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MOVES Magazine is a publication that is devoted to covering and uncovering the exclusive, ever changing 
and often luxurious lifestyles of professional athlete’s in today’s society. MOVES is about athletes and for 
athletes, but not necessarily about sports. It provides advertisers direct access to this very desirable and 
influential audience and the athletes themselves with tremendous products and services for their daily lives.  

While many of today’s athlete’s make a lot of money, drive expensive cars and live in exclusive homes, they 
also tackle issues that are unique to their lives and coincide with the circumstances that affect them every-
day and beyond their careers. They deal with business, financial and investment issues, health and nutrition, 
where to live and buy homes, constant travel, moving, being traded, family issues and where to vacation. 

Consequently, our advertisers are chosen from the most respected, elite and proven companies throughout 
the country.  If you see an ad in MOVES, you can be sure it represents quality, 
reliability, and the most up to date products and services available. 

LaDainian Tomlinson, San Diego, California, 2004.
As the “Top Gun” of the Sporting News Top 100 issue, I thought an aircraft carrier would be 

a great place to shoot LT. With the help of a well-connected friend, we convinced the Navy 
(and the Chargers) to allow us to shoot on the deck of the USS Nimitz. At the appointed 

time, during a magical sunset, LT catapulted into the air and onto the cover.1�.MOVES.VOL 4. ISSUE 1

Anna Benson, Las Vegas, Nevada, 2006.
This was from a cover shoot we did in Las Vegas (Anna 

was playing in a celebrity poker tournament there). 
Rawlings was kind enough to loan us the baseballs….

unfortunately, they were all wrapped individually!

Warren Sapp, Miami, Florida, 2004.
When Sapp announced he was joining Raider Nation, I thought it would be really 

cool to paint him up like one of the crazed Raider fans. We shot this in the backyard 
of his agent, Drew Rosenhaus’ pool. Incidentally, Drew does keep his pool clean 

– we made the water look black by putting black plastic on the pool floor.

Keyshawn Johnson, Tampa, Florida, 2000.
Keyshawn had his share of problems with the 

New York media while he was with the Jets…we 
decided to dress him up as an old school 1930’s 

newspaper reporter. You should have seen the 
stories he typed on the typewriter during the shoot!

Olympic diving gold medalist Laura Wilkinson, 
The Woodlands, Texas, 2007.
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   The DNA of  
Superman

The 2008 All-Star Slam-Dunk 
Champion is changing the way big 

men are perceived around the league
WORDS BY hannon deutsch  PHOTOS: GettY IMaGes
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R
ay Lewis loves to hit people. Maybe that’s why he’s 
been named to the NFL All-Pro first team as a middle 
linebacker for a sixth time this season. Even at age 33, 
after having played in over 170 NFL games, one of the 

fiercest tacklers in the history of the game enjoys the process. The 
recognition of what the offense is trying to run. The anticipation 
of where the ball is about to go. Moving at top speed to that part 
of the field, then lowering 
his shoulder pads and sep-
arating the player from 
the ball. Despite the sheer 
joy Lewis derives from 
jacking up an opponent, 
it’s the moment after the 
hit that Lewis enjoys even 
more. “We were playing 
the Raiders last week and 
I put a hit on JaMarcus 
Russell,” Lewis says. “Be-
tween whistles, I told him 
‘I like you big fella. Make 
sure you get my number 
after the game. And if 
you need anything, any-
time, you give me a call,’” 
Then Lewis heads back to 
the defensive huddle and 
prepares to behead his 
new friend again. 

Playing up the war-
fare element of football 
has made the NFL bil-
lions of dollars. Every 
coach encourages an “us 
against the world” atti-
tude they believe creates 
winners. Comradery is 
for teammates only. But 
Ray Lewis has been to 
the mountaintop. He’s 
been the greatest player 
in the greatest game in 
the world. And with ex-

perience comes knowledge. “The game of football never chang-
es,” Lewis says. “And life isn’t football. The guys who have been 
my biggest competitors—Hines Ward, Jerome Bettis, Eddie 
George—they are some of my best friends in the world.” 

The business of football tries to convince players otherwise. 
Highlights celebrate vicious hits over sportsmanship. Contro-
versy creates ratings. And ratings create money. There isn’t any 
money in encouraging a guy to ask another player for help or 
express affection and friendship for him, if he’s wearing a differ-
ent color jersey. For that reason, Lewis usually extends his hand 
in friendship first. “It’s not just football,” he says. “It’s the world 
we live in. Every business is competition. People walk right past 
other people every day, won’t say hello or anything. Life is too 
short.” And when you have to surpass the obstacles Ray Lewis 
has had in his life, you realize it gets shorter every day.

We could list Ray’s career accomplishments here, but if 
you’ve watched the NFL at all over the last decade, you’ve seen 
them all first hand. At age 33, he’s been a nine-time Pro Bowler. 
He’s been named to the All-Pro team eight times. He is one of 
only six players to win Defensive Player of the Year at least twice. 

