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S BLOGS WITH BALLS IS A SERIES OF REGIONAL SOCIAL SPORTS BLOGGER AND 
NEW MEDIA GATHERINGS FEATURING SPEAKERS AND PANELISTS  SPECIFICALLY   
FOCUSED ON SPORTS FANS, WRITERS, SITES, TEAMS, ATHLETES AND COMPANIES; 
AND THEIR ABILITY TO MAXIMIZE NEW  MEDIA OUTLETS FOR PROMOTION 
AND ADVANCEMENT. 

BLOGS WITH BALLS AIMS TO MEET 
THREE OBJECTIVES:  

• FACILITATE BEST-PRACTICE      
DISCUSSIONS FOR THE SPORTS  
BLOGGING COMMUNITY 

• EDUCATE COMPANIES AND     
ADVERTISERS ON TO BEST UTILIZE 
ONLINE SPORTS OPINION         
INFLUENCERS AND HOW TO BEST      
INTERACT WITH THEM AND THEIR 
READERS. 

• PROVIDE INSIGHT AND STRATEGY 
FOR ATHLETES, TEAMS, LEAGUES 
AND THEIR REPRESENTATIVES WHO 
ARE LOOKING TO TAP INTO 
EMERGING MEDIUMS. 
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BLOGS WITH BALLS EVENTS HAVE BROUGHT TOGETHER SOME OF THE PREMIER 
NAMES IN ONLINE SPORTS JOURNALISM, MARKETING AND SOCIAL MEDIA,        
INCLUDING: 

• GARY VAYNERCHUK, WINE LIBRARY TV 
• JIM BANKOFF , CHAIRMAN & CEO, SB NATION 
• JEFF PEARLMAN, BEST-SELLING AUTHOR & 

SI.COM COLUMNIST  
• JIMMY TRAINA, SENIOR PRODUCER, SI.COM 
• PETE VLASTELICA , CEO, YARDBARKER.COM 
• DAN STEINBERG, THE WASHINGTON POST  
• A.J. DAULERIO, EDITOR-IN-CHIEF, 

DEADSPIN.COM 
• MICAH BALDWIN, LIJIT 
• ADAM BEST, FANSIDED.COM 
• NAT BERMAN, UNCOACHED 
• SARAH BRAESCH, BLOGHER 
• MATTHEW CERRONE, METSBLOG.COM 
• PAUL DALESSIO, FLEISHMAN HILLIARD 
• MIKE HALL, NEW ENGLAND SPORTS NETWORK 
• SPENCER HALL, THE SPORTING BLOG, EDSBS 
• DAN KELLY, BLEACHER REPORT 

• DAN LEVY, ON THE DL PODCAST 
• TODD LIPPINCOTT, WHODEYREVOLUTION.COM 
• JASON MCINTYRE, THE BIG LEAD 
• JARRET MYER, CO-FOUNDER UPROXX MEDIA 
• AMY K. NELSON, ESPN 
• JOHN NESS, NBC LOCAL 
• JEFF PYATT, REALCLEARSPORTS 
• JULIA ROY, UNDERCURRENT.COM 
• MATT SEBEK, JOESPORTSFAN.COM 
• DAN SHANOFF, DANSHANOFF.COM 
• BETHLEHEM SHOALS, FREE DARKO,                

THE SPORTING BLOG 
• SARAH SPAIN, MOUTHPIECE SPORTS 
• RICHARD TING, R/GA, FLYTIP 
• MICHAEL TUNISON, KISSINGSUZYKOLBER.COM 
• MATT UFFORD, WITHLEATHER.COM 
• GREG WYSHYNSKI, YAHOO! SPORTS PUCK 

DADDY 
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S BLOGS WITH BALLS HAS BEEN ASSOCIATED WITH PROLIFIC 

SPONSORS AND PARNTERS, RANGING FROM ONLINE      
NETWORKS TO TRADITIONAL MEDIA OUTLETS, INCLUDING: 

