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BIO: 

James Grady, President and CEO - 

Son of the Chairman most recently 

started the first ever eBay drop store in 

Palm Harbor, Florida. Ez Auctions & 

Shipping grew to 4 locations and in 2005 

went public via a reverse merger becom-

ing Snap N Sold. Snap N Sold then pur-

chased Hot Auto Web, online seller of 

high end collector automobiles, planes, 

boats, and RV’s. Mr. Grady left the com-

pany in 2006 when it was sold. 

 

Company Profile: 

Max Media Group, Inc. operates media 

outlets for the marketing of classic cars, 

boats, planes, recreation vehicles, and 

higher end vehicles for individuals and 

charities. Markets currently being devel-

oped include: 

 Classic, Exotic, and Collector 

automobiles 

www.hotautoweb.com, 

www.luxuryautodirect.com, 

www.extremechevys.com, 

www.maximummotoring.com 

 Boating and Yachting 

www.hotboatweb.com, 

www.reelyachts.com 

 Planes and flying 

www.hotplaneweb.com 

 Luxury motor coaches and RV’s 

www.hotrvweb.com 

 Custom motorcycles 

www.hotcycleweb.com 

 Philanthropy and Charitable giv-

ing www.hotcharityweb.com 

 User provided news and infor-

mation www.babelation.com 

 Trading and bartering high 

worth items 

www.hottradeitweb.com 

 

MXMI rich interactive publishing uses 

multiple revenue streams to be captured 

from these target markets in: 

 Advertising in text, video, ban-

ner, and sponsorships 

 Product auctions 

 Classified 

 Content sales and distribution 

 Charity marketing 

 Database marketing 

 Research marketing 

 Search 

 Licensing 

 

MXMI has an aggressive growth strategy 

to capture audience and revenue share 

through acquisitions and development of 

low cost of entry, rich interactive plat-

forms in the highest valued advertising 

demographics. As the online information 

market grows, structured segmented in-

formation becomes increasingly valuable 

to specific markets. Publishing and com-

munity platforms also offer premium 

segments richer interactive experiences. 

The company was formerly known as 

Hesperia Holding, Inc. and changed its 

name to Max Media Group, Inc. in Au-

gust 2009. Max Media Group, Inc. was 

incorporated in 2000 and is based in 

Palm Harbor, Florida. 

 

Interview conducted by: 

Lynn Fosse, Senior Editor 

CEOCFOinterviews.com 

 

CEOCFO: Mr. Grady, what is the vision 

at Max Media? 

Mr. Grady: Max Media is a conglomera-

tion of properties in internet radio, print 

media, and moving into television and 

certain niche markets. Right now we are 

going after the classic car luxury trans-

portation market, such as high-end Col-

lector and Classic cars, and motorcycles. 

Essentially, what we do is we sell adver-

tising. We do a radio show called Maxi-

mum Motoring that is aired throughout 

the entire state of Arkansas as well as 

throughout the Tampa Bay area in Flor-

ida. We also have a Letter of intent to 

acquire a magazine called Luxury Auto 

Direct, which can be seen as luxuryauto-

direct.com. We operate Hot Auto Web, 

which is a luxury automobile site where 

we help folks buy and sell classic and 

collector cars. 

 

CEOCFO: Why did you decide that was 

a good space? 

Mr. Grady: This space garners the high-

est advertising rates of any market. We 

have adult males between 25-70 years old 

that buy expensive things on the internet. 

That particular market segments garners 

higher ad dollars per thousand on the 

internet as well as in radio and print. 

 

CEOCFO: Do people that buy the cars 

also buy the yachts and the motorcycles; 

is it that much of a common thread? 

Mr. Grady: Absolutely! Guys that have 

classic cars, it is a toy. They tend to have 

other toys whether it be an airplane, or a 

Harley, or a big boat or a big motor 

coach. Those are just big-boy toys. 

 



CEOCFO: Who is doing business with 

you now and how do you reach your po-

tential customer? 

