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The 2008 All-Star Slam-Dunk
Champion 1s changing the way big
men are perceived around the league

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.



Demographics
® Average Age: 36
e Direct Readership:
Male 70%
Female 30%
¢ College Education: 90%
e Average Annual Income: $1,860,000
¢ Net Worth: $4,758,000

e Average Number of Automobiles: 3

e Average Value of Automobiles: $75,000

e Average Number of Residences Owned: 3

TRANSPORTATION

MOVES is distributed directly to
e NFL, NBA, NHL, MLB and NASCAR
e Active and Retired Players
e National Events:
Super Bowl, Pro Bowl, U. S. Open, Indy 500,
NBA All-Star Week, MLB All-Star Game
e Team Locker Rooms and Training Facilities
e Team Hotels and Charter Flights
e Player Charity Events and Golf Tournaments
e Circulation 25,000
¢ Pass-along Rate 4.5x, total readership 112,500

MOVES readers also include
e Agents and Coaches

e Team Owners and Executives

e Team Doctors and Trainers

e Fortune 500 CEQ’s

e Sports Marketers

e Players Families and Friends

e Accountants

e Financial Advisors

e Sports Rehab Facilities

e Entertainers

Michael Jordan

Woher looss never b
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 \
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FEATURES

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.
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DEPARTMENTS

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.
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MOVES spotlights premiere athletes and entertainers in the latest fashion trends of each season. With help from the hottest
stylist around the country, these pristine bodies are suited up with fashion forward high-end collections.
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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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ADVERTISING

Professional athletes are the most sought after consumer audience by hard good retailers such as automobile dealerships,
jewelers, fashion, home electronics, furniture galleries, real estate developers, and realtors nationwide. MOVES Magazine is
the ideal way to target this niche market. With the turn of every page, this elite group of readers is exposed to high-end,
luxury items to fulfill every decadent desire.
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ADVERTISING
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ARTICLE

-newsdaycom

December 5, 2008

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 | 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.



TESTIMONIALS “Moves is terrific. Anything | can do to

help with Boxing, just let me know.”
—EMANUEL STEWARD,

“The players love em...
keep them coming!”
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really proud of this ORLANDO MAGIC |

product. I read it

from cover to cover.” e s , ,
_ JOE THEISMAN, [t’s really great, I look forward to getting it

VONDAYRIGHT FOOTEALE ARALYST each time, hearing about the other sports.”
—MARCUS ALLEN, NFL HALL OF FAME RUNNING BACK

“I really love what Moves

= doing. Casale sl o see 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

: 2
the Sup er Bowl issue. filled publication. They love reading MOVES Magazine!”’
—TIM BROWN,HALL OF FAME WIDE RECIEVER
—Scott Rego, Equipment Manager,

Philadelphia 76ers
“The guys love the magazines...as soon as they
come in they take them right out of their mailboxes cov. s .
to read and have great things to say about them.” It’s something I know
—YUSUF BOYD, ASSISTANT ATHLETIC TRAINER / the guys really enjoy.”
EQUIPMENT MANAGER, MEMPHIS GRIZZLIES _SHANNON SHARPE.

CBS SPORTS COMMENTATOR
. 5 AND FUTURE HALL OF FAME TE
“Really impressive. Please keep

sending them to my office.”

—RONNIE LOTT, HALL OF FAME SF 49ER “On behalf of the entire Green Bay Packers
organization I would like to thank you for
“The players around the league think sending us those Wonc’i,erful magazines. . .
it’s a great magazine...Hope to see e players love e

o . oo . —GORDON “RED" BATTY, EQUIPMENT MANAGER,
you again in Hawaii during Pro Bowl.” GREEN BAY PACKERS

—TONY GONZALEZ, ALL PRO TIGHT END