• YARDBARKER.COM 
• GQ MAGAZINE 
• SPORTS ILLUSTRATED 
• REAL CLEAR SPORTS 
• NESN 

• LIJIT 
• SB NATION 
• MASHABLE 
• DIAGEO LIQUORS 
 
 

ESPN’S OUTSIDE THE LINES WAS ALSO PRESENT 
AT BLOGS WITH BALLS 1.0 IN NEW YORK CITY 
TO FILM PANELS AND INTERVIEW SPEAKERS AND 
ATTENDEES FOR A SEGMENT ON THEIR         
PROGRAM. 

SPORTS ILLUSTRATED COLUMNIST PETER KING GREETS 
BWB 1.0 ATTENDEES, WHILE ESPN                           AN-

CHOR JOSH ELLIOTT CONVERSES WITH BLOGGERS. 



Photo:  GQ senior editor Dan Fierman, Sarah 
Spain of Mouthpiece Sports, GQ correspondent 
Nate Penn  
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THE DIVERSE GROUP OF INDIVIDUALS THAT HAVE ATTENDED BLOGS WITH BALLS 
HAVE INCLUDED NOT ONLY A WIDE SPECTRUM OF SPORT-SPECIFIC WEBSITES OF 
ALL SIZES, BUT ALSO REPRESENTATIVES FROM NEWSPAPER, TELEVISION AND RADIO, 
AND SEVERAL OF THE MOST RECOGNIZED NATIONAL PUBLIC RELATIONS,          
MARKETING AND ADVERTIZING FIRMS.   

“FIRST, ABOUT BLOGS WITH BALLS. THIS WAS 
AN ASTOUNDINGLY WELL-ATTENDED AND 
WELL-RUN EVENT THAT SHOWED THE RAPID 
GROWTH AND RESPECTABILITY THIS INDUSTRY 
HAS GAINED. FORGET 
THE BLOGS AND BLOG-
GERS THAT ATTENDED 
— THE MAINSTREAM 
MEDIA WAS THERE IN 
FULL-FORCE AS WELL, 
INCLUDING ESPN   
FILMING FOOTAGE FOR 
AN UPCOMING OUT-

SIDE THE LINES SEG-
MENT…” 

AJ DAULERIO, EDITOR-
IN-CHIEF, DEADSPIN.COM (JUNE 15, 2009) 

“THE BEST PART OF THE DAY FOR ME WAS     
MEETING THE THREE-DIMENSIONAL HUMANS BE-

HIND THE VIRTUAL RELATIONSHIPS I HAVE ESTAB-
LISHED WHILE BLOGGING.  

NEIL BEST, Sportswatch 
columnist, News-
day.com (June 15, 2009) 

“While the long-term      
effect of Blogs With Balls is 
still unknown, the            
immediate effect was 
clear: the importance and 

legitimacy of sports blogs is very real, and 
is only getting bigger as the line between 
them and more established media       
continues to disappear.” 

Real Clear Sports (June 16, 2009) 
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THE SUCCESS OF BWB HAS LEAD TO ITS RUNNING OF THE SPORTS TRACK AT THIS 
YEAR’S ANNUAL BLOG WORLD & NEW MEDIA EXPO, THE FIRST AND ONLY    
CONFERENCE DEDICATED TO BLOGGING AND NEW MEDIA.  

