
From: <info@agencyofrecord.com>
Subject: The Insider Q2 2009

Date: March 30, 2009 7:21:14 PM EDT

To: <louis@agencyofrecord.com>

On behalf of Maroon PR, I'd like to welcome you to the latest edition of

our quarterly E-Newsletter, which provides different perspectives from

professionals within our industry and all things Maroon PR.

Maroon PR has had a busy start to the year. We've helped stage,

coordinate and run numerous events for our clients, while adding other

new and exciting clients to our roster. We are glad to share with you their

latest news and we thank you for your interest in our company.

We hope you find The Insider entertaining and that you will continue to

visit MaroonPR.com to stay informed with everything we are involved with

in the future.

Sincerely,

Dear Friends:

John Maroon, President

5 QUESTIONS WITH...

News & Notes

Orioles right fielder  Nick Markakis (above)
tabbed Maroon PR to help him form his
non-profit organization and elevate his
profile on a national level.

Over the last quarter, Maroon PR was

hired by five new clients, while

retaining two others.

Maroon PR is Proud to
Announce Seven New Clients

http://www.maroonpr.com/library/resources/newsletter/maroonpr_12_23_08.pdf
http://www.maroonpr.com/main.asp?page=1030
http://maroonpr.com/main.asp


ERIC SEBASTIAN
Director of Media Relations

Denver Nuggets

1. In your role with the Denver Nuggets, how proactive are you able

to be in your media outreach versus fielding media requests and

handling game-oriented activities?

I would say the pendulum swings more towards being reactionary than

proactive on a day-to-day basis. On average, we're playing three or four

games a week, so the majority of inquiries are focused on how we're

playing and who's making an impact. We're constantly reacting to

something that happened in a game or to what someone said. On a

typical game day the players and head coach can be available to the

media up to three times - at the morning shootaround, pregame and

postgame. Handling the requests during those availabilities and fielding

local and national broadcast requests takes up a good portion of my time.

However, since the season is so long, there are times when the media is

looking for something fresh to cover, and that enables me to pitch stories

about what our guys are doing off the court and in the community. It's also

a good time to push a story about a player who might not be drawing a lot

of attention, but is deserving of some. I try to be as proactive as I can, but

if we're in the midst of a five-game losing streak, it's hard to get a positive

feature story on our team placed in a publication. When we're on a roll, I'll

try to take advantage of it and be more proactive or catch up on

opportunities.

2. The scope of the media industry has changed drastically over the

past decade as the Internet has significantly increased its presence

in today's marketplace. From bloggers to the average fan having a

camera phone or video camera, what challenges have you

encountered during this change in the media market and how do you

advise your players accordingly?

Wow, the challenges. how much time do we have? It seems every day

we're dealing with something new as the media industry evolves and

newspapers die across the country. (On Feb. 27, 2009) the Rocky

Mountain! News - a 150-year-old paper - closed its doors in Denver. It

Baltimore Orioles' star outfielder Nick

Markakis selected Maroon PR to

perform a number of activities on his

behalf.  The firm will help Nick and his

wife Christina form a non-profit

organization that will improve the

lives of children throughout Maryland.

The agency will also help broaden

Nick's national brand as a Major

League Baseball player.

On March 1st, NBA veteran Adonal

Foyle and his Kerosene Lamp

Foundation - a foundation focused on

refurbishing basketball courts and

running Academics & Athletics Camps

in underserved communities - agreed

to work with Maroon PR. Also in

March, Maroon PR was hired by

Geier Financial Group, a

comprehensive financial services firm

and MNS Group, a full-service

Information Technology and

Management Information Systems

company.

On March 15th, PUNCH & Knee

Bouncers hired Maroon PR. PUNCH

is a creative agency based in

Sykesville, Md. that is dedicated to

advertising, design, e-media, web,

print, promotions and packaging.

KneeBouncers.com is a website with

free games created for babies and

toddlers by PUNCH founder Jim

Robinson.

Constellation Energy Senior Players

Championship retained Maroon PR

as Agency of Record (AOR) after the

firm worked with the Championship

last year. The event won the

Champions Tour's Outstanding

Achievement Award in 2008. The

Professional Baseball Athletic

Trainers Society (PBATS) also

http://www.pgatour.com/tournaments/s507/
http://www.mnsgroup.com/
http://www.geierfinancial.com/
http://www.kerosenelampfoundation.org/
http://www.kneebouncers.com/
http://www.punch-me.com/
http://www.pbats.com/


Mountain! News - a 150-year-old paper - closed its doors in Denver. It

makes you wonder how long newspapers will be around and if our fans will

look to traditional news sources to get their daily Nuggets fix or if they'll

gravitate towards fan sites and blogs.

