Paul Cartwright’s firm
represents more than 350
former and current athletes
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You won't find neatly lined rows of cornstalks near
his home office on 10 Sideroad in Halton Hills, al-
though it isn’t unusual to see a former Major League
Baseball star hanging around Paul Cartwright's
backyard.

Sort of like the 1989 fantasy
film Field of Dreams, in which
Kevin Costner’s character is
inexplicably asked to build a
baseball diamond on his lowa
cornfield— attracting the ghosts
of star players such as Shoe-
less Joe Jackson— some of the
childhood idols Cartwright used
to shuffle around in his baseball
card collection have become his
trusted friends.

Fergie Jenkins is dropping by
for a barbecue? Jesse Barfield
is playing catch with the kids out
back?

Cartwright's decade-old com-
pany, Sports Celebrity Market-
ing, represents approximately
360 mostly retired athletes and
other professionals, connecting
them with businesses or other
organizations for paid services
such as speaking engagements,
charity events, fundraisers or
promotional appearances.

The company'’s stable of athletes began with
a handful of National Hockey Leaguers such as

with charismatic Toronto Argonaut

Canadian Olympic hurdler
Perdita Felicien

Michael ‘Pinball’ Clemons.

Over the years, dozens of base-
ball players have joined the SCM
stable and most
recently Pitts-
burgh Steelers’
Super Bowl
MVP Hines
Ward and NBA
superstar Oscar
Robertson have
signed on.

“l knew some
guys who had
played in the NHL
and out of curiosity | asked
them what they would do when
they retired,” said Cartwright,
who played a season for Wilfrid
Laurier University’s men’s
varsity hockey team and gradu-
ated to a successful market-
ing career in the food service
industry.

“How would a retired athlete
go out to events and get mar-
keted? After some research,
there wasn'’t really anything
that organized out there for
them. | was looking for a career change and saw an
opportunity and started to build a roster and net-
work to the point where we’ve got a number of great

Johnny Bower, Wilf Paiement and Bill Derlago, along  people with us now. A lot of these guys would get a

Elaine Seth, SCM’s director of sales and marketing, and
Paul Cartwright, SCM owner.

phone call and for $50 they would drive three hours
to make an appearance. They played in an era
before the big contracts and some of the best play-
ers weren't even making $20,000 a year. They were
getting ripped off by guys who could get away with
it. What we’re doing is making sure these people are
treated fairly.”

Cartwright is not an agent and doesn’t claim to
work with any client exclusively, now relying mainly
on word of mouth within the oldtimer fraternity as his
biggest recruiting tool, after having built a reputation
and trust factor since the company started in 1998.

At the same time, effective public speaking
requires talents that many former athletes haven’t
acquired, which can lead to painfully embarrassing
situations for everyone involved, so not every popu-
lar ex-jock is welcomed by SCM.

“We're in this for repeat business and | have no
interest in one-hit wonders. That's why our business




has done as well as it has and | don’t think
we've ever lost a client,” the 47-year-old
Cartwright added.

“We ask a lot of questions initially be-
cause we don’t necessarily want to work
with (just) anybody. Some are not welcome
because we don't feel they fit with the im-
age of our organization. You'd be shocked
sometimes. The best athletes can draw a
crowd— and this is a generalization— but

dar year that would accommodate all of the
requests for family friend Pinball Clemons.

The Cartwrights have two children, Joshua
and Christina.

Florida-based Elaine Seth was initially
contacted by Cartwright last year about
being represented by SCM as an athlete
because of her background in fithess com-
petitions and personal training. He soon
discovered that he'd found a third partner in
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their lives and the audience is sitting on the
edge of their chairs.”

Co-founder and backbone of SCM is
Cartwright’s wife Fay, who takes care of
the behind-the-scenes operations of the
business. She keeps track of the dozens of
weekly appearances by clients on a sprawl-
ing Excel spreadsheet computer program,
but hasn’t found one with an 800-day calen-

hosts a daily radio program in the Sunshine
State and in June begins a Web-based
show that will feature SCM athletes.

“If you're not yourself, don’t go up there
and speak. It won’t work,” said Seth, SCM’s
director of sales and marketing and still-
active fitness competitor.

“Especially when you're talking at corpo-
rate functions. We don't like to be sold. You

Miami Dolphin Mercury Morris

Cﬁlcago Cub Emle Banks




like to buy, but you aon't want 10 be
sold, and people who sell on a daily
basis can spot if you're selling right
away. So it's good to keep your mes-
sage real and simple.”

A lifelong fan of the Pittsburgh
Pirates, Cartwright’s cornfield moment
came during the Baseball Hall of Fame
induction ceremony in 2001. As a
representative of former Toronto Blue
Jay Al Oliver, Cartwright was so taken
by the 1982 National League batting
champion’s eulogy at the funeral of
Pirate great Willie Stargell earlier that
year, he suggested to the Baseball
Hall of Fame committee that Oliver
deliver the invocation speech and lead
the chapel service for the 2001 event SPORTS CELEBRITY MARKETING
in Cooperstown, N.Y.

Oliver was given the nod, and as his
VIP guest for the weekend, Cartwright
was granted full access to mingle with
the idols of his youth— Bob Gibson,

WBC boxing champ

Mia St. John Lou Brock, Reggie Jackson, Joe
: Morgan, Willie McCovey, Duke Snider,

B Ve Dave Winfield, Kirby Puckett and
g Tommy Lasorda— were just some of
the big names with whom he chatted.

“I'm a kid at heart, a huge sports fan
and all of a sudden I'm in there with
all the guys you used to watch on the
NBC Game of the Week,” Cartwright
said.

“Everywhere you turned, it was like
your baseball cards came to life in
front of you, but from the inside of the
room, not from the outside peering:
through the window. When you didn’t
play the game yourself the guys can
be an insular group if you're not in that
circle. I've been fortunate with some of
the friendships I've had with the play-
ers to get to be on the inside of it and
be endorsed by their teammates.”

At a private reception on the Satur-
Toronto Blue Jay day evening of the weekend festivities

Lloyd Moseby for Hall-of-Famers only, Cartwright

Paul Henderson, an SCM client, scores the goal to help Canada

~SIDEROADS HALTON HILLS defeat the Soviet Union in the 1972 Summit Series.