BLOG WORLD EXPO IS THE LARGEST NEW MEDIA CONFERENCE IN THE WORLD, FEATURING 
3 DAYS OF LEARNING, 150+ PRESENTERS, MORE THAN 50 SEMINARS, PANEL DISCUSSIONS 
AND KEYNOTES FROM ICONIC PERSONALITIES ON THE LEADING-EDGE OF ONLINE        
TECHNOLOGY AND INTERNET-SAVVY BUSINESS IN TECH, SPORTS, ENTERTAINMENT, POLITICS 

Speakers have included 
well-known personalities 
such as… 
 
• Mark Cuban  
• Guy Kawasaki 
• Gary Vaynerchuk 
• Richard Jalichandra 
• Robert Scoble  
• Laura Fitton 
• Wendy Piersall 
• Chris Brogan 
• Tim Street 
• Tim Ferriss 
• Mike Shinoda  
• Rohit Bhargava 
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ABOUT.COM 
ADOBE 
APPLE INC. 
ASSOCIATED PRESS 
BARNES & NOBEL 
BIOLA UNIVERSITY 
BLOG COUNCIL 
BUREAU OF LAND MANAGEMENT 
BUSINESS WIRE 
BUSINESSWEEK ONLINE 
CIRQUE DU SOLEIL 
CISCO 
CNN 
COMCAST 
CRUTCHFIELD 
DELL 
DIGITAL RIVER 
DISNEY 
DMA  
EASTMAN KODAK 
EDELMAN DIGITAL 
FACEBOOK 
FAST COMPANY 
FLEISHMAN-HILLARD 
FLICKR 
FORD MOTOR COMPANY 
FOX NEWS 
GANNETT 

GAWKER MEDIA 
HEWLETT-PACKARD 
HOLLAND AMERICA LINE 
IDEALAB, INC. 
INTEL CORPORATION 
INVESTOR VILLAGE 
INVESTOR'S BUS. DAILY 
JOHNSON & JOHNSON 
KABC-TV 
KAISER PERMANENTE 
KETCHUM 
LINKEDIN 
LOOPNET 
MAKER'S MARK 
MICROSOFT 
MILITARY.COM 
MONSTER.COM 
MTV 
MWW GROUP 
NBA 
NBC 
NETWORK SOLUTIONS 
NFL 
NING 
OC REGISTER 
OGILVY 360 DIGITAL 
OGILVY WORLDWIDE 
OVERSTOCK.COM 

PAJAMAS MEDIA 
PURDUE UNIVERSITY 
READER'S DIGEST 
RIVER 
ROCK THE VOTE 
SHOPZILLA/BIZRATE 
SIX APART 
SONY PRO AUDIO 
SOUTHWEST AIRLINES 
TECHNORATI 
TOWNHALL.COM 
TRIBUNE INTERACTIVE 
U.S. DEPARTMENT OF DEFENSE 
U.S. NAVAL INSTITUTE 
UNITEDHOLLYWOOD.COM 
UNIVERSITY OF CALIFORNIA, BERK-

LEY 
US ARMY 
US NAVY 
USA TODAY 
VERIZON BUSINESS 
WAGGENER EDSTROM 
WAL-MART 
WEBER SHANDWICK 
WHITE HOUSE WRITERS GROUP 
WORDPRESS 
YAHOO! 
ZAPPOS.COM 
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NOTABLE BRANDS & ORGANIZATIONS REPRESENTED  
AT BLOG WORLD EXPO 
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SCHEDULED TOPICS & SPEAKERS ARE SUBJECT TO CHANGE.   

FINALIZED PANEL AGENDA WILL BE AVAILABLE PRIOR TO EVENT.   
 
PANEL 1:  CONNECTING DIRECTLY 
A DISCUSSION ABOUT WHAT ATHLETES BEING ABLE TO SPEAK 
DIRECTLY TO THEIR FANBASE VIA BLOGS & TWITTER MEANS TO 
SPORTS MEDIA, BLOGGERS, AND FANS. 
 
PANEL 2:  THE FUTURE OF SPORTS MEDIA 
A DISCUSSION BETWEEN TRADITIONAL JOURNALISTS AND 
BLOGGERS ABOUT THE RISE IN PROMINENCE OF SPORTS 
BLOGS AS MEMBERS OF THE MEDIA AND HOW THE TWO    
PARTIES CAN WORK TOGETHER TO COMPLIMENT ONE AN-

OTHER INSTEAD OF TAKING AN ADVERSARIAL TONE. 
 