During our annual media training session, we stress to our players that

they live in a YouTube world. What they say or do around their friends can

be just as powerful or damaging as something they say during a media

session if someone is catching it on camera. And usually someone is. The

Josh Howard incident last summer was a perfect example (he was caught

on a cell phone camera saying disrespectful things about the national

anthem). The old adage, "it takes 10 seconds to ruin 10 years of good will"

is even more prevalent these days.

The trend now is to get the news up on the Internet as quickly as possible

and then correct any mistakes later. Stories oftentimes run with one

anonymous source and there is very little accountability if that source

proves to not be credible. Some of the gossip sites just make stories up

and I'm not sure the general public always knows which site is credible

and which one fabricates things. This obviously creates more headaches

for the PR department and the players and we spend a lot of time putting

out fires.

3. Throughout your tenure with the Nuggets, you've worked with a

number of superstars. From a PR perspective, how does your

approach with the media differ when dealing with the team concept

as opposed to items pertaining to the individual stars?

If I was just working for say Carmelo Anthony, he would obviously be my

focus and I'd try to push as much as I could for him. But with a team, I

need to try to spread the attention around. Each one of our 13 players has

a unique story to tell about the journey he made to become one of the

400-some-odd players in the NBA. Over the course of an 82-game

season, each player will undoubtedly make an impact. It's good business

for the franchi! se to ha ve the fans feel like they're as close to all our

players as we can get them, so there are times when I might get a request

for Carmelo, but I'll try to make sure one of the other players get some

love. I was taught to treat the guy at the end of the bench the same as I

Trainers Society (PBATS) also

agreed to retain Maroon PR for their

annual PLAY (Promoting a Lifetime of

Activity for Youth) Ca! mpaign. The

PLAY Campaign promotes healthy

living and decision making among

children in America and holds events

in Major League Baseball ballparks

from May through August.

Maroon PR is proud to announce that

on April  3rd, the full-service public

relations firm will celebrate its third

anniversary! Public relations specialist

John Maroon launched the agency in

April  2006 after nearly two decades

working in the communications and

branding areas for a number of sports

organizations. Maroon PR currently

has eight employees and works with

many high-profile athletes and

businesses, both in the Maryland

area and nationwide.

"It  is amazing how quickly three years

have passed," John said. "I have

been so fortunate to have an amazing

team working with me. A special

thanks to Tim Richardson, Andrea

Kunicky and Chris Daley who have

been with us since the day our doors

opened.

"We have worked with incredible

clients and have some great

memories with more to come in the

months and years ahead."

Maroon PR Celebrates Third
Anniversary

http://www.pbats.com/


love. I was taught to treat the guy at the end of the bench the same as I

do the superstar. Obviously I'll get many more requests for the superstar

and probably work with him more, but within the team concept, no one

player is more important than another.

4. It seems that the media's focus, at times, is strictly on a

professional athlete's game performance, and less on the positive

impact they have on the community out-of-uniform. How do you think

more attention can be brought to an athlete's philanthropic efforts,

especially in a market like Denver that has a team in each of the four

major sports?

Well, I think a good deal of the burden rests on the players. The player

really needs to be committed to his community. He can't be half-hearted in

his efforts or just think that attaching his name to something is going to

bring him recognition. He can also go a long way towards getting the

media to cover his philanthropic efforts if he has a good rapport with them.

As a PR person, I can only do so much. I can bring attention to programs

a player is involved in, but if he doesn't appear to be genuine about it or if

the player doesn't treat the media with respect, they aren't going to do him

any favors by covering him. There are just too many other athletes in

Denver that the media can choose to cover. (Los Angeles Clippers center)

Marcus Camby was as adept at this as anyone I've worked with. He made

time for the media every day - win or lose - and was incredibly involved in

the programs he started through his foundation. As a result, the events he

did for his foundation received a great deal of coverage and his image

was impeccable in town.

5. Are there any specific individuals or moments throughout your

career that helped shape who you are today?