And he was only the sec-
ond linebacker ever to 
win the Super Bowl MVP. 
Even though he has a few 
more years of football left, 
it’s the life after football 
that excites him most.

His Ray Lewis 52 
Foundation is structured 
much like how Ray plays 
defense—it’s available to 
help anyone in need at 
anytime. “Growing up 
in a single parent home 
is not easy,” Lewis says. 

“God has blessed me this 
much, I have to pass a 
message of hope on to 
others. I’m trying to give 
hope to those who have 
lost it. My life is based on 
the understanding that 
anyone can praise peo-
ple on top. It’s what you 
do when the world has 
counted you out.”

As with any athlete 
who makes it to play at 
the highest level, the path 
to Ray Lewis’ profes-
sional career was filled 
with obstacles. The first 
being his mom. “When 
I was 9, I wanted to play 
Pop Warner,” Lewis re-
members. “My mom was 

EVERYBODY LOVES

RAY

With Ray Lewis, you 
can count on two things: 
1.)The toughest middle 
linebacker in the game 
will eventually decleat 
you. 2.)He will then help 
you find your shoes.
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WORDS BY MICHAEL DOLAN
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Demographics

• Average Age: 36

• Direct Readership: 

   Male 70%   

   Female 30%

• College Education: 90%

• Average Annual Income: $1,860,000

• Net Worth: $4,758,000

• Average Number of Automobiles: 3 

• Average Value of Automobiles: $75,000 

• Average Number of Residences Owned: 3

MOVES is distributed directly to

• NFL, NBA, NHL, MLB and NASCAR

• Active and Retired Players

• �National Events:   

Super Bowl, Pro Bowl, U. S. Open, Indy 500, 

NBA All-Star Week, MLB All-Star Game

• Team Locker Rooms and Training Facilities

• Team Hotels and Charter Flights

• Player Charity Events and Golf Tournaments

• Circulation 25,000 

• Pass-along Rate 4.5x, total readership 112,500

MOVES readers also include

• Agents and Coaches

• Team Owners and Executives

• Team Doctors and Trainers

• Fortune 500 CEO’s

• Sports Marketers

• Players Families and Friends

• Accountants

• Financial Advisors 

• Sports Rehab Facilities

• Entertainers

.

TRANSPORTATION

Mercedes-Benz h

Mercedes-Benz  
SLR McLAREN Roadster 

Goes Topless For 2008
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Walter Iooss never 
thought he would be a 
professional photographer. 
As a teenager, it was just a 
hobby. But then at age 18, 
he got his first assignment 
for Sports Illustrated. 

Michael Jordan
Lisel, IL - 1987
No one captured Michael Jordan’s 
personality, his joy for the game, or 
his most personal moments, the way 
Walter Iooss has. For this photograph, 
Walter trekked to Jordan’s basketball 
camp for kids in Lisel, Illinois. He had 
one side of a parking lot painted red 
and another side blue, not knowing 
which uniform Jordan would wear 
to the shoot. When Jordan arrived, 
Iooss perched himself above the rim 
in a cherry-picker and had an hour to 
capture Jordan with the proper light 
and shadow. In later years, Jordan 
would never do an hour-long shoot. 

“When he played those two seasons for 
the Wizards,” says Iooss, “he never 
posed for a single photographer.”

WORDS BY MICHAEL DOLAN



Each issue of MOVES Magazine contains exclusive feature stories on the who’s who in the sports industry. Learn about the 

exciting lives of professional athletes and get a behind the scenes look into their lavish lifestyles. From the players and owners, 

to the agents, MOVES explores and exposes every aspect of the entertaining world of sports. 

FEATURES



FEATURES



MOVES Magazine covers a wide range of topics pertinent to the professional athlete.  The editorial in each section of 

each edition focuses on the ins and outs of: fashion, automobiles, travel, health and fitness, real estate, and many more.  

Whether it’s the hottest restaurants or the chicest destinations; our audience counts on MOVES to bring the sexiest trends 

from around the world to their locker rooms, living rooms and offices. 

. .  

CIGARS

Like wine connoisseurs…   
who know their grapes and vintages, cigar aficionados appreciate all the subtle nuances 
that go into making an extraordinary smoke. The handcraftsmanship, artisanal details, 
tobacco age and pedigree are never lost on a true cigar lover in search of the ultimate 
smoking experience. The new Edición Limitada, an incomparable and elite selection 
of four world-class brands - Montecristo, Romeo y Julieta, H. Upmann and Trini-
dad- is just what cigar connoisseurs have been waiting for. Manufactured by Altadis 
U.S.A., the world’s largest maker of premium cigars, the Edición Limitada collection 
pays tribute to these legendary names with a rare and very exclusive edition of cigars of 
extraordinary blend and character.

What sets this exceptional collection apart is masterful craftsmanship by the world’s 
most gifted artisans at the renowned Tabacalera de García factory in the Dominican 
Republic. The largest handmade cigar factory in the world, Tabalcalera de García has 
generated many of the most popular and highly rated cigars found anywhere, and the 
new Edición Limitada could very well be its crowning achievement. 