PANEL 3:  ACCESS 
CERTAIN TEAMS AND LEAGUES HAVE EMBRACED BLOGGERS 
AND RECOGNIZED THEIR VALUE IN PROMOTING THEIR RESPEC-

TIVE BRANDS.  SEVERAL HAVE ALLOTTED BLOGGERS MANY OF 
THE SAME PRIVILEGES THEY DO MEMBER OF THE TRADITIONAL 
MEDIA.   MANY, HOWEVER, ARE STILL GUARDED AND PRO-

TECTIVE OF THEIR PRODUCT IN THIS REGARD.  WE DISCUSS 
THE PROS AND CONS OF THE VARIOUS POLICIES.  
 
PRESENTATION 1:  BUSINESS DEVELOPMENT/
PROFESSIONALIZATION 
A PRESENTATION FROM THE SPORTS ILLUSTRATED GROUP ON 
STRATEGIES YOU CAN USE TO LEVERAGE YOUR VOICE AND 
YOUR AUDIENCE TO REACH MARKETERS, ADVERTISERS 
AND EDITORS.  
 
PRESENTATION 2:  STATE OF THE UNION 
3 OF THE TOP SPORTS BLOGGERS ON THE WEB TALK ABOUT 
THE DIRECTION THE GENRE HAS TAKEN, THE DIRECTION IT’S 
HEADED AND ANSWER QUESTIONS FROM ATTENDEES. 

 
 

CONFIRMED SPEAKERS 
 

AJ DAULERIO 
EDITOR-IN-CHIEF, 
DEADSPIN.COM 

 
KEVIN BLACKISTONE 
AOL FANHOUSE, 

AROUND THE HORN REGULAR, 
SPORTS JOURNALISM CHAIR, UMD 

 
AMY K. NELSON 

ESPN.COM 
 

BETHLEHEM SHOALS 
FREEDARKO,  

TSN’S THE BASELINE 
 

DAN LEVY 
ONTHEDL PODCAST 

 
DAN SHANOFF 

DANSHANOFF.COM 
 

GREG WYSHYNSKI 
PUCK DADDY 

 
JAMIE MOTTRAM  
YAHOO! SPORTS,  
MR. IRRELEVANT 

 
JE SKEETS 

BALL DON’T LIE, 
THE BASKETBALL JONES  

 
JEFF GRIFFING  
VP, AD SALES 

THE SPORTS ILLUSTRATED GROUP 
 

 
JOHN THORNTON 

CINCINNATI BENGAL,  
FOUNDER JOCKBIZ.COM 

 
JOHN KARALIS 

REDSARMY.COM 
 

KEN FUCHS 
VP, SI DIGITAL 

 
MATT SEBEK 

JOESPORTSFAN.COM 
 

MATT UFFORD  
WITHLEATHER, 

KISSING SUZY KOLBER 
 

MIKE GERMANO  
PRESIDENT, CARROT CREATIVE 

 
MITCH GERMANN  

VP COMMUNICATIONS 
SACRAMENTO KINGS 

 
PATRICK WIXTED 

NEW MEDIA STRATEGIES 
 

PAUL FICHTENBAUM 
MANAGING EDITOR, SI.COM 

 
PETE VLASTELICA  

CEO, YARDBARKER.COM 
 

RON WECHSLER  
VP SERIES PRODUCTION  
& DEVELOPMENT, ESPN 
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S THE SUCCESS OF BWB HAS LEAD TO ITS RUNNING OF THE SPORTS TRACK AT THIS 
YEAR’S ANNUAL BLOG WORLD & NEW MEDIA EXPO, THE FIRST AND ONLY     
CONFERENCE DEDICATED TO BLOGGING AND NEW MEDIA.  