I've been! very fo rtunate to work with some of the best PR professionals

in sports. Jon Jackson, now at Duke, took me under his wing as a student

intern at SMU and helped me land an internship with Tommy Sheppard,

who had just taken over as PR Director for the Nuggets in 1994. Obviously

I'm still here, so I owe a great deal to him. Both guys have been great

mentors and friends to me over the years. Rich Dalrymple and Brett

Daniels introduced me to pro sports and dealing with superstars as an

intern with the Dallas Cowboys. Brian McIntyre, Tim Frank and Maureen

Coyle in the NBA PR office have been great sounding boards over the

years.

Two specific events really gave me a sense of "OK, I know what the heck

I'm doing." In 2006, we were less than two minutes from wrapping up a

Renegade, an advertising agency,

studio and content creator with in-

house production facilities,

announced in February a unique

partnership with the Mid-Atlantic

Sports Network (MASN) to air a Cal

Ripken, Jr., documentary.

The documentary, titled "A Shortstop

in China," features Ripken on his first

diplomatic trip as an American Public

Diplomacy Envoy for the U.S. State

Department. Renegade traveled with

Ripken and former Baltimore Oriole

B.J. Surhoff to Beijing, Shanghai and

Guangzhou in November 2007 and

filmed Ripken conducting baseball

clinics for nearly 1,000 people. John

Maroon introduced Renegade to

MASN on the trip to China and aided

in the negotiations between the two

companies.

Maroon PR secured coverage of the

announcement from The Baltimore

Business Journal, The

SportsBusiness Daily, The Daily

Record, among others. The release

was also picked up by other business

journals in major cities like Los

Angeles, Denver, Boston, Atlanta and

many others.

Renegade shot the one-hour program

completely in High-Definition. The

Renegade and MASN Partner to
air Cal Ripken, Jr. Documentary

http://www.GetRenegade.com/
http://www.getrenegade.com/


I'm doing." In 2006, we were less than two minutes from wrapping up a

convincing win in New York over the Knicks and completing a very

successful road trip when the infamous brawl broke out. There were many

quick decisions that I had to make that night and everyone really listened

to the advice I gave. Two days later, we were addressing the media for the

first time after the fight when I was told we were trading for Allen Iverson.

Allen's stardom was on another level than anyone I had worked with

previously. That week was a whirlwind, but I felt I grew a lot.

A year or so later, the general manager who had traded Allen to us was

fired. Allen pulled me aside after practice and asked me how I thought he

should handle the questions he was going to be asked by the media. I

gave him some advice and he took it to heart and said all the right things.

P.R. UNDERCOVER

Investigating the Good, Bad &
Ugly of the P.R. Industry
Experiences with PR professionals... from the
mind of a nationally respected
Editor/Reporter/Producer

This quarter, Maroon PR tracked down...

Christine Brennan, award-winning USA Today

Columnist and best-selling author. She also

has her own website,

www.christinebrennan.com.

The "Good" PR - To me, the best public relations work is not the

sometimes-heavy-handed, out-of-the-blue pitch, but a more gradual,

"getting-to-know-you" philosophy.

One of the top publicists in the figure skating world is Lynn Plage, who I've

known for 20 years. Back in 1994, when I began working on my first

skating book, "Inside Edge," which became a national bestseller, Lynn and

I would occasionally talk -- to catch up, discuss an idea or talk about an

upcoming event.

One day, we were discussing the idea of my spending some time on one

of the skating tours. In the midst of the conversation, Lynn said she

thought she could get me complete access to the tour she represented.

completely in High-Definition. The

official air dates for the film will be

released soon.

Last quarter, USA Football,  the

sport's national governing body on

youth and amateur levels, announced

exclusive partnerships with two

equipment companies to outfit their

players.

In January, USA Football and Riddell,

the 80-year-old Chicago-based

company, announced a three-year

partnership that will make Riddell the

official football helmet and protective

equipment partner of USA Football.

Riddell, whose equipment is worn by

more than 80 percent of NFL players,

will provide equipment for USA

Football's National Teams, coaching

schools, player academies, state

leadership forums and equipment

grant programs.

In March, USA Football and Under

Armour, the Baltimore-based leader

in performance apparel and footwear,

announced that Under Armour will be

the official outfitter of USA Football's

coaching schools, officiating sessions,

three-day camps and national teams.

