
&Q:  Where did the idea of Steiner  
 Sports come from?

A: Steiner Sports actually came from Steiner 
Associates PR firm. We started 22 years ago market-
ing for restaurants and sports bars which was the core of 
my competency. Steiner Sports came from the fact that we 
started moving away from the restaurants. A friend of mine, 
Bill Leiterman from Mickey Mantle’s Restaurant said (the 
brand) “Steiner Associates doesn’t make sense, I don’t like 
the name.” Steiner Sports just had a great ring to it, the two 
S’s are perfect. It took me 6 months to decide if I wanted to 
put my name to it, especially when we started Steiner Sports 
Collectibles because I wasn’t sure if I wanted my name out 
there. I just decided it was probably the only thing I had at that 
time - I didn’t have any money, I didn’t have much product, 
didn’t have any guys signed, I just had the name. The name 
was the thing that I thought would give us the most credibility, 
the fastest to get our name out there, so I went with it.  

Q:  Who was the first athlete you  
 ever met?

A: Well the first athletes I ever met, believe it or not. 
were was Tom Tresh and Joe Pepitone. I remember getting 
some seats, which my mother gave me hell about; I broke 
down and bought the $4.50 seats at the stadium which were 
4th row. We got there for batting practice. Tom Tresh came 
over and wouldn’t sign any autographs for us and Joe Pepit-
one came over, we gave him hell about it and made him sign 
for us. We thanked Joe and shook his hand. Those were the 
first autographs I got and athletes that I met. Soon after that, 
maybe a couple years later, I got to meet a few Yankees up 
in Boston. My mom finally took me up for a weekend to see 
Fenway Park and I got to see Thurman Munson in an eleva-
tor and that is a whole story in itself. But that was a great day 
when I got to meet him since he was my idol growing up. I 
got to meet Munson, Roy White and a bunch of other guys on 
that team. 

Q: Who was the first Athlete you  
 made a business deal with?

A: Walt Fraizer. He Walt Fraizer was my idol growing up. 
I lived and died with basketball. My whole childhood, I lived in 
the park at P.S. 215 where we didn’t stop hooping, we would 
try to imitate Earl Monroe and Walt Fraizer constantly. When 
I had the opportunity to open up what was called the Sport-
ing Club, one of my first Sports Bar ventures, I met him at the 
Hard Rock. Walt Fraizer came in for lunch and I immediately 
thought we needed a spokesman for the restaurant, someone 
to work with, and Walt was that guy. I always try to work with 
players I enjoy the most. Sure enough we cut a deal and that 
was the first deal I had done. 

Q:  You’re in business long 
 before the web and social   
 networking. What was it like  
 working in the business  
 before all of this existed?

A: It was like the Wild West. First of all, you would never 
be able to get me on the phone. I had three phones in my 
office, 4 rolodexes, and three calls on hold. I probably dialed 
several hundred numbers a day and didn’t stop calling. It was 
a lot harder to get a hold of people. At that time most people 
didn’t even have answering machines let alone voicemail or 
all this other technology so you were constantly hunting guys 
down and no one knew each others phone numbers so you 
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&would try to track guys down in their hotel, getting locker room 
phone numbers. It was amazing back in those days where 
you had to go or what you had to do to get a hold of some-
one. Even more difficult besides getting a hold of players and 
get them to do deals, was to get them to make appearances. 
Most people didn’t do that back in the mid 80’s. I think the 
harder part was finding customers and explaining to people 
what you had to sell them. To track them down, we were look-
ing through the yellow pages and white pages, going on road 
trips, walking around cities and finding companies that could 
potentially use athletes. 

I remember doing a lot of business in the Madison Square 
Garden suites, walking around suite to suite with a player 
meeting corporate VPs, trying to get them to potentially use 
my services which at that time was corporate appearances, 
endorsements, commercials and stuff like that. Later on in the 
mid 90’s is when the collectible thing kicked in. 

Q:  You’ve been known to be 
 quite a teacher. What  
 athletes have you learned   
 some lessons from? 

A: Well it doesn’t stop. So much of what I have learned 
and the ability to have some business success has come 
from being around people who are the best at what they do. 
Whether you love the athlete or hate the athlete, you can 
always learn from somebody who is the best at what they do. 
When you get to play professional sports, most of the athletes 
really have figured out a way to be the best. They can’t be 
stupid if you figured out a way to be the best at what you do, 
it takes more then just the physical ability to get there. There 
is a lot of politics, a lot of luck, and a lot of hard work and 
determination. 

