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Robert H. Pomeroy
Fair-Play Scoreboards

March 2005

John Brandom

FOOTBALL COACH

CORONA SENIOR HIGH SCHOOL
1150 W 10TH ST

CORONA, CA 92882-3998

Dear Coach:

It’s hard to believe, but football season is really just around the corner. Picture it: the gree|
hotdogs...the satisfying roar of the home crowd as your team scores yet another touchdown
bright for all to see—on your Fair-Play scoreboard.

‘You know Fair-Play for its great-looking, dependable scoring equi
wide amber digits on its football scoreboards offer superior readal
four-level dimming feature that allows scoreboard operators to a
reflect surrounding lighting condiitions. Whether your games are h
the night, coaches, players and fans can read game stats with ease.
scoreboards include cool features like down, yards-to-go and ball
to-read scores and game time.

Did you know that Fair-Play offers the industry standard for wil
controllers? Operate your scorer’s control from virtually anywhery
direct sequence spread spectrum technology, designed specifically|
The locked-in wireless frequency ensures scoring accuracy withoul
phones and other wireless devices. You must try our wireless to
more information or a demonstration!

Sports fans, athletic directors and coaches have relied on the style,

innovation of Fair-Play Scoreboards to stay on top of their game fq

‘wonder you see the Fair-Play name on over 100,000 scoring install

As you’re giving your scoring equipment a check-up for the sp

give me a call? Check out the latest in high-brightness LED techn
~ program at CORONA SENIOR HIGH SCHOOL.

Don’t wait—be ready when your season starts!

Best regards,

Bob Pomeroy
Sales Representative, Fair-Play Scoreboards

P.S. Capture your team spirit and personalize your scoreboard with school colors, logos and si
free standard cabinet colors and complementary sign copy design—and see how your scor]
personalized conceptual drawing.
Fair Play” Scoreboards * CaptiVue Sport Message Centers + Sponsorship/g
Corporate Offices & Factory
P.0. Box 1847 (50306) + 1700 Delaware Avenue (50317) - Des Moines, lo
1-800-247-0265 + 515-265-5305 * fax 515-265-3364

A TRAMSLLI ]

April 2005

Dear Coach or Athletic Administrator:

You're a coach, an administrator and a liaison. A motivator (and disciplinarian), a concessior

With everything you have on your plate,
it’s good to know that Fair-Play Scoreboards is in your corner.

re (4
order cook), public information officer (and chief towel washer). A purchasing agent and trainer, te:

referee.

That's where Fair-Play
You buy Fair-Play for its reliable performance.

‘You do it all. But you don’t want to add “scoreboard troubleshooter™ to your list.

comes in. You know Fair-Play for its great-looking scoring equ

like you have relied on the style, per|

and innovation of Fair-Play Scoreboards to stay on top of their game for more than 70 years.

Sure, we could show you our three layers of waterproofing protection that stop scoreboard-busting
its tracks and the direct-sequence technology in our wireless controls, designed specifically for spor|
applications. Not to mention the high-contrast LEDs we select for long life and maintenance-free pd

But your questions are usually straightforward:
Will my scoreboard work every time? Does it look good? Is it easy to operate?

Yes on all counts. But don’t just take our word for it—take the advice of one veteran administrator,

“With all of the issues and personalities you're dealing with every day, the last thin
you need is a temperamental scoreboard. Go with a proven product and buy Fair-Pla

‘Why not give us a call at 800-247-0265 for a scoreboard check-up? You'll see the latest in high-bri
technology on the practice or playing field, courtside and in the locker room. And if you're considet
amessage center to your scoreboard_Fair-Play now offers three high-impact LED options tailored |

and budget: single-color_full-color and new high: lution_full-color Barco video displays.
Don’t wait—let Fair-Play show you why coaches, administrators and fans alike say, “we belie
Fair-Play!”

Best regards,

Jeff Reeser

National Sales Manager, Fair-Play Scoreboards

P.S. Have a swimming project in the works? Fair-Play now offers complete swim timing and
systems! Call us toll-free at 800-247-0265 for a proposal.