Each cigar in the Edición Limitada collection is evolved to perfection using cen-
turies-old methods and the finest blend of hand-selected, flawlessly aged tobaccos of 
exceptional pedigree. Because Altadis U.S.A. maintains close relationships with the 
world’s premier tobacco growers, Tabacalera de García has access to the industry’s larg-
est inventory of superior tobaccos. For Edición Limitada, the factory selected the highly 
coveted, handcrafted corojo wrapper from the San Andrés Valley in Mexico, and the 
ultra-premium Nicaraguan and Dominican broadleaf and filler tobaccos. 

Edición Limitada’s rare and distinctive blend combines the perfect balance of 
smoothness with elegant, complex flavors to intrigue the most discerning cigar lover. 
To appeal to a wide range of smoking preferences, this exclusive edition of cigars is 
available in four sizes, one for each eminent brand. Partake of your smoking pleasure 
with a Montecristo Belicoso. If you’re caught up in America’s love affair with Romeo 
y Julieta, you’ll love the Churchill. Indulge in the enduring flavor of an H. Upmann 
in the popular Robusto size. Or while away a few hours with the rolled-to-perfection 
Trinidad Toro. Each brand is distinctively packaged in a handsomely handcrafted wood 
box of 21 cigars.

For the true cigar aficionado, Edición Limitada is the consummate smoking expe-
rience, fulfilling one’s every expectation of a rare and exceptional smoke. If you want 
to experience perfection at its peak, treat yourself to one of the illustrious cigars in this 
very exclusive collection. Edición Limitada is only available at a select group of tobac-
conists across the country. For further information on how to locate a participating 
tobacconist in your area, go to www.altadisusa.com.  

DEPARTMENTS

Sports Business Transportation
Watches Cigars



2.MOVES.VOL 5.ISSUE 1

IN THE NEWS

WORDS BY THERESA BERMUDEZ

“This is a business that brings together the Internet and youth 
sports in a way that’s never been done before,” said Tony Parker 
of the San Antonio Spurs, “and it’s a great opportunity that also 
motivates kids to achieve offline.”

The concept? Think Facebook meets young athlete, meets 
iron clad security, and you have Weplay. This is a social network-
ing site that parents can have a sense of comfort in letting their 
children navigate. Young athletes are able to take advantage of site 
features such as chat, photo swaps and individual profiles; teams, 
athletes and coaches can post sports stats, videos, pictures, awards 
and game information; and parents benefit by having a tool to 
organize hectic game and practice schedules, transportation and 
communication with coaches. 

The genius behind We-
play is creator and CEO Steve 
Hansen, previously CEO of 
MCAR Group, Chairman and 
CEO of Avamar Technolo-
gies (a data storage company 
sold to EMC for $163 million), 
and probably most notable, his 
position as COO of GeoCities 
where he managed the final 
round of financing, including 
the IPO and company’s final 
sale to Yahoo! for $5 billion. 
Hansen’s vision for Weplay 
came from the frustration of 
trying to keep track of his two 
sons’ extracurricular activities. 
Realizing the internet made 
organizing and notifying par-
ents of schedule changes, car-
pool coordination etc. much 
easier to facilitate when cen-
tralized, he began to build his 
vision named Weplay.

“In the last ten years, the 
Internet has seen explosive 
growth in social media and 
social networking sites. What 
we set out to create was a site 
rich in social media tools, in-
formation and specific utility 
oriented toward a substantially 
underserved audience. It’s stag-
gering to realize that the youth 
sports market, comprising ap-
proximately 180 million peo-
ple in the U.S. alone, is held 
together by clipboards and 
emails,” said Hansen. 

A huge draw to the site 
for Weplay’s target audience 
ages 6-16 is exclusive foot-
age of superstars like LeBron 

James, Jennie Finch, Payton Manning as teenagers, long before 
they became household names. Weplay also utilized their access 
to goldmine megastar athletes in a “How I Do It” instructional 
series where you’ll find footage of Shaun Alexander showing how 
to protect the football or Derek Jeter illustrating how to hit an 
inside fastball; each segment offering a tutorial from the best in 
each given sport.

Hansen explains “Weplay is a safe site for kids of all ages that 
will help them live healthier, more active lives and enhance their 
experiences. With the support of CAA Sports, MLBAM, First-
Mark Capital and our founding athletes, Weplay is well-positioned 
to successfully provide a comprehensive online environment that 
unites the youth sports community.” M

Derek Jeter, Peyton Manning, LeBron James, 
Tony Parker, Jennie Finch and Shaun Alexander all  
play for the same team! Well in theory anyway, each  

have invested in the power of the net as partners in the new athletic 
social networking website Weplay.com. Also in the mix is CAA 
Sports, MLBAM, FirstMark Capital and newest investor Deep Fork 
Capital who added $8.6 million to the site in Series B financing. 
With access to over 500 notable athletes and sport personalities, 
Weplay has built this site on solid foundation with the support of 
athletes who are willing to put their name and money on it. 