Assuming you have the intelligence and physical ability to 
become the best. Roger Staubach taught me a tremendous 
amount about business. He was a great football player and 
very good business leader. I learned a lot from Walt Fraizer 
about class, about being consistent, and about being humble. 
Otis Anderson taught me a lot. He was a very old school guy 
and taught me a tremendous amount. Particularly, when he 
won the MVP of Super Bowl XXV, he opened my eyes to a lot 
of things. He was a great mentor to me. I learned a lot from 
Lawrence Taylor. People thought of him as being a crazy and 
wild man on the field but he is a very smart guy off the field. 
He taught me a lot of business lessons, particularly the hard 
way. I laugh about them now but its scary, that’s a big guy 
when he is mad at you and trying to teach you a lesson. I’ve 
learned a lot from Derek Jeter and a tremendous amount from 
Phil Rizzuto. Derek, his consistency, his poise, his ability to 
show a lot of respect, which is similar to Mark Messier in a lot 
of ways. The importance of family and consistency to keep 
quality people around you I think is the two main things I have 
learned about Mark Messier and Derek Jeter, I have definitely 
made those priorities of mine without a doubt. 

Q:  What made you decide to   
 write a book and when is the  
 next book coming out? 

A: You know believe it or not, I’m very proud of The 
Business Playbook. A lot of that comes from the lessons 
learned from athletes from a lot of mentors and the streets of 
Brooklyn. 

What’s interesting is the employees (of Steiner Sports) were 
the ones that really pushed me to do it. A lot of the staff would 
notice these Steiner-isms and all these quirky sayings, little 
lessons, and anecdotes.  They were the ones that finally said, 
you know Brandon you have so much of this stuff, you have 
to share it with the world and put it in a book. 

I think the next book is in the works. It’s on my mind and 
it’s a couple thought processes. I’m just not quite there yet. 
One of them has to do with the changes that are going on in 
the world and really trying to get people to share my vision 
about the changes, get people to see the changes as fast 
as they probably need to see them. Also, schoolyard tac-
tics, you know one of the things that differentiates me from 
a lot of other businessmen is my school yard tactics. I’ve 
learned from the streets of Brooklyn, from all the way to the 
boardrooms of some of the biggest companies of 5th Ave 
and Madison Ave, to some of the offices at Yankee Stadium, 
Fenway Park, and all the way up to Dallas and Notre Dame. 
I’ve been around some different meetings and some high and 
very interesting places and certainly learned a lot of lessons 
from a lot of interesting people. I’m extremely fortunate and 
grateful to be able to have the experiences with these people 
because I’ve learned so much. I think that’s what is going to 
push me to do the next book. I also might get into the history 
of Brooklyn. I just love Brooklyn. I think the characters that 
come out of Brooklyn, obviously being one of them, but you 
know guys like Spike Lee, Jay-Z, you know, what’s with the 
water from Brooklyn. All of our schoolyard tactics. Lessons 
from the schoolyard all the way up to the biggest boardrooms 
of the United States would be the core competency of book 
number two. 

Q:  What were you thinking 
 the day before the press  
 conference of announcing  
 Yankee-Steiner?

A: I was thinking “Wow, I can’t believe this poor kid 
from Brooklyn, who could barely afford a ticket to get 
into the stadium, Somehow, I was lucky and fortunate 
enough for the Yankees to believe in me. It still hasn’t hit 
me but it’s certainly a dream come true. I’ve always been a 
die-hard baseball and Yankee fan and believe it or not, it was 
just amazing just being at that press conference, to be with 
Derek Jeter, Mariano Rivera, Joe Torre, and have them come 
on their own behalf to be with me and to support me on that 
day was just amazing. I’m very grateful for the Yankees and 
certainly for Mariano, Derek, and Mr. Torre for supporting me 
not only in that but in helping get the deal done and in helping 
make sure the deal went well.  



&Q:  What does Steiner Sports   
 do that most customers  
 probably don’t know about?

 A: Well, I think one of the core things that we think 
about everyday at Steiner Sports is that we don’t stop. 
You know, a lot of times you see the finished product, and I 
wish I could take the customer through the whole process, 
just to see what we have to do to get to the final product. It’s 
a fine line sometimes but there is a huge gap between good 
and great. I think the devotion and the dedication plays a big 
part,  a lot of it starts with me but it gets carried all over the 
company and in many of the cubicles and offices around this 
company find the very best of the best. From things like a 
simple photo, we go through thousands of photos. 