SPONSORSHIP OF THE SPORTS BLOG TRACK AT BLOG WORLD & NEW MEDIA EXPO PROVIDES THE BIGGEST 
AND MOST ADVANTAGEOUS OPPORTUNITY THIS YEAR TO ENGAGE WITH THE KEY INFLUENCERS OF ONLINE 
SPORTS MEDIA.  MIXING THE LEADERS OF THE DAY WITH THE NEXT-GENERATION OF WRITERS, JOURNALISTS, 
ATHLETES, AND MEDIA, BLOGS WITH BALLS HAS ALREADY DEVELOPED A REPUTATION AS THE WAY TO REACH 
SPORTSBLOGGERS WHERE THEY ARE IN AN ENVIRONMENT CONDUCIVE TO YOUR OUTREACH              
STRATEGIES.   

NOW WITH BLOGS WITH BALLS 2.0 AT BLOG WORLD & NEW MEDIA EXPO, WE'RE THRILLED TO OFFER AN 
EVEN BIGGER STAGE TO SHOWCASE YOUR BRAND TO THE WORLD. 

 

GENERAL MANAGER TRACK SPONSORSHIP 

BECAUSE THIS TRACK IS PLANNED AND EXECUTED BY BLOGS WITH BALLS, THE SPONSOR OF THIS TRACK    
ENJOYS BENEFITS AND ADDED VALUE ABOVE AND BEYOND WHAT OTHER TRACK SPONSORS WILL            
RECEIVE.  THE GENERAL MANAGER SPONSOR WILL HAVE A PROMINENT PRESENCE AT ANY AND ALL BLOGS 
WITH BALLS EVENTS TAKING PLACE OUTSIDE OF THE BLOG WORLD & NEW MEDIA EXPO, SUCH AS A      
POSSIBLE SPORTSBLOGGER VS ATHLETE POKER TOURNAMENT, AND ANY AND ALL BLOGS WITH BALLS PARTIES 
IN LAS VEGAS.   
 
IN ADDITION TO THE PROMOTION AND ON-SITE BENEFITS GUARANTEED BY BLOG WORLD & NEW MEDIA 
EXPO - FROM EXHIBITS TO SIGNAGE THAT WILL REACH EVERY SINGLE ATTENDEE - THE GENERAL MANAGER 
SPONSOR ALSO WILL BE INCLUDED AMONG ANY AND ALL PROMOTIONAL MATERIALS CREATED BY BLOGS 
WITH BALLS.  THIS TRACK SPONSORSHIP IS THE FINANCIAL EQUIVALENT OF A POWER PLAY, AND WE EN-
COURAGE YOU TO CONSIDER THIS UNIQUE, RARE, AND VALUE-RICH OPPORTUNITY.        

PRICING: $25,000, EXCLUSIVE TO 1 BOLD COMPANY.  
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BECAUSE THERE CAN ONLY BE ONE GENERAL MANAGER, BLOGS WITH BALLS HAS OTHER SPONSORSHIP 
LEVELS AVAILABLE TO THOSE WHO SEEK AN AUDIENCE WITH THE FUTURE OF ONLINE SPORTS MEDIA.  WE 
HAVE NEGOTIATED THE LIBERTY TO WORK WITH YOU TO CRAFT SOMETHING THAT MEETS YOUR NEEDS AT    
LEVELS OF  $1K, $2500, AND $5000.   

EXHIBITOR SPACE 

ADDITIONALLY, YOU MAY BE INTERESTED IN BEING AN EXHIBITOR AT BLOG WORLD EXPO, GETTING THE 
CHANCE TO BE ONSITE WITH YOUR MATERIALS AND AVAILABLE NOT JUST TO BLOGS WITH BALLS ATTENDEES, 
BUT EVERYONE AT THE EXPO.   