Athletic Social Networking Hits The Web  
With 500 Big Names On Board

LeBron James, Peyton Manning and Jennie Finch team up for Weplay.com

2008 Major League home 
run leader Ryan Howard 
partners with the new 
social networking site 
for young athletes

DEPARTMENTS
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SPORTS BUSINESS

Palgonia and his biggest client, Shaquille O’Neal

When pro athletes need to get somewhere  
in a hurry, they had better know Al Palagonia,

The Man Who Never Sleeps
WORDS BY JOHN POWELL
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electronics

How many times has someone tried 
to sell you a “state-of-the-art” home 
theater, only to see (or hear) an end 

result that is decent at best? Well, finally 
some new technologies are available that 
truly deliver state-of-the-art performance 
that will meet your expectations. And if 
you spend a lot of time in your home, your 
expectations are for the best products in 
the world.

For most people, home theater starts 
with the best video equipment money can 
buy. that’s why you need to check out the 
projector technology that has to be seen to 
be believed. this projector technology is 
called “cineWide” and it typically mated 
with a screen technology aptly named 
“cinecurve.” let’s start at the origin of 
commercial movie viewing to understand 
why this technology is so great at home.

since the 1950’s, almost every Hollywood blockbuster mov-
ie is filmed in a native aspect ratio called “cinemascope” which 
uses a very wide 2.35:1 aspect ratio. in english—this aspect ratio 
creates a much wider picture than a standard widescreen tV can 
display because flat screen tV’s (and until now, most home the-
ater screens) use a 1.78:1 aspect ratio. the result is that you see 
black bars at the top & bottom of the screen when you watch a 
movie. What good is having a big screen when movies aren’t for-
matted to fit it? Also, novice home theater watchers may not re-
alize how much resolution gets lost (figure 1) because the screen 
is only displaying 66% of the image area. the rest of the space is 
filled with those awful bars.

cineWide technology fixes this problem by processing the im-
age and vertically squeezing it in a digital processor. it then uses 
a 2.35 lens on the projector (Figure 2) to display the proper 
geometry full-screen while utilizing the full resolution of the 
video (Figure 3)! no black bars and perfect image reproduction. 
Hollywood blockbusters shown just as the Director intended in 
the comfort of your own home.

note how you don’t see any black bars and the entire screen 
is filled just as it is when you go to the movies! now add the 
curved screen!

since the image of a cineWide, 2.35 movie, has a natural 
curve to it (yes, that’s why the screen at movie theaters have a 
curve to them) it only makes sense to use a curved screen at 
home. this results in a dramatic presentation that is cooler than 
cool when viewing a cineWide 2.35 movie. What’s even bet-
ter is that any video can be stretched to this ultra-wide format. 
sporting events look incredible on a 10-foot cineWide screen. 
the cineWide technology can be viewed on a standard 2.35 
movie screen (meaning no curve) but the curved screen is the 
only way to go if you want state-of-the-art.

Sound Performance  
by Steinway Lyngdorf

Once the video is setup in cineWvide, it’s time to add great 
audio. cutting-edge, even nowadays, is having an audio 
system that is all-digital from source to speaker includ-

ing an all-digital processor connected to an all-digital amplifier. 
However, when you use the new steinway lyngdorf system, it’s 
taken a step further in defining state-of-the-art audio. How? By 
their implementing a proprietary room correction technology 
called roomPerfect™. 

Most “room eQ” systems use a processor and microphone 
to learn the inadequacies of your room and then compensate 
with eQ inside of the processor. While this produces good re-
sults, it’s not the breathtaking sound system you would even get 
in your local theater. 

roomPerfect™ blows away other systems because it does 
the room correction at every speaker, coupled with their sur-
round processor, entirely in the digital domain. And it uses such 
advanced eQ with high-speed processing that the end result is 
night & day from what you would hear without it. the steinway 
lyngdorf system sounds incredible before you even apply 
roomPerfect™, but once you hear a complete sl system tuned 
and configured, you’ll be awed by the sonic performance that 
this system can produce in a home theater. only at Paramount’s 
state-of-the-art digital cinema in lA (on their studio lot) have 
i heard movie playback that is even close. And that theater seats 
over 300 people!

Home Theater 
 It’s all about great curves

Words By DaviD Frangioni

Steinway & Sons Model D and Model 
C Speakers 5.1 channel configuration 
also includes Model M center speaker
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TRANSPORTATION

VRSCDX NIGHT 
ROD SPECIAL 

An all-black Revolution V-Twin engine, fork legs, 
swing arm and other blacked-out components 
give this motorcycle a raw, street-tough attitude. 
A nacelle surrounds a round reflector-optic 
headlight. The brushed aluminum Straight-shot 
Dual mufflers have black end caps and exhaust 

shields. Drag bars and forward foot controls put 
the rider in a stretched-out posture. A contrasting 
racing stripe paint scheme traces the length of 
the bike. Black Slotted cast aluminum wheels 
have a fine orange stripe on the rim. Available 
in Black Denim with a Vivid Black stripe, in 
Vivid Black with a Pewter Pearl stripe, or in 
Vivid Black with a Mirage Orange Pearl stripe.