You know Steve Costello or Eric Levy they will go through 
thousands of photos just to find that one great photo so 
people can remember that great moment. I think the 2nd thing 
is, How much we care about our customers. Our goal for 20 
years has been to deliver and bring the customer closer to 
the athlete - to deliver experiences that they can’t get on their 
own - to bring customers closer to the game with that one 
moment of excitement where they forget about everything and 
get to have their dream come true. We love doing it for kids 
but even the kids that are sometimes forty or fifty years old. 
That to me is our goal everyday when we come in this office 
is to make somebody’s dream come true and to have com-
plete 100% commitment and dedication, coming up with the 
most authentic, best incredible wow product. 

Q:  Steiner Sports and yourself   
 have many charitable    
 endeavors. When did you  
 start becoming charitable   
 and when did the company  
 join you in those efforts?  

A: Well I kind of started becoming benevolent and 
started to help others when I stopped being the one who 
needed to be helped. Actually many charities helped me get 
through my younger adult life. So I am extremely grateful and 
very familiar with the importance of the boys clubs and the 
JCH’s, you know food stamps, mentoring, Big Brothers, Big 
Sisters were all huge in helping me grow up without a dad in 
a single parent home, not having a lot of money. I think for me 
getting right out of college, it was an immediate priority for me 
to give back because many of the agencies that helped me 
along the way were able give me scholarships to go to sum-
mer camp, to go to the Y, to belong to JCC, to belong to little 
league football and baseball. 

I could never afford any of that. So my number one goal was 
to give back something to all those agencies that helped me 
along the way. Certainly sleep away camp and getting kids to 
camp was a big priority. Now I think the vision is a little wider 
and I hope to really help kids on all different levels. I think it’s 
a company initiative to help Big Brothers, Big Sisters, together 
with my wife and the company. We’ve rebuilt two homes now 

one for boys and one for girls. We are very involved with Ron-
ald McDonald House and helping the terminally ill children as 
often as we can by redecorating their rooms. Frankly, I don’t 
think there is enough we can do and not enough hours in the 
day to help the amount of people who need help. But certainly 
our priority everyday as a company, that we help someone 
and that we help some group. 

One of the things I am proud of is that we have so many great 
connections and resources to a lot of  people that make a 
big difference certainly we talk about the New York Yankees, 
Madison Square Garden, Derek Jeter, people that make huge 
impacts in the world. To be able to take some of that and 
those contacts and assets and maybe connect them to the 
world of charity and to support some of their endeavors are 
huge and it makes me really happy to know that we are able 
to do. 

Q:  Steiner Sports really is   
 known for creating the  
 moment or taking advantage  
 of the moment. In the last 25  
 years what do you think the   
 biggest team or sports  
 moment was for Steiner  
 Sports history?

A: Well there are a few. We created the “Remember 
the Moment” concept, where people can get anything and 
everything autographed from a great moment. After having 
your kids born, after being married, maybe one or two other 
issues that were all good, the moments you remember are the 
sporting events, when bobby Thomson hit the homerun and 
the ‘69 miracle Mets, the ‘80’s Olympics, winning the gold. I 
think the greatest sports moments that I can remember, one 
is certainly the ‘94 cup, which was the greatest moment for 
me. 54 years of waiting, the tension, sitting in that garden for 
so many years and having that team not do well, I don’t know 
it just something really special and I’ve never seen anything 
so huge. Certainly when you move to 2004, you got to go to 
the Red Sox and that celebration and that insanity, especially 
when you factor in the “the Curse” and beating the Yankees. 
Just that rivalry, the way they did it, beating the Yankees after 
being up 3 games to none. I haven’t seen a market in a city 
go that crazy on that level ever. It was just huge. It was very 
big for Boston and Red Sox nation.  

Also, the ‘80’s Olympics. What a great moment. It was also 
one of the greatest American Sports moments ever. This 
rounds out the 3 greatest sports moments that have hap-
pened in my lifetime. There’s been some others, but those are 
my top three.



&Q:  It’s the day before you are   
 about to sign the deal  
 to take down Yankee  
 Stadium. What are you  
 thinking about?