Under Armour will also participate in

USA Football's Grants Program,

which awards uniforms and

equipment to youth teams across the

United States. The exclusive

partnership goes through 2009.

With the partnerships, Riddell and

Under Armour have also agreed to

USA Football Partners with
Riddell and Under Armour

http://www.underarmour.com/
http://www.usatoday.com/
http://www.christinebrennan.com/
http://www.amazon.com/Inside-Edge-Revealing-Journey-Skating/dp/0385486073
http://www.USAFootball.com/
http://www.riddell.com/


From that simple discussion sprang a behind-the-scenes chapter in my

book on the "Stars on Ice" tour. Lynn and the tour gave me total access to

the skaters - including on the tour bus - which allowed me hours to

interview Katarina Witt and others about their careers.

Lynn did it again more recently. I had been thinking of doing a column on

Baltimore's Kimmie Meissner before the 2009 United States Figure

Skating Championships; but then Meissner withdrew due to injury. A few

days later, Lynn e-mailed to ask if I still wanted to talk to Kimmie. I had

written off the Meissner idea, but then I thought, sure, why not. Perhaps

Meissner could be a small part of whatever I was going to write about the

young girls in skating.

Lynn set up a phone interview, and when I spoke with Kimmie, the story of

her plight to stay on top of her sport at the ripe old age of 19 was so

interesting I decided to turn her into my whole column.!

It's also good to know a PR person's roster of clients. Another top sports

publicist, Meredith Geisler, represents both Grant and Calvin Hill, among

many others. Several years ago, I mentioned to her that I was working on

a magazine piece on Title IX. She suggested Grant. "Why?" I asked.

Grant had a young daughter, she explained, and could talk about his

hopes for his daughter to play sports. It was a great idea, she set up a

phone interview for me and I included Grant in the piece.

Just a few months ago, I was writing about the bad behavior of

professional athletes and thought of the Hills again -- this time, Calvin,

who works with athletes on a few pro teams.

On deadline, I left a message for Meredith, asking for Calvin's number.

She texted me a few minutes later with his cell number and a deadline:

Calvin was on his way to the airport, so the window of opportunity was 20

minutes, max. I called Calvin a few minutes later. I got my quotes and he

made his flight.

Full disclosure: I think Meredith is so good, I hired her in 2006 to assist my

publisher in promoting my father-daughter sports memoir, "Best Seat in the

House."

The "Bad" PR - Bad public relations is the opposite of what I've just

discussed. Many PR professionals do their jobs very well, but there are

some who don't, and it's often because they don't put in the hard work to

do it right.

Under Armour have also agreed to

outfit USA Football's Junior World

Championship this summer in

Canton, Ohio. Maroon PR secured

coverage from The Washington

Business Journal, The Baltimore

Business Journal, The

SportsBusiness Daily, etc. Business

journals from other major cities that

picked up the release include:

Portland, Dallas, Sacramento, Kansas

City and many others.

(From Left) Lou Holtz, Cal  Ripken, Jr.  and
Jamie Moyer

On Friday, Feb. 6th, the Cal Ripken,

Sr. Foundation hosted its fifth annual

Aspire: A Tribute to Life's Coaches

fundraising gala to support the

organization's various programs. This

year's event, held at the Marriott

Waterfront Hotel in Baltimore,

included over 800 attendees and

celebrity guests. The gala honored

National Football Foundation College

Hall of Fame football coach and

ESPN analyst Lou Holtz, and current

Philadelphia Phillies pitcher and 2008

World Series Champion Jamie Moyer.

In its fifth year, the Aspire gala has

grown into one of the Baltimore area's

largest single-day fundraising events.

5th Annual Cal Ripken, Sr.
Foundation Aspire Gala is a Big
Success

Philadelphia Phillies Pitcher
Jamie Moyer and Former Notre
Dame Coach Lou Holtz Honored

http://www.ripkenfoundation.org/
http://www.amazon.com/Best-Seat-House-Daughter-Journey/dp/0743254368
http://www.usafootball.com/jwc


These are the people who send out the "To-whom-it-may-concern" pitch. I

receive hundreds of these pitches a year at my USAToday.com e-mail

address.

"To the golf writer.." -- I'm not the golf writer.

"To the winter sports beat writer." -- I'm not the winter sports beat writer.

"To the women's sports beat writer." -- I'm not the women's sports beat

writer.