VRSCDX NIGHT ROD SPECIAL FEATURES:

!  Liquid-cooled, 1250cc Revolution V-Twin engine

! 125 hp at 8250 rpm/85 ft. lbs. torque at 7000 rpm

! Assist/Slipper Clutch with reduced lever effort

! Black powder-coated engine with highlighted fins and black covers

! Brushed Straight-shot Dual exhaust with black end caps and covers

! Brembo triple-disc brakes

! 240 mm wide rear tire

! Forward controls

! Blacked-out mirrors, rear shocks and controls 

! Black steel frame

! Drag-style handlebar

! Round reflector-optic headlight

! Color-matched headlight nacelle

!  Black Machined Slotted Disc Cast Aluminum 18-inch 
rear/19-inch front wheels with orange pin striping

! Contrasting racing stripe paint scheme

! 25.2-inch seat height

! Optional ABS 

! Optional Smart Security System

On March 8 in London, David Haye totally annihilat-
ed Enzo Maccarinelli in two rounds to add the WBO 
Cruiserweight title to his WBA and WBC belts and 
now he will move up to the heavyweight division. He 
appears more than ready. 

“The ‘Hayemaker’ doesn’t lie,” said the 27-year-old Haye 
after blitzing Maccarinelli. “It’s nice to know this division is 
cleaned up now. (So) it’s time to move up to the heavyweights 
and put a bit more life into that division.”

The devastating evidence from Haye - his wins against 
Maccarinelli, Jean-Marc Mormeck and the first-round KO of 
WBC #11 heavyweight Tomas Bonin last year should be taken 
by the entire heavyweight division as a severe warning. At 6ft 
3in (he will scale somewhere around 214-225 at heavyweight), 
Haye definitely has what it takes. His flashy style combin-
ing speed, power and accuracy shows hints of Lennox Lewis, 
Thomas Hearns and Sugar Ray Leonard, and even Roy Jones 
Jr. Yes, Haye can strike you from range like a cobra, with Roy 
Jones-like pot-shots. Haye is smooth and relaxed in the ring and 
his punches flow beautifully with electrifying speed. And the 
London man’s power is extraordinary, raw and genetic. Bonin 
looked like he didn’t know what hit him. Mormeck was left in 
a heap. And Maccaranelli was stumbling incoherently in a circle 
after climbing up from the floor after getting hit with a fierce 
volley of blows.

For some time boxing fans have been calling for someone, 
anyone to challenge the dominant champion Wladimir Klitschko 
and Haye is ready to oblige the sport. After Klitschko decisioned 
Ibragimov to unify two of the four titles on February 23 in New 
York, Haye ripped the heavyweight division as weak and most in-
terestingly, severely criticized Klitschko’s reign and performance. 

“You’ve got all these Russian pretenders,” Haye said mock-
ingly. “These guys ain’t got no rhythm, no timing, no speed. 
They’re big and clumsy. Look at Klitschko the other night. It was 
an embarrassment to boxing what he did. He should be stripped 
of his title just for that performance alone. It was a disgrace and I 
can’t wait to go up and knock out that bum out.”

“The heavyweight division is a disgrace. I watched the 
Klitschko (Ibragimov) fight in a bar in Miami. It was one of the 
worst shows I’ve ever seen in my life. Embarrassing! It made me 
ashamed to call myself a boxer. Klitschko was scared to throw 
a jab against a smaller opponent. He focused all his energy on a 
silly, little slap. If that’s all I got to be worried about, I’ll be un-
disputed champion in quick time.” 

Haye’s dynamic presence and outspokenness is exactly what 
heavyweight boxing needs to spark some excitement up. And 
what I find most interesting is that Haye is bursting onto the 
scene similarly to how Muhammad Ali (then Cassius Clay) did 
before eliminating Sonny Liston. Clay totally tore apart Liston 
verbally, called him things like “Big Ugly Bear” and showed 
him zero respect. And Muhammad Ali used the same methods 

David Haye  
Makes Spectacular Statement 
Heavyweight Division on High Alert

.

UP & COMING

Since the retirement of Lennox Lewis in 2004, 
the heavyweight division has been dominated 

by the Klitschko Brothers without much obstacle 
or drama. But that’s all about to change now.
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SPORTS MEDICINE
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WORDS BY MICHAEL DOLAN

On November 21st, the Knicks traded Zach 
Randolph and Mardy Collins to the Los 
Angeles Clippers for Tim Thomas and 
veteran guard, Cuttino Mobley. The 

trade, as with every trade in professional sports, would be made 
official pending physical examinations of the players involved. 
That stipulation may have saved Cuttino Mobley’s life.

Under normal circumstances, players have 48 hours to re-
port to their new team to take a physical and another day to wait 
for the test results to come back. During that time, teams are usu-
ally playing shorthanded, because they can’t risk a player getting 
injured during that time period. But the Knicks saw something 
in Mobley’s examination that caused them concern. At the time, 
Mobley’s former team seemed to be aware that Mobley.

