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SADDLING UP FOR SUCCESS
With its sixth year coming to another successful close, British Polo Day is proving that a new 
idea and a young team are no handicap to world domination.



In 2009, Ed Olver was approached to bring 
fifty of the Queen’s horses to Abu Dhabi for the 
Abu Dhabi royal family. At the same time, he 
and a friend were busy organising an event 
for Eton College, Harrow and Oxbridge polo 
teams in Dubai.  It was no coincidence that 
both events happened less than 200km apart 
in the Middle East, a region with very little her-
itage of the sport. The appetite for polo was 

going global, and Olver and co-founder Tom 
Hudson were in the right place to seize the 
opportunity. “It was the success of these two 
events that enabled us to truly realise the ap-
petite for ‘Britishness’ in these markets,” says 
Olver. “From the start we wanted to champi-
on the best of British craft and heritage in a 
polo events network that spanned the world.” 
And so British Polo Day was born. 
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The event takes polo around the world, 
outside of its traditional fan base and in-
to new destinations such as the Emirates, 
China, Indonesia, Mexico, North Africa, and 
across Europe. It’s not just about exposing 
the sport to a new audience, but using it to 
make other connections. “We are entering 
a new economic paradigm,” says Olver, 
“power is shifting ‘south’ and ‘east’ and so 
we change the tack upon which we sail. 
The aim of British Polo Day is to continue 
the tradition of playing high quality polo 
against friends in host countries, while also 
acting as a platform for business in emerg-
ing and growth markets, giving them in-
travenous access to the global elite.”



And it’s working. In just six years, British Polo 
Day has held over 40 events in 15 countries, 
with the British Polo Day Global Series grow-
ing to include 10 annual events across the 
world. En route, it has attracted support from 
key figures in government, the aristocracy, 
diplomats, military, fashion, art and popular 

culture, hosting 12 royal families, 100 inde-
pendent billionaires and leaders in world inno-
vation including Sir Richard Branson and Elon 
Musk. In addition they have attracted spon-
sorship from big-name, global luxury brands 
such as Land Rover, Hackett, Harrods, Jaeger-
LeCoultre, Holland and Holland, and recently 
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even international strategic advisory and mer-
chant banking firm, RJI Capital, each recogniz-
ing the potential of the event as a diving board 
to new markets and new clients.

“Traditional ways of conducting business are 
changing,” explains Olver. “Brands no long-
er want to conduct business in hotel lobbies. 

Business is about trust and relationship build-
ing – British Polo Day provides the ideal plat-
form for this and, working in a global con-
text, its markets represent huge potential.” The 
events are invitation-only, and carefully-curat-
ed, bringing together key influencers from the 
worlds of politics, business, aristocracy, fash-
ion, art and the global social elite. 
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But how exactly has a group of young British po-
lo aficionados managed to infiltrate the world’s 
business elite? For Olver it’s clear: “Polo is a 
wonderful platform that acts as a conduit to 
our business needs and aspirations,” he ex-
plains. “A shared experience with business cli-
ents and partners is so much more compel-
ling that a function room and power-point.” 
Also key is what Olver calls ‘the language of 
the horse’ – a passion for equine sport that 
transcends language and social barriers.

His sponsors agree. “The network of games is 
a way to celebrate the heritage of polo and 
the share the British expression of the sport 
in several countries,” reiterates Laurent Vinay, 
Communication Executive Director of Jaeger-
LeCoultre, who have sponsored British Polo Day 
Abu Dhabi and Dubai since 2013. “We like the 
fact that it is a low key affair. It is all about the 
sport rather than a pure social event. Guests 
who attend are people in the know. They are 
a natural target group for Jaeger-LeCoultre 
which is why we will keep on nurturing their 
knowledge of high watchmaking.”
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Like many of the partners, Jaeger Le-Coultre 
has its own polo connections. In 1931, the Swiss 
watchmaker created a special watch for British 
colonial army officers in India who were tired 
of seeing their watches damaged by their polo 
matches. The face of the aptly named ‘Reverso’ 
revolved in order to protect the dial and expose 
only the metal back to shocks. Today the model 
is worn by worldwide big names in the game, 
such as Eduardo Novillo Astrada, Clare Milford 
Haven and Luke Tomlinson.  

An association with British Polo Day allows the 
brand to maximise – and modernise – these 
connections. Talking to Olver is a lesson in op-
timism as he discusses the power of “positivity 
and good values”. When asked about the chal-
lenges of such an ambitious program, he states 
that: “the secret is to nurture and polish your 
progressive sentiment and appetites so that 
failure is not an option. We don’t look down, 
we don’t get vertigo and we like to bank and 



celebrate our successes.” Part of this bound-
less enthusiasm comes from a relatively young 
team. “I only really like to recruit school and 
university leavers so that they come to me 
clean and undeterred,” Olver states. “We now 
have 25 employees; my COO is 26 and my 
Events Director is 21. They have done over 40 

global events in amazing countries working 
for some of Britain’s most prestigious brands. 
We achieve extraordinary results with posi-
tivity, strong values, management guidelines 
and unlimited decision making freedom and 
empowerment… I consider all of our employ-
ees as entrepreneurs and treat them as such.”
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Of course, entrepreneurship involves risk, and 
British Polo Day has to be much more than just 
a good idea. “We need to know and trust the 
people who will be responsible for our com-
munity in each country,” says Olver. “We don’t 
make anything and we don’t sell anything, 
so our business is entirely dependent on the 
quality of the experiences we deliver.” Each 
new destination is carefully considered, based 
on both relationships and economics, but in 
the end, it also comes down to gut feeling and 
intuition.

With events scheduled for South Africa, Brazil 
and South Korea in the near future, it seems 
there’s no stopping Olver and his team. “It sure 
does take energy and focus, but we’re unre-
lenting in the pursuit of our goal,” he says. It’s a 
combination of passion, endurance and com-
munity – a community built up of supporters, 
sponsors and guests – that has contributed to 
British Polo Day’s success. That, and the sport 
itself. Winston Churchill once said that “a polo 
handicap is a passport to the world.” British 
Polo Day seems intent on proving him right.