Because of the massive number of e-mails I get, I often have to delete

these e-mails, spending about as much time on them as t! he PR pe rson

did. I wish I had the hours to correct or help them, but there's just not

enough time in the day. Plus, I'm guessing I'm not the only person

receiving those e-mails at USA Today.

The "Ugly" PR - A veteran sports PR man who shall remain nameless

recently e-mailed my personal account to say he was working for a

charitable event and had a question for me:

"What do you write about?"

Yes, in this Internet age, where that information is available at the click of

a finger -- not to mention in the nation's largest circulation newspaper --

that was his question.

I was embarrassed for this poor fellow, so I sent him the link to my

columns at USA Today and suggested he might give them a look.

It turned out he was pitching a local D.C. story that would not have been

for me. He apparently had no idea I write about national and international

sports issues in columns for USA Today. It's entirely possible he thought I

was still at The Washington Post, which I left in 1996.

IMPROVING R.O.I.

Improving Your 
"Return on Impressions"
With Gerry Sandusky

Maroon PR assisted the Cal Ripken,

Sr. Foundation with many of the

planning elements for the Gala,

including a press conference with Cal

Ripken, Jr., Holtz and Moyer. Maroon

PR also coordinated the attending

media and facilitated interviews for

the honorees and celebrity guests.

Media covering the gala included

Comcast SportsNet, WMAR-TV, The

Baltimore Sun and The Daily Record.

In addition, both Fox 45 and WBAL-

TV covered the press conference and

broadcasted live from the event.

Jamie Moyer (right) on the set  of
ESPNews with Bram Weinstein

In February, Maroon PR arranged for

Philadelphia Phillies' World Series

Champion Jamie Moyer to visit the

ESPN campus in Bristol, Conn. for a

series of interviews about the Moyer

Foundation and his amazing career.

Jamie visited the campus with

Maroon PR President John Maroon

and the day started with an

appearance on ESPNews on

Thursday, Feb. 5th. Jamie's morning

on Friday, Feb. 6th began with an

interview on ESPNRise, a website

dedicated to high school sports,

followed by a live interview with Dana

Jacobson on the set of "First Take"

on ESPN2. His day continued with

the ESPN online chat, "The Morning

Buzz," in which he answered

Maroon PR Coordinates Phillies'
Pitcher Jamie Moyer's Trip to
ESPN

http://www.moyerfoundation.org/


If you look at a video on a website, you'll see a little toolbar on the bottom.

The toolbar usually has symbols for play, stop and pause. Your next

business presentation, conversation or even meeting can benefit from that

same toolbar.

You hit play when you begin. For a lot of professionals, the problems begin

soon after that. Most professionals and executives who I have watched

over the years start a presentation or conversation and keep going until

they hit the stop button. They never pause.

A pause only has to last a second or two, about the same length as a

breath. It has the same effect as a breath too: It feels natural.

Here are three effective ways to use pauses in your next presentation,

conversation or meeting:

1. Immediately after you make a critical point, pause.

2. Immediately after you deliver a funny line or the punch line of a

humorous story, pause.

3. When you want more feedback, ask for it. When it starts to come,

mentally hit the pause button.

All three techniques work because they give other people - not just you - a

chance to breathe, absorb and process information.

Too many professionals fall for the trap of beginning their presentation or

conversation and plowing through it until  they finish. Play button to stop

button. By peppering your next presentation, conversation or meeting with

a few pauses, you'll notice a greater connection with your audience. The

people you address will begin to feel as if you are talking with them instead

of at them.

"The Power of Pause"

Gerry Sandusky is a communications

consultant, TV & Radio sportscaster,

and the Voice of the Baltimore

Ravens. His company, The Sandusky

Group, is on the web at

www.SanduskyGroup.com.

Melo's "15 on the 15th Event"

Buzz," in which he answered

questions from fans around the

country about his playing career and

philanthropic endeavors. The Phillies'

veteran rounded out the day with a

podcast on ESPN.com's "Baseball

Today" and in-studio interviews on

ESPN Radio's "The Herd," "Tirico &

Van Pelt" and "The Doug Gottlieb

Show."