Three days later, with the trade still not consummated, 
Clippers coach Mike Dunleavy expressed frustration after having 
finished a game without his new acquisitions. “From the stand-
point of Cuttino’s concern,” Dunleavy told reporters, “there’s 
nothing they (the Knicks) have or don’t have that hasn’t been 
known to us or hasn’t been approved by us and all the other 
teams he’s played for… All I know is that if Cuttino has anything, 
he’s been asymptomatic.”

Mobley was aware that his 
heart was not normal by everyday 
standards. He had a condition that 
is routinely called “Athlete’s Heart.” 
When an elite athlete works out in-
tensely every day for years, the body 
signals the heart to pump more oxy-
gen to the body. To adapt to this, 
an athlete’s heart can grow in size, 
compensating for the amount of 
blood it has to pump. Mobley’s for-
mer teams, the Houston Rockets, 
Orlando Magic, Sacramento Kings 
and the L.A. Clippers all asked Mobley to sign a waiver ac-
knowledging the condition and forgiving the teams of any li-
ability should he play basketball for them. It was assumed that the 
Knicks would do the same.

But there was something in Mobley’s most recent physical 
that made the Knicks uncomfortable. So they sent Mobley for 
more advanced tests, one of which was a cardiac MRI. “Getting 
the MRI saved my life,” Mobley told reporters. “The specialists 
made it clear that my heart condition has gotten worse, and I 
couldn’t continue to play professional basketball without putting 
my life and health in serious danger. As much as I want to keep 
playing in the NBA, I have no choice but to follow my doctors 
and step away from the league.”

The test revealed that the walls of Mobley’s heart had thick-
ened. When the Knicks doctors saw the results, they believed 
Mobley had a condition far more dangerous than Athlete’s Heart. 
He had Hypertrophic Cardiomyapathy, otherwise known as 
HCM. Unfortunately the world of basketball is all too familiar 
with HCM, even though they may not know what it’s called. It’s 
the degenerative condition that caused Loyola Marymount star 
Hank Gathers to collapse and die on a basketball court during 

a game. It is the same condition that took Boston Celtic’s star 
Reggie Lewis’ life during an off-season practice session. 

“HCM is a very difficult diagnosis to make, because it’s hard 
to determine what is an abnormal thickening of the heart from 
what is a normal reaction to exercise,” says Dr. Stephen Siegel 
M.D., a cardiologist and sports medicine specialist at the NYU 
Langone Medical Center in New York City. “As a result of vig-
orous exercise, a person’s heart is going to change its function. 
It’s going to get thicker. That’s normal. On most tests you can’t 
differentiate between what is normal and what is abnormal.”

Another problem with diagnosing HCM is that it ranges 
vastly from a minor form, which can only be determined through 
a biopsy during an autopsy to a case so severe, it can result in sud-
den death. Many doctors agree, however, that if athletes do have 
HCM, they are likely to begin to present symptoms in their early 
teens to mid-twenties. “En route to becoming a pro athlete,” says 
Dr. Siegel, “doctors are constantly screening out athletes with 
cardiac issues. Once you’ve reached an elite level, the top of the 
athletic pyramid, the base of the pyramid, the people who have 
hearts with issues or whose heart can’t keep up with the car-
diac necessities of participating in professional sports have been 

weeded out.”
So what does that mean to you 

the athlete, particularly if you’ve 
been told that you have “Athlete’s 
Heart?” Dr. Siegel thinks there is no 
reason to panic unnecessarily. One 
good screening should go a long 
way toward alleviating any fears you 
may have about your ticker. “The 
first test you should get is an elec-
trocardiogram,” says Dr. Siegel. “It’s 
simple, cheap and can be done on 
virtually anybody. Sometimes on 
an electrocardiogram, you can see 

there may be a thickening which leads to an echocardiogram.” 
Dr. Siegel warns that in some instances, an echocardiogram 

will not reveal an abnormality that is on the subtle end of the 
spectrum. However, if even the slightest abnormality is detected, 
it’s becoming more common for athletes to be sent for a cardiac 
MRI, the test that may have saved Cuttino Mobley’s life. “When 
a pro athlete has a thickening of the heart walls, an MRI is a 
reasonable test for them to take.”

Most importantly, you should put together an accurate fam-
ily medical history as soon as possible. If anyone in your family 
has a history of heart trouble, particularly trouble that led to pre-
mature death, notify your doctor. “One of the biggest problems 
we face is that people lie,’ says Dr. Siegel. “When there’s a lot of 
money at stake, an athlete may not be fully forthcoming, even 
with their own symptoms. They’ll minimize what’s happening 
and say ‘Oh, I get chest pains but they went away.’ Well of course 
they went away. If they didn’t, you would be dead.”

Thankfully for Mobley, he took the necessary tests and made 
the decision to put his family first. He may never play a game for 
the Knicks, but he’ll be grateful to the franchise for the rest of a 
hopefully long life. M

CHANGE OF HEART
A midseason trade may have saved Cuttino 
Mobley’s life. Could it save yours as well?
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victoria’s secret 
takes miami beach by storm

If there were a holiday for sexiness, 
it would be the Victoria’s Secret 
fashion show. Each November, the 

most beautiful women in the world 
gather to show off the company’s 
most lustful creations. And each 
year, the show becomes bigger, 
better, and a lot more sexier.