A:  Well, a lot of emotion. I spent a lot of time at the sta-
dium, looking at that stadium in a very unorthodox, very weird 
kind of way. When you think of a place that was really my 
second home, my first thought was, “God do we really have to 
do this?” My second thought was, maybe I shouldn’t do this. 
My third thought is, Is there any possible way I can preserve 
this whole thing, maybe buy this whole thing and keep it the 
way it is. I think when you get down to it, like any other busi-
ness transaction, you start breaking the thing down and you 
start really looking at the assets. It just blew me away, when 
you start looking at a Derek Jeter locker, when you start look-
ing at the foul poles, just some of the nooks and crannies of 
that stadium are just amazing. There will never be another 
stadium like that and that’s the one thing that I really wanted 
to make sure before I closed the deal, I really wanted to make 
sure that we were on the same page and that we weren’t 
going to just chop it up and sell it. I wanted to make sure as 
many people as possible could get one piece to savor and 
remember and I think we accomplished that. That was my 
main goal, not to just to sell some seats and 2 or 3 key pieces 
to just 5 or 6 collectors. I wanted to have 100,000 people get 
a piece of Yankee Stadium because of that many great Yan-
kee fans get the chance to get something. I think now a year 
and a half out since we started to demo that stadium, I think 
were on our way to accomplishing that goal with the Yankee 
Stadium legacy line. I think the products we created are just 
amazing. 

The Black, the Reggie Jackson in center field, pieces of the 
outfield fence, the foul poles, you can buy small or large 
chunks of it. We’ve sold actually 5,000 pieces of the grass 
and field there freeze dried. We’ve sold over 5 million dollars 
of dirt. We were able to scoop up a bunch of different parts 
of the stadium, the seats, seat backs, commemorative seats, 
bleacher seats, parts of the Yankee bench, parts of the locker 
room carpet which can be used as a door mat, as a car mat, 
just actual rubble, its just amazing. I’m real proud of that line. 
I think that’s another moment in time that I think about that 
legacy and building this company. I think that was one of my 
favorite moments knowing that I had the responsibility taking 
part of one the greatest stadiums of all time and making sure I 
didn’t let people down, let alone the Yankees down and doing 
something.

Q:  Where does the hobby go   
 from here after being in it for  
 25 years?

A: Where the hobby goes, is to continue to get its act 
together and getting the people that are illegitimate and 
are not authentic out. And now with transparency it’s a lot 
easier to see where these people are out on the web. I’m 
hoping at some point as I always have been is to form some 

kind of association with some leaders of this hobby and being 
able to put together PR campaigns to promote the hobby, at 
the same time policing some of the bad people that are doing 
some of the wrong things with the hobby. I think sometimes 
the competition gets misunderstood or confused amongst the 
leaders of this industry and its been a shame. One of the ma-
jor problems we have to rebuild is how do we replace the card 
industry which is in dire restraints. This is such an important 
part of the hobby. We are talking about the Topps, the Upper 
Deck , The Donruss companies. That was the industry door 
mat for little kids to get into the business and get them collect-
ing. Besides the price points getting up there and a little bit 
too expensive for Johnny to buy a pack of cards, we see more 
and more kids collecting less and less. This to me is a huge 
concern and a huge responsibility now for the leaders of the 
industry to figure out what needs to take place to get 5 and 10 
year olds collecting again. 

Collecting can be so much fun, its tradition, its history, it’s a 
connection between fathers and their kids. Its huge that we 
figure out a way to get kids from the ages of 5 or 6 years old 
to 12 years old back into the game. Part of getting them into 
the game is getting them into the hobby. I think the leagues 
should be as concerned as we are because it’s the entry point 
to getting kids involved in team sports, getting them to collect. 
It starts with trading cards obviously autographed baseballs, 
a lot of licensed products. They are all alike. So I guess one 
of the future points is to get this hobby together with a real as-
sociation with people that really care, that have some money 
to put into a PR and advertising campaigns. 

I think the second thing that probably has to happen is we 
probably have to expand the industry and finally figure out 
how were going to go get music, theatrical, actors and ac-
tresses, movie stars, how can we get that part of what people 
really want to collect organized. We need to figure out how 
to get those big named celebrities, those big name acts and 
groups involved with the hobby. I think there is an upside 
there. The third thing is, there is a lot of those second tier 
sports which I’m not sure if it could work or not when you talk 
about some of the boxing and some of the international fight-
ing groups, even NASCAR could be considered a second tier 
group. But the other thing is do you get international? Do you 
go outside of the country to get soccer to get people collecting 
internationally all over the world? Can you get people col-
lecting baseball and basketball because the interest of these 
sports are all over the world. Can you get people collecting 
all over the world? I think there are some signs of that. Panini 
is a great card company, it seems like they are interested in 
taking the hobby worldwide. Maybe we could follow some of 
their marketing trends as it seems like they are doing a great 
job so far in setting up their game plan. 