Shad Ireland, the first dialysis patient

to ever complete an Ironman

Triathlon, has announced he is

planning an inspirational bike ride

across the United States called the

"What Inspires You Tour." This

remarkable journey will begin on May

1, 2009 in Southern California and

finish on July 30, 2009 in

Washington, D.C. The focus of this

tour will be to help spread Shad's

message of education and prevention

as it pertains to the leading causes of

kidney disease, such as obesity, high

blood pressure and diabetes. Maroon

PR will be handling all  of the public

relations for the ride. To learn more

about Shad's ride, visit

www.WhatInspiresYou.us.

Shad was also recently named a

member of the 2009 Inaugural Team

Shad Ireland Announces "What
Inspires You Tour," named to
Team Under Armour RUN

http://www.whatinspiresyou.us/
http://www.sanduskygroup.com/
http://www.sanduskygroup.com/index.cfm


Continuing his mission to serve the Denver

community, NBA superstar and Denver Nuggets'

forward Carmelo Anthony launched the "15 on the

15th" program in 2009. Melo established the

initiative to utilize his Studio 15 barbershop to

provide haircuts to disadvantaged children and underserved adults in

programs throughout the Denver area. The program's name is derived

from Melo's number 15 with the Nuggets.

On the 15th day of each month, 15 children or adults from a community

group are chosen by the Carmelo Anthony Foundation to receive free

haircuts at Studio 15. The Family Resource Center, Denver Children's

Home and Excelsior Youth Center have benefited from the first three

events in 2009, respectively. Since launching the program, Maroon PR

has secured sponsors for each month, as well as the group that benefitted

from the program. In addition, Maroon PR has garnered positive coverage

each month from Denver media outlets including KWGN-TV, KDVR-TV

and KCNC-TV, as well as The Denver Post, Denver Magazine and

DenverDailyNews.com. On a national level, "15 on the 15th" has been

featured in The SportsBusiness Daily and Sporting News Today.

Melo opened Studio 15 on Nov. 6, 2008 in Denver's LoDo District. If you'd

like to support the "15 on the 15th" program by sponsoring a month in

2009, please contact the Carmelo Anthony Foundation via email at

info@CarmeloCares.org for more details.

Carmelo Anthony Foundation Program Gives
Free Haircuts to 15 Denver Residents in Need

Sullivan's Steakhouse Holds V.I.P. Grand Opening

Party

On Wednesday, Feb. 11th, Maroon

PR played key roles in the V.I.P.

Grand Opening Party hosted by

Sullivan's Steakhouse at their newest

location at 1 E. Pratt St. in downtown

Baltimore.

From Left: Sullivan's Steakhouse
CEO Mark Mednansky, General
Manager Tina Lavelle and Cal
Ripken, Jr.

V.I.P. Event Featured a $10,000
Donation from Sullivan's
Steakhouse to the Cal Ripken, Sr.
Foundation

member of the 2009 Inaugural Team

Under Armour RUN. Maroon PR

introduced Shad to Under Armour,

and the apparel company was so

impressed by his story that they made

him a member. Team UA RUN

consists of run influencers throughout

the United States including coaches,

mentors, fitness instructors, track and

cross country coaches, journalists,

doctors, personal trainers, athletic

and race directors, among others.

On Friday, March 6th, Maroon PR

aided in the launch of the new

instructional baseball website,

GetGreat.com. The subscription-

based website is the result of a

partnership between Major League

Baseball and Ripken Baseball.

John Maroon traveled to New York

with Cal Ripken, Jr. for the media

launch of the site. Maroon worked

with the PR team at MLB.com on a

press release and booking Ripken on

relevant media outlets to trumpet the

launch.

Through Maroon PR's efforts,

placements were secured on ESPN's 

"Mike and Mike in the Morning;" "The

Jim Rome Radio Show;" The MLB

Network; Baltimore's WBAL-TV and

WMAR-TV; a chat on MLB.com; The

SportsBusiness Daily; Sporting News

Today; XM Satellite Radio; The

Baltimore Sun; Rivals.com and

Business Talk Radio Network.

The efforts to utilize earned media to

promote GetGreat.com are ongoing.