EXHIBIT SPACE SIZE OPTIONS: 
 
10’X10’ 
10’X20’ 
20’X20’ 
20’X30’ 
CUSTOM/LARGER--CALL 

BOOTH INCLUDES: 

• 8' BACKWALL DRAPES, 3' SIDEWALL DRAPES  (INLINE BOOTHS ONLY) 
• STANDARD BOOTH IDENTIFICATION SIGN 
• LISTING IN THE OFFICIAL CONFERENCE PROGRAM AND SHOW DIRECTORY 
• FOUR COMPLIMENTARY EXHIBITOR PERSONNEL BADGES PER 100 SQ. FT. 
• ONE COMPLIMENTARY ENTRY INTO INNOVATIONS SHOWCASE 
 
PRICING: $27/S.F.  (CORNER SPACES HAVE A $250 PREMIUM) 



BLOGS WITH BALLS SPORTS AND NEW MEDIA CONFERENCES ARE PRESENTED BY HHR MEDIA GROUP 
AND MODERN HOMBRE.  FOR MORE INFORMATION ABOUT THE EVENTS, PLEASE VISIT 
WWW.BLOGSWITHBALLS.COM.   
 

ABOUT HHR MEDIA GROUP 
 
HHR MEDIA GROUP CULTIVATES A FAVORABLE ONLINE PRESENCE FOR 
BLOGS, ATHLETES, AND CONSUMER BRANDS BY UTILIZING CREATIVE AND 
RELEVANT CONTENT TO FORGE A RELATIONSHIP WITH BOTH ONLINE SPORTS 
OPINION MAKERS AND SPORTS MEDIA CONSUMERS.  HHRMG IS ON THE 
FOREFRONT OF SOCIAL MEDIA, HELPING CLIENTS BRIDGE THE GAP        
BETWEEN TRADITIONAL AND EMERGING INTERNET AND TECHNOLOGICAL 
TRENDS. 
 
HHR MEDIA GROUP IS THE FOUNDER OF BLOGS WITH BALLS, #SBLOG 

ON TWITTER, AND HUGGINGHAROLDREYNOLDS.COM, AN INDEPENDENT ONLINE SPORTS MAGAZINE      
FEATURING NEWS, COMMENTARY AND ANALYSIS ON A MYRIAD OF PROFESSIONAL, COLLEGIATE AND AMA-

TEUR SPORTS ASA WELL AS ENTERTAINMENT AND POLITICS WHEN INFUSED BY SPORTS. 
 
FOR MORE INFORMATION, VISIT WWW.HHRMEDIAGROUP.COM. 
 

ABOUT MODERN HOMBRE 
 
MODERN HOMBRE IS A MEDIA AND TECHNOLOGY PRODUCTION COMPANY WITH OFFICES IN NEW YORK, 
LOS ANGELES, AND AUSTIN, TEXAS.  SPECIALIZING IN THE CREATION AND IMPLEMENTATION OF CULTURALLY 
DISRUPTIVE EXPERIENCES OF ALL SHAPES, COLORS, AND SIZES, MODERN HOMBRE WORKS WITH COMPANIES 
AND DIGITAL CONTENT CREATORS TO FORGE MORE MEANINGFUL CONNECTIONS BETWEEN BRAND AND 
CONSUMER 
 
FOR MORE INFORMATION, VISIT WWW.MODERNHOMBRE.COM.   
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FILLING A VOID…  
 
“…HHR MEDIA GROUP [IS] ONTO SOMETHING BIG HERE. BWB FACILITATED GREAT DISCUSSIONS AND NETWORKING, 
AND MORE OF THESE TYPES OF EVENTS WILL SURFACE. THERE’S NO DOUBT THAT SPORTS BLOGGERS WHO ATTENDED 
THE EVENT CAME AWAY RECOGNIZING THE VALUE IN WHAT THEY CAN LEARN FROM MEETING WITH OTHERS WHO ARE 
IN SIMILAR SHOES. TWEETUPS, MEETUPS, BWBUPS…” (CARROT CREATIVE’S CARROT BLOG, 6/18/09)  
 
