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s LUX Partners

LUX partners have a unique opportunity to col laborate with 
our main editorial  and creative team to create content that sits 
seamlessly in the magazine. 

Partners receive bespoke coverage, with optional  covers and 
private distribution to their key markets at the world’s most 
celebrated destinations and events. Please see Partnerships 
section for more detai l .
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NEW STYLE 
THE FRIEZE ART REVOLUTION
PLUS: Thomas Keller ♦ Massimo Bottura
Alan Lo ♦ The new art patrons

JOHN 
AKOMFRAH, 
PRELIMINAL 
RITES 5 
(DETAIL), 2017, 
C-TYPE PRINT 
© SMOKING 
DOGS FILMS; 
COURTESY 
LISSON GALLERY



LUX is a showcase for 
experiences including art, 
design, homes and  
luxury goods



LUX features contributions 
by the world’s class-leading 
design and thought-leaders, 
established and emerging



What does it take to turn a little-known village 
in the Swiss Alps into a major year-round 
destination? In the case of Andermatt, the 
answer, it turns out, is to create a completely 
new resort consisting of around 500 
apartments, 25 exclusive chalets and a handful 
of hotels including the five-star, Jean-Michel 
Gathy-designed centrepiece, Chedi Andermatt. 
Not to mention an 18-hole, par 72 golf course 
and new cable cars connecting the Andermatt 
and Sedrun ski regions, which will put the area 
firmly on the sporting map. 

“The first time I visited Andermatt I 
was inspired, not only by the village, but by 
the whole high-mountain Urseren valley 
with its wild, romantic natural landscape,” 
recalls Samih Sawiris, founder of Orascom 
Development, who previously shaped towns 
such as El Gouna on the Red Sea, The Cove 
in the UAE and Jebel Sifah in Oman before 
setting his sights on Andermatt. 

Over the centuries, the village – an easy 
hour’s drive from Lucerne and 90-minutes 
from Zurich at the foot of the Gotthard Massif – 
has been dealt mixed fortunes. In the late 19th-
century Andermatt was a chic mountain resort 
on a par with Verbier and Zermatt (Queen 
Victoria and Prince Albert even paid a visit) but 
the decision after two world wars to garrison 
part of the Swiss Army just north of the village 
put paid to that. In 2003 the artillery range 
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was closed, effectively reducing the population 
and the village’s major source of income at the 
same time. 

Cue Sawiris’s visit and, in December 2005, 
the announcement of the ambitious £1.3bn 
Andermatt Swiss Alps project – creating a 
unique first-class, year-round destination in 
the mountains. “To be a tourist destination for 
all seasons, Andermatt needs infrastructure 
in both summer and winter,” comments 
Sawiris sensibly. After collaboration with 
residents, government authorities and 
tourism organisations, the population of 
Andermatt voted with an overwhelming 96 
per cent majority in favour of the development. 
Construction began in 2009; the Chedi 
Andermatt hotel opened in 2013.

Crucial to the success of the resort has been 
the fact that Sawiris has managed to persuade 
the Swiss government to grant an exemption 
from the Lex Koller legislation which restricts 
the acquisition and resale to foreigners of real 
estate by non-Swiss residents (foreigners are 
usually required to obtain a permit, of which 
there are a maximum of 1,500 available each 
year). In addition, the apartments are exempt 
from the Swiss Second Home Law which limits 
the construction of second homes to 20 per 
cent of the number of residences in a village.

International buyers, mostly couples in their 
40s who are looking for peace and tranquillity, 

L U X

are already snapping up the apartment houses, 
which combine modern architecture with the 
character of a traditional Swiss village. Of 
the 40 apartments in House Wolf and the 
neighbouring House Edelweiss, which are 
both positioned on the newly created central 
square, many have been sold already (those 
remaining start from around £561,000 in 
Wolf and £436,000 in Edelweiss respectively) 
despite the fact that completion is this winter. 

House Wolf has been designed by 
Zurich-based Müller Sigrist Architects with 
a polygonal footprint and a gently projecting 
roof that emphasises the sculptural effect of 
the building. Apartments are spread across 
five upper floors and a loft level and each one 
has open-plan living and dining rooms, plus 
windows on at least two sides to bring in the 
Alpine views. Equally distinctive is House 
Edelweiss, which was designed by Schmid 
Real Estate and has a diamond-shaped pattern 
scored into the paint facade. An ombré colour 
scheme begins at the ground with a dark base 
and progressively lightens as the building rises. 