In case you missed it, Moves brings you 
a front-row look from the most recent 
showing at the magnificently renovated 
and historic Fontainebleau Miami Beach 
hotel. The world-famous hotel was once 
the scene where Frank Sinatra and friends 
played cards and James Bond’s Goldfinger 
was filmed. This past November, it was 
reborn as the glorious stage hosting a 
performance by Usher, as well as 35 of 
the greatest supermodels ever assembled, 
including Heidi Klum, Adriana Lima,  
and Karolina Kurkova. Lima highlighted 
the show by wearing a $5 million Black 
Diamond Fantasy Miracle Bra. And Heidi 
Klum offered the grand finale, heading 
down the runway in a red bra and 
underwear set with wings shaped like 
a bow to resemble the world’s greatest 
Christmas present. If these photographs 
don’t make you want to attend the 
show next year, nothing else will.    M

Adriana Lima and Usher
Alessandra Ambrosio
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Although Wagner was making 
steady strides forward checks were 
not steadily rolling in. As thoughts 
of returning to North Carolina 
began to cloud her head, a call 
from her manager sealed her stay in 
LA. On her way to the airport Al 
Hassas, current manager urged her 
to go on an open call for Lincoln 
Mercury who was on the search 
for a spokeswoman. “Typically I 
wouldn’t go on an open call, they 
just seemed like a waste of time, 
but since it was on the way to the 
airport I decided to stop. I was a 
little concerned because Al told me 
they were looking for a bilingual 
spokeswoman, which I am not! His 

advice? ‘Fake it!’” Wagner giggles. 
Needless to say she went in there, 
all American and nailed it. There 
were a series of cuts, from 100’s to 
50 to 10 to Jill Wagner as the final 
pick for Lincoln Mercury’s 2005 
Spokeswoman, which she continues 
to hold as of today. Jill comments, 
“It’s a good thing it came through, 
with only $150.00 in my bank 
account I was ready to go home.”

Taking her first stab in a 
lead role, Jill embarked on a new 
challenge in acting. Transforming 
herself into Krista Starr in Blade: 
The Series, she played the role of a 
woman trying to find her brother’s 
killer and in her quest was infected 
with vampire blood. Wagner 
confesses it was “the toughest role” 
she’s had to play thus far. “I say this 
because it was the first time I had 
to carry a series.” Although it only 
aired for one season, Jill was on the 
rise, even winning Spike TV’s 2006 
honor of “Woman of Action.”
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Fast forward two years and Jill Wagner has 
now become a household name. A feature film 
with a starring role in the science fiction thriller 
Splinter, released this past Halloween and cur-
rently out on DVD, and perhaps even more ex-
citing is her co-hosting position on the ABC 
primetime competition reality series Wipeout, 
proclaimed this summer’s biggest splash! Her play 
by play commentary along with her contagious 
laugh has definitely played a significant role in 
the show’s success.

If you missed out while you were barbequ-
ing, no need to fret. Jill, along with special guest 
Michael Irvin, will co-host a special themed Super 
Bowl edition that will air during half-time and a 
post Super Bowl full episode in which cheerleaders 
will compete against male couch potato sport fans; 
primetime exposure showcasing Jill’s likeability.

Making all the right moves, Jill Wagner is 
rapidly becoming a household name and America’s 
next sweetheart. M
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Swimsuits
Iooss started working on the 

world famous SI Swimsuit issue 
in 1972. “At the time, I was 

about 29 years old, sexy girls, 
exotic locations—it was a dream 
job.” Having photographed some 

of the most beautiful women 
in the world has taken Iooss to 

locations such as Vietnam, South 
Africa, Brazil, and too many 

Caribbean islands to mention.

Daniella Sarahyba
Grand Cayman - 2007

Jessica White
Montauk, NY - 2003

The Bay,
Hanalei, Kauai – 1975



Exploring the corners of the world, MOVES Magazine provides its audience with travel guides to plush, exclusive getaways 

providing the privacy and lavish surroundings our readers crave. 
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ARTICLE

No Recession In Sports
Shaun Powell

Times are tough. Some of us can’t pay our mortgages. Can’t replace the beat-up 
Impala. Can’t eat out as often. Can’t buy that coat on the rack. Can’t afford the 
gas for long road trips. Can’t pay the rent, mechanic, cable bill or even attention.

But when it comes to sports, our spending capabilities change drastically.
Suddenly, we’ve got plenty of money.
When it comes to sports, the national obsession, all of that expert financial ad-

vice is thrown out the window, along with our thinning wallets.
Hey, we gotta go to the game. Gotta watch the game. Gotta wear that team 

apparel. Gotta get that fix any way we can, even if that means scrimping on every-
thing else, you know, like necessities.

We just can’t help ourselves, regardless of the economic climate, when it comes 
to sports.