“THEY PULLED OFF SOMETHING THAT I THINK HAS BEEN AT LEAST 5 YEARS IN THE MAKING, AND THE RESULT IS      
SOMETHING THAT CAN HAPPEN ANNUALLY…” (DANSHANOFF.COM, 6/16/09)  
 

MERGING ONLINE AND OFFLINE INFLUENCERS…  
 
“WITH A JAM-PACKED CELLAR IN THE RESTAURANT STOUT, SPORTS BLOGGERS FROM ALL OVER THE COUNTRY JOINED 
AND FOR THE MOST PART, MET FACE TO FACE FOR THE FIRST TIME EVER. AFTER TWITTERING, EMAILING, REFERENCING 
EACH OTHER’S BLOGS, WE FINALLY GOT TO SEE THE FACE BEHIND THE KEYBOARD.”  (DUGOUT SPORTS SHOW, 
6/16/09)  
 
“PANELISTS FROM LARGE, ESTABLISHED SITES MIXED WITH SOME FROM SMALL INDEPENDENT SITES, BLOG NETWORKS 
AND “MAINSTREAM MEDIA” (THOUGH THAT DEFINITION DOESN’T REALLY WORK ANYMORE, WHICH WAS A LARGE 
PART OF THE DISCUSSION)…THERE ARE THINGS SPORTS BLOGS CAN BE OTHER THAN COMPLEMENTS/NEEDLES IN THE 
SIDE OF TRADITIONAL MEDIA.” (BOSTONIST.COM, 6/18/09)  
 

PAVING THE WAY FOR THE FUTURE…  
 
“WHILE I THOUGHT THIS WAS GOING TO BE A STEPPING STONE TO BIGGER AND BETTER THINGS, IT WAS MUCH MORE 
THEN THAT. AT THE RISK OF SOUNDING CORNY, IT WAS TRULY A TURNING POINT FOR AN INDUSTRY THAT DESPERATELY 
NEEDED AN EVENT LIKE THIS FOR BOTH THE INTERNAL AND EXTERNAL VALIDATION THAT ITS RELEVANCY, COMMERCIAL 
VIABILITY, AND MOMENTUM WILL TRULY CHANGE HOW SPORTS ARE COVERED, DISCUSSED, AND CELE-
BRATED.” (KOO’S CORNER, 6/15/09)  
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 BLOGS WITH BALLS 2.0  WILL BE HELD OCTOBER 15-17, 2009 AT THE LAS      

VEGAS CONVENTION CENTER, AS PART OF BLOG WORLD & NEW MEDIA 
EXPO 2009. 

SPEAKER ANNOUNCEMENTS FOR BLOGS WITH BALLS 2.0 WILL BE ON THEIR WAY 
SHORTLY.  UPDATES WILL BE AVAILABLE AT WWW.BLOGSWITHBALLS.COM. 

TICKETS ARE CURRENTLY AVAILABLE.  FOR INFORMATION, PLEASE VISIT THE BLOG 
WORLD EXPO & NEW MEDIA SITE:  WWW.BLOGWORLDEXPO.COM. 

Blogs With Balls Contacts 
 
Sponsorship Information:   
 
If you or your company is         
interested in being a part of this 
one-of-a-kind forum, please con-
tact us at  
sponsor@blogswithballs.com.  
 
Press Inquiries: 
 
Are you a member of the press 
with an inquiry about Blogs 
with Balls?  Please contact us at 
press@blogswithballs.com, or 
Chris Lucas at 617-517-4812. 

Individual Contacts: 
 
Don Povia  
don@hhrmediagroup.com 
@HHRMediaGroup  
 
Chris Lucas  
lucas@hhrmediagroup.com 
@CWLucas 
 
Kyle Bunch 
kyle@kylebunch.com 
@Bunch  

Read:  www.BlogsWithBalls.com 
Tweet:  @BlogsWithBalls 
Connect:  Facebook.com/BlogsWithBalls 
Watch:  Vimeo.com/BlogsWithBalls 
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