Mr. Grady: As far as our advertisers go 

we have everything from local advertisers 

to big national ads. On any one of our 

websites you will see General Motors, 

Ford, Chrysler, Geico, State Farm, and 

any number of large national advertisers 

that currently advertise with us as well as 

local guys in our local markets whether it 

be in the Tampa Bay Area or Arkansas 

on the radio. On the internet, we are at 

several different advertising markets like 

Google Adwords and several other differ-

ent conglomerates that sorts ads per con-

tent. 

 

CEOCFO: What is it about your site that 

attracts visitors? 

Mr. Grady: The type of content that we 

provide. We have probably the 

largest accumulation of classic 

and collector cars in one spot. 

We are also in the news and 

information segment where 

citizen journalists can publish 

news and information in any 

format whether it be a video, an 

audio file like a podcast, a text 

or image. That website is babe-

lation.com. We insert subtle 

advertising in all of our content 

and we share that advertising 

revenue with our content pro-

viders. We drive traffic through 

best practices, through search engine op-

timization. We utilize all of the social 

networking aspects; Facebook, Twitter, 

Myspace, Bing and every possible website 

that we can to drive traffic to our sites. 

 

CEOCFO: You mentioned parts of Flor-

ida and Arkansas, how does Arkansas 

relate to where you are and where will 

you be going? 

Mr. Grady: We are currently negotiating 

with a radio station in Denver. We are 

based in the Tampa Bay Area so that is 

why we are in Tampa. Arkansas was an-

other big station that decided to pick-up 

the show. We are eventually hoping to be 

syndicated, and hope to be everywhere we 

possibly can.  

 

CEOCFO: Do you acquire sites as well? 

Mr. Grady: Yes we do, and that is the 

way that we are leveraging the fact that 

we are public. We are looking to go 

ahead and make acquisitions in not only 

content, but also companies that are syn-

ergistic within our niche market.  

 

CEOCFO: Please, tell us more about the 

radio and television aspect? 

Mr. Grady: We are car guys for the most 

part and we interview car guys on our 

radio show. We have had Wayne Carini 

from Chasing Classic Cars; he will be on 

our shows this Wednesday coming up. 

We had Bill Warner the founder and 

chairman of the Amelia Island Concour 

D’elagance, in Amilia Islands that is 

happening on March 12

th

, 13

th

 and 14

th

; 

he was on yesterday. On the 17

th

 we will 

have Bob Lutz the vice chairman of Gen-

eral Motors as our guest, and at 

www.maximummotoring.com you can 

see a list. We have had David E. Davis Jr. 

the founder of Automobile Magazine, 

Brock Yates as a creator and writer on 

Cannon Ball Run has been on our show, 

Bob Bonderon, the gentleman who won 

the LeMans in 1965 in the first American 

car that just coincidently sold at the Me-

cum auction for $7.25 million. He was 

the driver of that car in 1965 and won the 

race. We had the president and COO of 

RM Auctions, on last week. We have had 

all the guys from Mecum Auctions, from 

Dana to John Kraman, the gentleman 

who does the color on TV. For HD Thea-

ter. My first car story is the premise of 

the television show that we are going to 

be doing. We interview folks that tell the 

story about their first car. Every Ameri-

can has a car story. 

 

CEOCFO: Were you affected by the eco-

nomic downturn of 2009? 

Mr. Grady: Obviously, the economy has 

hurt everybody. The classic car market 

really took a hit. Three or four years ago 

it peaked, so if you bought a car three or 

four years ago chances are today you are 

not going to be able to sell it for that 

same price. It is very similar to the hous-

ing market. However, classic cars have a 

tendency to rebound a little quicker than 

other markets. The baby boomers are 

retiring, they are trying to recapture their 

youth and they are looking for what was 

their first car or maybe there dad’s car or 

something along those lines or their 

dream car. I anticipate the market re-

bounding quicker than later, but it cer-

tainly has suffered price-wise. So now is a 

good time to buy a classic car. 

 

CEOCFO: What is the financial picture 

like at Max Media today? 

Mr. Grady: Max Media is essentially a 

startup company. We are a growth com-

pany, although the websites 

that we own have been operat-

ing and have done upwards of 

$17 million worth of sales in 

the last seven or eight years. 