Maroon PR Works with MLB.com
and Ripken Baseball on Launch
of GetGreat.com

http://web.getgreat.com/index.jsp
http://www.carmelocares.org/main.asp
mailto:%20info@carmelocares.org
http://www.studio15barbershop.com/
http://www.GetGreat.com/


Sullivan's is a distinctive American

steakhouse featuring hand-cut steaks, amazing fresh seafood, classic

salads, family style side dishes and a selection of desserts made in-

house. The classic steakhouse elements mixed with modern art-décor

accentuate the restaurant's vibrant feel and excitement. In the tradition of

such Baltimore greats as Billie Holiday and Cab Calloway, Sullivan's

features great live jazz six nights a week. The location also offers a 90-

seat bar with unmatched selection of wines, cordials and more. Sullivan's

spent over $4 million dollars to open its location in Baltimore and has

created more than 200 jobs in the city.

Maroon PR performed many activities for the event, including: designing

the event invitations, developing the guest list and managing RSVPs,

orchestrating media coverage and more. In addition, the firm secured

involvement from the Cal Ripken, Sr. Foundation (CRSF) and participation

from Cal Ripken, Jr. at the ribbon cutting and $10,000 check presentation

from Sullivan's Steakhouse's CEO Mark Mednansky to the CRSF.

In addition to Ripken, the nearly 500 attendees included former Maryland

Governor Robert Ehrlich; Baltimore Mayor Sheila Dixon; Baltimore City

Council President Stephanie Rawlings-Blake; Baltimore Ravens'

linebacker Jameel McClain; former Baltimore Colt Tom Matte; CRSF

Chairman of the Board, Robbie Calloway; Towson University President

Bob Caret and many others.

NBA Veteran Adonal Foyle & the Kerosene Lamp

Foundation Launch March $10,000 Campaign

Twelve-year NBA veteran Adonal

Foyle launched the March $10K

Campaign on behalf of his non-profit

organization, the Kerosene Lamp

Foundation (KLF), in an effort to

raise funding for KLF's annual

Athletics & Academics Island Camps

in his home country of St. Vincent

and The Grenadines in the Caribbean. This campaign was in conjunction

with Adonal's 34th birthday on March 9th and the prestigious Community

Contribution Award that he was honored with by the National Basketball

NBA veteran Adonal Foyle speaks
to children at a Kerosene Lamp
Foundation annual camp

Campaign to Raise Funding for
Annual Athletic & Academic
Camps

Eddie Murray (left) and Cal  Ripken, Jr.

As they did in their playing days,

Baltimore Orioles' legends Cal

Ripken, Jr. and Eddie Murray

provided a number of fans with great

memories as they joined together for

"An Evening with Cal & Eddie." The

event took place at Sports Legends

Museum at Camden Yards on

Wednesday, Feb. 4th and was

orchestrated by John Maroon,

president of Maroon PR and the long-

time publicist for Ripken. John also

served as the Orioles PR Director

from 1995-1999.

The event benefitted the Babe Ruth

Birthplace Foundation and reunited

the teammates who spent nine

seasons together with the Orioles and

earned a World Series Championship

with Baltimore in 1983. The evening

was a tremendously successful

fundraising affair for the Birthplace

and each of the more than 90 people

in attendance enjoyed the evening

immensely.

The highlight of the evening was the

intimate "fireside chat" featuring the

two National Baseball Hall of Famers.

The chat was hosted by longtime

Baltimore broadcaster Scott Garceau

and featured Cal & Eddie sharing

memories of their playing days and

fielding questions from the audience.

Baltimore Baseball Fans Enjoy
an Exclusive "Evening with Cal
and Eddie"

http://www.baberuthmuseum.com/
http://www.kerosenelampfoundation.org/


Contribution Award that he was honored with by the National Basketball

Players Association at the 2009 NBA All-Star Game.

The March $10K Campaign ran throughout the entire month and included

several great incentives for people to make donations, such as

autographed sneakers from NBA All-Star Dwight Howard. The campaign

helped make the camps - which will take place again this summer - a

reality for up to 1,000 kids in St. Vincent and The Grenadines. Through

these camps and other initiatives, KLF uses the sport of basketball as a

bridge to the next generation, promoting education (literacy in particular)

and health awareness, providing free basketball clinics and

building/refurbishing basketball courts. Adonal didn't have electricity on his

home island when he was growing up, and the name "Kerosene Lamp"

refers to the lighting he used to study. The lamp now symbolizes his

mission to brighten the future of today's youth.

Maroon PR worked with Adonal to help raise awareness for KLF and the

March $10K Campaign, and successfully secured media coverage on

ESPN.com, "The Brian Kenny Show" on ESPN Radio, Sporting News

Today, "The Dan Le Batard Show" on 790 The Ticket in South Florida and

"Sports Byline USA," among several other outlets.