Another important addition to Andermatt 
Swiss Alps will be the Gotthard Residences, 
with around 100 apartments, each with the 
added bonus of hotel services provided by 
Radisson Blu (both are due for completion 
next summer). Owners of the apartments, 
which range from one-bedroom residential 

units to luxurious penthouses (starting price 
for a one-bedroom apartment is from around 
£425,500), will have complimentary access to 
the Radisson Blu fitness and wellness centre 
for the first three years, plus use of a ski locker 
in the hotel’s fully equipped ski room and a 
concierge on hand 24-hours a day. “Our goal 
is to avoid empty beds,” says Franz-Xaver 
Simmen, CEO of Andermatt Swiss Alps 
AG. “We are offering attractive incentives to 
encourage owners of these holiday apartments 
to rent out their homes through the Radisson 
Blu rental programme when they aren’t using 

them.”
From the early stages of Andermatt Swiss 

Alps, sustainability has been a key priority for 
Sawiris. All residences and hotels are being 
built to Minergie® standards (a recognised 
Swiss label that denotes ecologically 
designed buildings with significantly low 
energy consumption); electricity and heat 
from renewable sources will provide carbon-
neutral energy; and the river Reuss has even 
been returned to its natural course. “I see 
sustainability as a cornerstone upon which the 
development is based,” says Sawaris, who has 
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FROM THE EARLY STAGES 
OF ANDERMATT SWISS 
ALPS, SUSTAINABILITY HAS 
BEEN A KEY PRIORITY

A visionary development in 
the Swiss Alps is transforming 
one village into a year-round 
mountain resort with luxurious 
apartments and hotels, and 
the largest ski region in central 
Switzerland

DESTINATION 
SWITZERLAND

The development of the 
new Andermatt-Sedrun 
resort is well underway with 
new chairlifts (right), the 
forthcoming Radisson Blu hotel 
(render, opposite top), 
and new apartment buildings 
(below and opposite) 
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What happens when the world’s most 
celebrated crystals brand teams up with some 
of its greatest designers? Brilliance, that’s what. 
The first ten years of Atelier Swarovski are 
celebrated in a new coffee table book, Brilliant 
– The Story of Atelier Swarovski. Published by 
Condé Nast, the tome features articles by the 
likes of Karl Lagerfeld and Hubert de Givenchy, 
and a curated tour of the Swarovski fashion 
archive in Austria by Whitechapel Gallery 
director and master curator Iwona Blazwick. 

Blazwick says of her visit for the book to 
the treasure-trove archive in the Tyrolean 
Alps: “Hidden in rooms of multi-layered 
cabinets were the sparkling protagonists of a 
modern history of jewellery and fashion – from 
examining designer’s prototypes to holding 
gowns and jewels worn by icons of style, I had 
embarked on an unforgettable journey.”

The brainchild of family scion and 
executive board member Nadja Swarovski, 
Atelier Swarovski features collaborations 
between the eponymous crystal creator 
and leading lights in fashion, architecture, 
jewellery and design, with new collections 
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emerging every season. Collaborators include 
stellar names from architecture to fashion, 
including Daniel Libeskind, Zaha Hadid and 
Ron Arad to Jason Wu, Christopher Kane and 
Mary Katrantzou.

Nadja Swarovski tells LUX: “Brilliant – The 
Story of Atelier Swarovski shows the incredible 
creativity that is unleashed when we put our 
crystals in the hands of the world’s greatest 
design talent. My great-great-grandfather 
first collaborated with the early stars of haute 
couture in fin-de-siècle Paris, and Atelier 
Swarovski sustains this creative heritage by 
working with designers across disciplines, 
from major names to emerging talents, to 
create stunning collections of jewellery, home 
decor and eyewear. We are delighted to explore 
the vibrant, creative expression and innovation 
that lies at the heart of Atelier Swarovski in 
the pages of this stunning book.”