If you haven’t heard, the Yankees are chasing CC Sabathia, the top pitcher on 
the free-agent market, with government bailout-like money. It seems absurd how 
a baseball player can make upwards of $20 million a season while some Fortune 
500 companies can’t scratch together a fraction of that to save their employees.

Well, maybe absurd isn’t strong enough. More like obscene.
Not that there’s anything wrong with taking what someone’s willing to pay. 

That’s the American way.
Athletes make millions because in a free-market society, they get what a team 

believes they’re worth. Same goes for actors who carry blockbuster movies and 
rock stars who have kids sleeping overnight outside the box office waiting for 
tickets.

You and I would do the same if a massive amount of people were dying to buy 
what we’re selling.

This is nothing new. Babe Ruth explained that he made more than the president 
because he had a better year. It’s been going on forever, and the money has got-
ten so big, we’re jaded by it. Plus, if you think the athletes are getting rich, imagine 
what the owners and teams are making.

No, the surprise doesn’t lie with the athletes and teams, it lies with our obses-

sion with big-time, big-ticket sports. It lies with the customers. We haven’t reached 
the breaking point yet.

The Yankees are willing to pay Sabathia because they know they’ll get their 
money back next summer and throughout the length of any contract he signs. 
They know four million-plus fans will elbow through the turnstiles of the new Yan-
kee Stadium, and a good many will chomp $5 hot dogs, slurp $6 sodas, wave $12 
pennants and go home in $25 caps.

You do the math. The Yankees, when all is said and done, might get Sabathia 
cheap.

Although corporations aren’t lining up to shell out thousands for luxury suites 
the way they used to, it doesn’t matter. The TV networks are the true cash cows, 
and they’re still investing billions in sports programming because they know you’ll 
watch. They know you can’t help yourself. It all comes back to you, the fan, the 
people who give the Yankees the green light to throw gold at Sabathia.

We’ve heard of all sorts of companies going out of business these days, even 
companies once considered rock- solid. Giant retailers, securities firms, financial 
behemoths, auto makers, all watching their knees buckle from the struggling glob-
al economy.

But tell me: When’s the last time you ever saw a baseball, basketball or football 
team go belly up? What are the odds of the Cavaliers cutting LeBron James loose 
because he makes too much?

None of the above will happen in our lifetimes because our lifetimes are spent 
obsessing over sports and doing whatever we can to keep sports financially solvent.

Amazingly, there’s one exception to the rule. It’s happening in London and it 
almost happened here in New York.

The organizers of the 2012 Olympics are throwing a financial fit. The budget for 
the London Games is approaching $9 billion, slightly more than what Sabathia will 
get. Tessa Jowell, who led the London effort, said, “Had we known what we know 
now, would we have bid for the Games? Almost certainly not.”

Well, New York went hard after the Games, too. The mayor and governor and 
almost every local and national big shot wanted the Olympics for New York. But 
the bid died partly from the resistance led by Madison Square Garden chairman 
James Dolan (who also is the chief executive of Cablevision, which owns Newsday) 
partly because the expense, even in those calmer financial times, seemed steep.

If the Olympics are gonna cost London that much, can you imagine the bill had 
New York won? How would we pay for it?

Maybe that would’ve been the sports breaking point in this country. Right now, 
all we know is Sabathia is ready to take our hard-earned money and, like most 
athletes and sports teams, enjoy this recession we’re in.



“�You guys should be 
really proud of this 
product. I read it 
from cover to cover.”

—Joe Theisman,  
Monday Night Football Analyst

“�I really love what Moves 
is doing. Can’t wait to see 
the Super Bowl issue.”

—Tim Brown,Hall of Fame Wide Reciever

“�It’s something I know 
the guys really enjoy.”

—Shannon Sharpe, 
CBS Sports commentator 
and future Hall of Fame TE

“�The players love em…
keep them coming!”

—Rodney Powell, 
Team Operations Manager, 
Orlando Magic

“�The guys love the magazines…as soon as they 
come in they take them right out of their mailboxes 
to read and have great things to say about them.”

—Yusuf Boyd, Assistant Athletic Trainer /
Equipment Manager, Memphis Grizzlies

“�Really impressive. Please keep 
sending them to my office.”

—Ronnie Lott, Hall of Fame SF 49er

“As soon as I get them I put them in each player’s locker. 
They really appreciate that it’s not a gossip or rumor 
filled publication. They love reading MOVES Magazine!”

—Scott Rego, Equipment Manager, 
Philadelphia 76ers

“�On behalf of the entire Green Bay Packers 
organization I would like to thank you for 
sending us those wonderful magazines…
the players love them!”

—Gordon “Red” Batty, Equipment Manager, 
Green Bay Packers

“�The players around the league think 
it’s a great magazine…Hope to see 
you again in Hawaii during Pro Bowl.”

                —Tony Gonzalez, All Pro Tight End

“�It’s really great, I look forward to getting it 
each time, hearing about the other sports.”

           —Marcus Allen, NFL Hall of Fame running back

“�Moves is terrific. Anything I can do to 
help with Boxing, just let me know.”

—Emanuel Steward, 
Legendary Boxing trainer
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