke internal rockery, 
which for me is just so exciting! We have loads of recycled 
materials, like the foam furniture and the papier-mâché walls 
that are recycled from our o�  ce’s paper waste.  We’ve re-
purposed our ‘fur-free-fur’ for the interior of the lift and called 
it the ‘Stellavator’!  Even the mannequins are biodegradable. 
The kids’ area in the store is really about escaping. There is a 
giant ball pit and a climbing wall and there’s just a level of 
innocence and freedom that’s just so important; for me the 
kids’ collection has just always been about that. 

What was the inspiration for your new SS19 Stella 
McCartney Kids collection? 
I am a lifelong vegetarian, so I wanted the kids SS19 collection 
to really refl ect my vegetarian ethos and have fun with it. That’s 
what being a kid is all about. There are playful fruit and 
vegetable motifs and a fun “Veg Gang” print over the dresses, 
separates and all-in-ones. Nature is a huge love of mine, so I 
wanted that to be refl ected, adding cute palm tree and fl owers 
throughout. In keeping with my commitment to sustainability, 
the collection is made using the best possible fabrics, for 
example more than 70% of our cotton products are made with 
organically grown cotton, as well as using sustainable viscose, 
recycled cotton, polyester and nylon.

If you could pass one piece of advice to your 
children, what would it be?
My advice to anyone, whether it be my own kids, other kids or 
adults is do unto others as others would do unto you.  It goes a 
long way and can be applied to everything. 
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“I try to spend as much time with my kids as possible.  
I take them to school every morning, I do four different 

drop-offs. I have unconditional love for my kids,  
and they know I’m there”

Fashion designer and 
mother-of-four,  
Stella McCartney

How I got here…



Emily Seares, Editor
A renowned editor and journalist, with over 10 years’ experience specialising  

in luxury, fashion and lifestyle. She contributes to a range of national 
newspapers and magazines, is regularly interviewed as an expert for the BBC 

and was listed number 24 in British Vogue’s Digital Powerlist Top 100.

Darren Holdway, Creative Director
An accomplished creative director with over 20 years’ experience within food, 

luxury, lifestyle and interiors. Specialising in launches and 360 redesigns of high 
profile brands such as Country Living and Jamie Oliver, he has an outstanding 

ability to transform a concept into visual narrative.

Nato Welton, Photographer
After graduating with a fashion and design degree,  

British-born photographer Nato Welton was snapped up by  
The World Of Interiors magazine. He has shot portraits and lifestyle 

photography for leading UK titles such as Vogue, Tatler and Vanity Fair.
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Circulation

4000 
The magazine is posted directly to all club 

members, waiting list and prospective members, 
alongside select distribution partners

Readership: 32,000

Typical Household Income 
Chelsea £700k - 23m+

34% Ultra High Net Worth (£23m+)
37% Very High Net Worth (£3.8m – £23m)  

29% High Net Worth (£700k - £3.8m)

Professions 
Media, Entertainment, Sport, Finance, 

Professional Services, Property, Pharmaceuticals, 
Manufacturing, Mining, PetroChem, Heavy 

Industry, Fashion and Philanthropy

Holidays 
average 5 trips per year

Countries/Nationalities
British 35%

Gulf  15%
European 28%

American 6%
East Asian 8%

Indian 3%
Other 5%

37
Average age

Number of children 
2.6

Number of London Homes 
2.6

London Homes: Chelsea, Belgravia,  
Knightsbridge, Mayfair, Marylebone, Fitzrovia, 

Regents Park, St Johns Wood, Notting Hill, 
Hampstead, Putney, Fulham, Parsons Green, 

Wimbledon, Chiswick, Barnes, Clapham,  
Kew, Richmond. 

Readers of the 
magazine are 
typically high 
to ultra-high 

net worth, 
international 
families from 
the worlds of 
film, media, 

sport, business 
and finance
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MEMBERSHIP 
INSIGHTS

EXCLUSIVE  
ACCESS 

IS IMPORTANT

MONEY-CAN’T-BUY
OPPORTUNITIES

AND FIRST-TO-KNOW

Age range is typically

25-45 
for Mum’s and 

35-75 
for Dad’s

Clubs have an 

85-95% 
retention rate

90% 
parents/families  
at the weekend

ONLY 1  
bodyguard per child,  

in the club at one time

MEMBERS HOLIDAY IN THE CARIBBEAN IN WINTER, SKIING  
IN FEBRUARY, MIAMI IN APRIL AND MYKONOS OR THE  

SOUTH OF FRANCE DURING THE SUMMER

MEMBERS OWN PLANES OR 
TYPICALLY FLY FIRST CLASS,  

OR BUSINESS CLASS

Members are savvy and 
INTERCONNECTED



Premium service and quality are intrinsic to the brand. Clubs 
offer state-of-the art facilities for music, dance, art, design, 
cooking, sport and imaginative play. Play Buddies provide 

facilitated play in every room, speaking 26 different languages 
including Mandarin, Spanish, Cantonese and Arabic.

RVI
SE “Parents will love this place,  

  just as much as their  
kids do. Just heavenly.”  
  Harpers Bazaar

           “Purple Dragon is the most 
relaxing day you’ll have  
       with your kids, ever.”  
 Purple Dragon Member





purpledragonplay.com

Purple Dragon is an environment where families can escape the 
stresses of big urban centres and enjoy effortless, guilt-free, family 

time together. Clubs offer over 100 different activities, from 
sculpting and cookery to water polo or  

underwater photography.

“What can I say…
Purple Dragon is the  

stuff of dreams.” 
Purple Dragon Member

“Everything you approve  
of for your kids (even when  

you can’t be there).” 
Purple Dragon Member

ETHOS  

Purple Dragon is all about having a good time, hanging out and 
building positive, happy memories. Making the time you have 
together really count. The brand puts children at the heart of 

what it does, ensuring ‘family time well spent’. It is about 
togetherness and traditional family values.  

Clubs encourage ‘freedom in the city’ allowing children to 
explore, discover, socialise and learn. Brands engaging with the 
Purple Dragon membership will do so in a very positive, relaxed 

and family-orientated environment



DPS: £7,995 
Back Page: £6,495  
Single page: £4,495 
Half page £2,995 
Advertorial, starting from £6,995 for a single page

This is a unique opportunity to access and engage with our exclusive audience  
in a relaxed, family-orientated environment

ADVERTISING RATES

FORWARD THEMES
Aug-Oct 2019  
Autumn Tales ‘The Fashion Issue’

Nov-Jan 2019/20  
Winter Tales ‘The Education Issue’

Feb-April 2020  
Spring Tales ‘The Art Issue’

May-July 2020  
Summer Tales ‘Future Worlds’ 
(the tech issue)

Aug-Oct 2020  
Autumn Tales ‘The Food Issue’
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Single Page: 215w x 275h, text area 179w x 237h
Double Page Spread: 430w 275h, text area 398w x 237h
Please ensure all artwork is supplied with a 3mm bleed  

Promotion pages: please provide imagery at 300dpi, similar in size  
to how it will be seen on page

TECHNICAL SPECS
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GET IN TOUCH
If you are interested in discussing a future partnership 

with Purple Dragon, please contact:

Advertising  
Tamsin Irving 

(0)7734 710200 

tamsin.irving@purpledragonplay.com

Editorial 
Emily Seares 

(0)7950 353833 

emily.seares@purpledragonplay.com

The world’s best family club