Brilliant – The Story of Atelier Swarovski 
(Condé Nast), edited by Bronwyn Cosgrave, is 
available from good bookstores globally and 
from Amazon

L U X S T Y L E
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“INCREDIBLE CREATIVITY IS 
UNLEASHED WHEN WE PUT OUR 
CRYSTALS IN THE HANDS OF 
THE WORLD’S GREATEST DESIGN 

Clockwise from left: 
a 29cm diameter, 
brilliant-cut Swarovski 
crystal chaton; a 
2009 crystal-covered 
sandal by Sergio Rossi; 
‘Diamond’ dress 
by Douglas Darnell 
made for Dame 
Shirley Bassey, 1955

Clockwise from top: 
Patrik Fredrikson and 
Ian Stallard jewelry 
designers; crystal 
covered lizard pin 
from the 1930s; and 
Maison Margiela, 
with their shoe cuff 
from 2013
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Looks from Trussardi’s 
SS18 collections
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Milan Transformed
Trussardi is a typical Italian 
story: a family-owned global 
fashion house that has 
successfully reinvented itself 
for the contemporary era.  
The company’s president 
Marialuisa Trussardi tells 
LUX Editor-at-Large Gauhar 
Kapparova how it’s done.

Trussardi is Milan’s best kept semi-secret to 
the world: an international fashion, design 
and homewares brand that is feted in its 
home country, and to date known among the 
cognoscenti from Ginza to Greenwich Village. 
Once a glovemaker to the British monarchy, 
the Milanese house now makes womens, mens 
and childrenswear, leather goods, accessories 
and furniture for everything from mansions 
to yachts. 

Trussardi is a classic example of a family 
company that has innovated as it grew over 
the years. It became known for its avant-
garde shows and celebrity connections 
and its latest collections, under Creative 
Director Gaia Trussardi, have been praised 
for their modernity. Marialuisa Trussardi, the 
company’s president, spoke to LUX at a grand 
hotel in Milan, about generational change, 
reinvention, and the company’s legacy.

An 
international, 
influential 
perspective of 
Responsible 
Luxury
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An Icon for our Times

In an era defined by the displacement of people 
and redrawing of old cultural and social orders, 
the selection of Mona Hatoum by London’s 
Whitechapel Gallery for its prestigious Art Icon 
award in 2018 seems particularly apt. Hatoum 
is a British artist of Palestinian origin who was 
born and brought up in Beirut. In 1975 she was 
forced to stay in England after the Lebanese 
civil war broke out while she was on a short visit 
to London. Her works have multiple meanings 
and interpretations, asking us to rethink and re-
envisage our perspectives on everyday objects 
and concepts we take for granted.

The award, which has previously been 
won by artists such as Howard Hodgkin and 
Peter Doig among others, is organised in 
partnership with Swarovski and is marked by 
a charity auction dinner at the London gallery, 
the proceeds of which help fund the gallery’s 
extensive work with the local community. 
Tower Hamlets, the borough in which the 
gallery is located, is a microcosm of the world’s 
current flux. Once an area dominated by Jewish 
traders, it is now home to one of Europe’s 
largest, and poorest, Muslim communities, 
despite its position as an island in between the 
City of London and the financial powerhouse 
of Canary Wharf.

The gallery’s director, Iwona Blazwick, 
is a passionate advocate of art as a tool for 
education, empowerment and enlightenment. 

“What’s the best gift we can give the young? An 
engagement with the thrilling world of art will 
equip them with the critical acuity, confidence 
and, above all, creativity that will help them 
shape our new post-industrial future,” she 
tells LUX.

LUX Editor-in-Chief Darius Sanai is part of the 
Whitechapel Gallery Art Icon 2018 Committee. 
The Art Icon gala will take place on 29 January 
2018

Mona Hatoum 
photographed in 
Berlin in 2005
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Partners are 
showcased in 
our striking 
modern 
design and 
contemporary-
classic 
typography



Our audience
LUX is the only editorial  magazine created for the global  UHNW 
market. We are storytel lers, not salespeople, and we have the trust of 
our readers through our informed and intel l igent content. LUX readers 
are inf luential  global  UHNW individuals. LUX is their world. 