We are debt-free, at this point 

basically breaking even. We 

think we are well positioned in 

the best possible market that 

you could be in, specifically 

internet advertising. Internet 

advertising is the only advertis-

ing medium that you can quan-

tify down to the eyeball. Radio 

has Arbitron, television has 

Neilson ratings, magazines and newspa-

pers have subscribers, but all of those are 

best guesses, because you can’t tell who 

specifically saw your ad on page seven of 

the sports section and who specifically 

was watching your commercial during 

Two and a Half Men or during the Super 

Bowl or what have you. With internet 

advertising, you can. You can show the 

advertiser down to the individual, how 

many people looked at their ad. Not only 

that, but there is also demographic infor-

mation, such as what state they are in, 

and down to the town based on their IP 

address. Currently the way that internet 

advertising works, is it is fairly skewed 

and what I mean by that is if you come to 

my website and you are a first-time visi-

tor to my website, I get paid say $3.00 a 

thousand for that visit. Now if you are the 

fifth or sixth visitor, you come to the 

website once a week to see what cars are 

We are the only publicly traded social media 

company that is out there as far as I know. Be-

ing a shareholder of Max Media at this point, 

you can make an argument that you are in the 

same type of position where if you were able to 

buy a share of Facebook or Myspace or Twitter. 

However, none of those companies are public 

and we feel that we have a proven business 

model that we earn money everyday. Those 

other companies have billion-dollar valuation 

and aren’t making a dime. - James Grady 



there or what information is there, we get 

paid less for those repeat visitors and that 

is just not the way it is with any other 

advertising medium. You look at televi-

sion, if you are a fan of American Idol, 

you watch American Idol every week, the 

same people go back and watch American 

Idol every single week, and they get the 

same amount of money for their ad space 

on the television show every week. I an-

ticipate that eventually evening out to the 

point where returns visits to websites are 

valued the same whether they are first-

time visitors or the hundredth time visit. 

That is only going to increase ad dollars. 

 

CEOCFO: What is the competitive land-

scape? 

Mr. Grady: Certainly, we have competi-

tion in every niche market. In the Collec-

tor Car you have sites like Classic Car 

Trader, the Auto Trader properties that 

aggregate content and try to sell cars. The 

barrier to entry, obviously to get on the 

internet is not a high barrier. The other 

side of that coin is this takes a lot of 

work, and to drive traffic to the site you 

have to do things right. Specifically there 

is no other media company out there 

maybe with the exception of Google, and 

they are the most successful. But if you 

look at what Google did and if you look 

at the way they are doing it, the first 

thing they did is build a better mouse trap 

in search. So what that means is now that 

they have segmented the content on the 

internet, they made the internet easier to 

find stuff, but they didn’t own any con-

tent. Then what they did was they bought 

YouTube and now they are the number-

one search engine with the number-one 

content; they have millions of videos on 

the web. Now granted a lot of them are 

not original content, people make a video 

of a TV show or a football game or what-

ever and throw it up there, so not only are 

they searching the content, now they own 

the content. The next thing that they did 

was they bought the technology for Mo-

bile, the Droid Phones through Verizon 

now. So now they give you the ability to 

access that content. We are basically go-

ing after the same type of model that 

Google is going after, but in specific 

high-dollar niche markets. 

 

CEOCFO: Why should potential inves-

tors pay attention to Max Media Group? 

Mr. Grady: We are the only publicly 

traded social media company that is out 

there as far as I know. Being a share-

holder of Max Media at this point, you 

can make an argument that you are in the 

same type of position where if you were 

able to buy a share of Facebook or 

Myspace or Twitter. However, none of 

those companies are public and we feel 

that we have a proven business model 

that we earn money everyday. Those 

other companies have billion-dollar 

valuation and aren’t making a dime. 

 

CEOCFO: Final thoughts, what should 

people remember most about Max Media? 

Mr. Grady: We are going to be a player 

in many niche markets, from Classic 

Cars, to News and information, and we 

are just getting started. 
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4177 Corporate Court 
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