ABOUT MAROON PR

After nearly two decades working in the communications and branding

areas for a number of sports organizations and professional teams, public

relations specialist John Maroon launched Maroon PR in April  2006.

Maroon PR is a full-service firm whose offerings focus on media relations,

speech writing and marketing, literary publicity, branding, logo and print

design, website design, event planning, community relations, sponsorship

development, crisis management and media buying. Click here to

download our corporate brochure (Adobe PDF).

11055 Stratfield Court

Marriottsville, MD 21104

(P) 410-442-1221 
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Maroon Public Relations

As part of the event, Maroon PR

arranged for each person in

attendance to receive a large

photograph autographed by Cal &

Eddie, which was exclusive to the

event. Each person also had a

professional photograph taken with

the Orioles' legends. In addition to

securing the participation of the two

Hall of Famers, Maroon PR promoted

the event and coordinated various

logistics including acquiring the

emcee, ticket design, management

and coordinating the flow of the

event.

Maroon PR will be changing the

format of its increasingly popular

Maroon Blog. The blog will now be

authored by Associate Account

Executive Stefen Lovelace. Stefen

was formally a reporter for The

Baltimore Sun and will be updating

the blog on a weekly basis. Stefen

will decide on a topic and discuss it

with the Maroon PR team and other

pertinent executives and journalists

when necessary.

Have something you'd like to see

discussed in the blog? Email any

ideas or suggestions to Stefen at

Stefen@MaroonPR.com.

Maroon PR Blog News

Upcoming Events

2009 >>

The Charlotte Stone Crabs, the latest

minor league team from Ripken

Baseball and a High-A affiliate of the

April 2009

Thursday, April  9

Charlotte Stone Crabs Inaugural
Season Opening Night

<<

http://www.maroonpr.com/main.asp?page=1828&column=1828
http://www.kerosenelampfoundation.org/10000.shtml
http://www.maroonpr.com/library/resources/documents/CorporateBrochure.pdf
mailto:info@maroonpr.com
http://www.maroonpr.com/blog
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Our Vision Statement

Be a leading and trusted PR Firm by helping our

partners achieve results through creativity, shared

relationships and integrity

Baseball and a High-A affiliate of the

Tampa Bay Rays, will hold their

Season Opening Night on April  9 at

7:05 p.m at Charlotte Sports Park in

Port Charlotte, Fla. Cal Ripken, Jr.

will be attendance.

Shad Ireland has been invited to be

the keynote speaker for the third

annual Adolescent Transition

Seminar. Shad will share his

education and prevention message

with 30 teens and their families who

are currently long-term patients with

various kidney diseases. This will take

place at Seattle Children's Hospital in

Seattle, Wash.

Shad Ireland will be kicking off his

"What Inspires You" bike tour in

Southern California on May 1st. The

tour will take place in major cities

throughout the country through July

30th. For more information, visit

www.WhatInspiresYou.us.

The Moyer Foundation will present

Cal Ripken, Jr. with its Humanitarian

Award at its Annual Giving Luncheon

on May 20. The event will take place

at The Westin Seattle Hotel. The

Moyer Foundation is also hosting a

number of Camp Erin programs

throughout the country. Camp Erin is

the largest national network of

Sunday, April  26

Shad Ireland to be Keynote
Speaker at Seattle Children's
Hospital Adolescent Transition
Seminar

May 2009

Friday, May 1

What Inspires You Tour

Wednesday, May 20

Moyer Foundation's Annual Giving
Luncheon

http://www.WhatInspiresYou.us/
http://www.maroonpr.com/main.asp?page=1030


bereavement camps for children and

teens who are grieving the loss of a

family member or friend in the U.S.

Please visit

www.MoyerFoundation.org for more

information.

The inaugural International Federation

of American Football (IFAF) Junior

World Championship will kick off on

Saturday, June 27 and run until July

5 at Canton's historic Fawcett

Stadium, home of the NFL's annual

Pro Football Hall of Fame Game. The

Championship features eight teams

from four continents competing in a

tournament to see which country

harbors the best football. Teams will

feature the world's best 19-and-under

athletes. For more information or to

purchase tickets, go to

www.JWCFootball.com.

June 2009

Saturday, June 27

IFAF Junior World Championship
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