Distribution

Circulation including news stand, VIP, events and partners (private 
banks, luxury brands, etc):  40,000-50,000 (depending on individual 
partners) 

Global readership:  250,000 

Interests
 
73% Art 
78% Fashion 
83% Travel 
52% Timepieces and Jewellery 
76% Owns more than one    
 property 
69% Own 2 or more luxury and/ 
 or classic cars 

Men 
54% 
Women 
46% 

58% HNWIs  32%  UHNWIs

45% Europe & UAE
35% Asia 
20% N and S America



Advertising
Page Rates

Right hand page, first 25%:  £10,000

Right hand page, run of book:  £7,500

Left hand page, first 25%:  £7,500

Left hand page, run of book:  £5,000

DPS, first 25%:  £12,500

First two DPS:  £15,000

Inside back cover:  £10,000

Outside back cover:  £15,000

Usually sold in combination 
with broader editorial  partnerships



Partnerships
LUX works with suitable partners to create editorial  content 
within the magazine and online. Partner content is created by our 
editorial  team and runs seamlessly along the rest of our editorial .

Partnerships typical ly involve LUX creating between 4 and 16 
pages of bespoke content per issue. These are magazine features, 
stories bui lt  together around partners’  key messages,which are 
editorial , not advertorial , in tone. Al l  content also appears on 
the LUX website, lux-mag.com, where we can also run more 
newsworthy updates on partners’  stories. 

Partners benefit from LUX’s brand, reach, and distribution:  a 
formidable partnership with one of the world’s most respected 
media luxury brands, tel l ing their stories on our pages. 

We also work closely with an exquisite social  media partner 
to offer, as an option, suitable inf luencer amplif ication of our 
beautiful  messages. 

Partnership rates on request: please contact kitty.harris@lux-mag.com
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NEW STYLE 
THE DINING ISSUE

Starring: Thomas Keller ♦ Massimo Bottura on eating smart ♦ Shirvan Paris  

F e a t u r i n g :
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M A X  M A R A ’ S  A R T  P R I Z E 

K E R I N G ’ S  V I S I O N

B I V E R  O N  L U X U R Y

Y A N A  P E E L  O N  A R T

C R E A T I V E  M O D E L S



Specifications
Issues Published Ad Material Copy Date

Summer 2018 – The Design Issue 10 April 1 March 15 February
(launched at Frieze NY) 

Autumn 2018 – The Design Issue 15 September 1 August 15 July 
(launched at Frieze London)  

Winter 2019 - The Influence Issue 1 December 15 October 1 October 
 
Summer 2019 - The Style Issue 10 April 1 March 15 February 

Please ensure the Advertisement material (CD-Rom or Email) and high quality 
colour proof reaches us within the set time frames. Kindly advise on any special 
materials or colours to be used.

1. All images should be high resolution digital files (TIFF, EPS, PDF, JPG OR 
JPEG) in 300 DPI and CYMK format.

2.When exporting files to PDF, you MUST select the colour profile destination 
to “Coated FOGRA39 (ISO 12647-2:2004)”.

3. Please provide all materials with a 5mm bleed on all edges. High quality 
colour proofs must be provided. Any advertisements that do not include a full 
colour proof will be published as per the materials supplied in the CD-ROM 
email and at the advertiser’s risk. No colour adjustment will be made.

(H X W | in mm) Trim Size

Full Page  297 x 230 

Double Page Spread 297 x 456

Bleed Size

307 x 240

307 x 480

29
7 

m
m

240 mm

230 mm

30
7 

m
m

30
7 

m
m

Single Page ADDouble Page AD

29
7 

m
m

480 mm

297 mm

Please use 100% Black as a single colour (ie 100% Black) instead of 
100% Black in full colour CMYK (ie. 100% Yellow, 100% Magenta, 100% 
Black and 100% Cyan).

Materials should preferably be supplied as a print-ready Adobe Illustrator 
or Adobe In-design PDF file with crop marks and bleed with all the text 
outlined and the pictures attached. Please embed all fonts within the file.



LUX Magazine
 

 info@lux-mag.com
 lux-mag.com

For advertising and partnership 
enquiries, please contact
kitty.harris@lux-mag.com

LUX - Luxury Lifestyles Magazine
Luxury Magazines Publishing Ltd

1-4 Argyll Street
London W1F 7LD
United Kingdom