Fair Play”

CaptiVue Sport Centers.
orporate Of ices & Factory
PO. Box 18 7 (50306) - 1700 Delaware Averie (50317)  Des Moines, lows
1-800-2 7-0265 » 515-265-5305 « fax 515-265-336.
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Dear Coach or Athletic Administrator
They’re a lot of scoreboard manufacturers out there.

Most of them offer a product that will keep scores accurately with varying levels of upkeep and
maintenance. You may have to replace your bulbs or LEDs occasionally, and maybe fix a dented cabinet
from a stray ball or two, but if you ve seen one scoreboard, you ve seen them all...right?

If you still believe all scoreboards look the same, now’s the time to take a closer look at Fair-Play.

Sometimes the scoreboard you think you ordered—and the scoreboard you receive—
are quite different. The digits look different. The cabinet looks different. Altogether,
the changes can take your brand-new scoreboard from “wow” to “ow”!

With Fair-Play Scoreboards, what you see is what you get. Others may say it, but coaches and athletic
directors believe it: Fair-Play makes the best-looking scoreboards in the industry. With more than 70
years and 100,000 installations behind us, we have the experience behind us to get it right.

Fair-Play scoreboards use three distinct digit colors on its indoor scoreboards to organize scoring
information intuitively, as fans want to see it. Wide amber LED digits on outdoor models offer the best
contrast and readability in all game conditions. We provide the industry standard in reliable wireless
scoring.

And Fair-Play’s true bar LED provides consistent color and excellent readability. What do we mean
by bar digits? Compare Fair-Play s digits with theirs and see for yourself—solid lines versus dots. It s a
difference you can see...and your coaches, fans and advertisers will notice.

Take the challenge and see for yourself. For style, and i
schools, colleges and municipalities that believe in Fair-Play.

, join the of

Best regards,

R T

Jeff Reeser
National Sales Manager
Fair-Play Scoreboards

P.S. Call us toll-free at 1-800-247-0265, extension 1025 today and mention code FP041JB for a
complementary copy of our latest catalog. We 11 put you in touch with a local Fair-Play representative
who can show you the Fair-Play di the model that s right for

your school.

Fair Play’ Scoreboards « CaptiVue Message Centers » Sponsorship/Signage
Corporate Offices & Factory
P.0. Box 1847 (50306) + 1700 Delaware Avenue (50317) * Des Moines, lowa
1-800-247-0265 + 515-265-5305 « fax 515-265-3364
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Trans-Lux West

July 2004

H M Kaplan
President & CEO
Warren Equities Inc
27 Warren Way
Providence, Rl 02905

Dear Colleague:
NEW! LED FUEL PRICECHANGERS FROM TRANS-LUX WEST!

Adjusting fuel prices in petroleum retailing is DOt only inccnven'\em-it can get expensive.
Extra staff safety and liability issues not to mention your margins, which take a hit every time
your prices aren't upda(cd pmmptlv. There has to be a better way to display fuel pricing.

That's why [ want t© introduce you t© LED fuel PriceChangers from TransLux. These displays
make price adjustments incredibly convenient, while the LED (light emitting diode) design’s
compelling brightness and clarity beckons traffic day and night in all weather conditions:

Take a look at the benefits you enjoy with a TransLux fuel PriceChanger:
s PriceChanger electronic displays glow clear and bright with automatic dimming
capacity for all lighting conditions- Other types of ‘mechanical fuel price changers rely
on ambient of supplememal lighting for illumination;

«  No more pole letters! PriceChanger offers two control options: handheld or sign-
mounted controls for stand-alone locations ©F point of sale (POS) interfaces tO control
multiple signs from a single sit&;

s Durable high-brightness LEDs supply up t© 100,000 hours of performance without
changing a single light bulb. And good news for lamp display users: PriceChangers
require only 1/10 of the power requirements of lamps or older LED technologies;

= Fiveyear fimited manufacmrer’s warranty more than doubles the product guarante¢
of other manufacturers:

What about service! TransLux builds more than 85 years of electronic display manufacturing
expertise into every sign we make. And you Il appreciate our award-winning customer service—
available by phone, fax or e-mail—to help with installation and service questions-

Have a project in mind and want ©© know more? I'm introducing TransLux's fuel PriceChanger

and other outdoor display products © your area. One of our sales representatives will call soon

to see how fuel PriceChangers may complement your other petroleum marketing efforts.
Best regards,

//2/ g Z /:_.'/:’f".;/’

C. Edward Koch
National Sales ‘Manager, Trans-Lux West

P.S. With today’s volatile fuel prices, you must pump up Your margins by increasing operating

efficiencies. Let us show you how discover TransLux LED PriceChangers today!

Trans-Lux West = A Division 0

TRANSLUX
West

BOARD OF DIRECTORS

Robert Greenes
Pres dent, Petroconsiul G-
Execulive Comtee Craimen,
T ans-Lux Corporation

Richard Brandt
Chairman Emeris
Consutant o Trans-Lux Corporaton

Gene Jankowski
Chairman of the Board
Trans-Lux Co poration

Cheirman, Jankowsk
Commurications System, 1nC

Victor Liss.
\ige Chairman of he Board
Trans-Lux Corporation

Michael R. Mulcahy
Pres dent and Co<chief Execu e
"Offcer, Trans-Lux Co poration

“Thomas Brandt
Executive Vice President and
Co-chief Execuive Offcer
“Trans-Lux Go poraion

Steven Baruch
Executive Vice Pres dent
presidental Realy Corpora o0

Matthew Brandt
Executive Vice President
Trans Lux Corporation

Howard M. Brenner’
Serior AVOT
Morgan Joseph & C0. e

Jean Firstenberg
Diecior and Crief Executive Offcer
American Fim Instute

Howard S. Modiin
Atomey

Welsman Celer Spe & Modin, PC.

f Trans-Lux Corporation

PO Box 1847 (50306) = 1700 Delaware Avenue (50317) = Des Moines, lowa
800 543 7904 = (tel) 515 2655305 (fax) 515265 3364
sa\es@l\xcemmercia\ com ® WWW {lxcommercial com
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City State Zip

Apil 1 9

Dear
Sixty percent of us will require long term care
at some point in our lives

That atistic lone from Bus ness and Health in 1996 is surprising But perhaps even more surpris|
the cost About $42 000 a year for a nursing home on average adding up to $105 000 for the aver
two and a half year stay

Who's going to pay for it?
Not regu ar medical insurance Certainly not Medicare or Medicaid ~ with Medicare paying less t
eight percent of all long term expenses and Medicaid requiring us to exhaust our personal assets !
we qualify (and transferring our assets is no longer a lawful option)

That leaves personal savings Or long term care insurance

Thoughtful employers are now taking another look at long term care insurance which used to be
e fective only for the la g st organizations

Long term care insurance is now available and affordable to all employers
You can get t as a voluntary benefit for your employees from Seabury & Smith

Premiums are based on entry age can be tax deductible for those who itemize and are paid throu
payroll deduction Your employees don't have to worry about quarterly premium payments or anof
opay
And it's available to employees spouses parents and grandparents underwritten by CNA and dey
especially for clients of Seabury & Smith It' portable too meaning that coverage continues at tf
premium if the employee leaves or retires
But we can't underestimate the big benefit long term care insurance offers peace of mind It protel
your employees har a n d assets in the event that they are disabled After all forty percent of t
requiring long term care services are adults still in their earning years

Employees pay some or all of the premium through convenient payroll deduction
Experienced salaried presenters will come to your worksite to educate your employees and answe
questions All you have to do s make it ava lable a valuable benefit that fosters employee retention
Long term care insurance is valuable affordable and easy when you get it from Seabury & Smith

call me at to find out more

sincerely

Date

Name

Title
Company
Address

City State Zip

Dear

1 sweat the small stuff
I've made sure we had all the information to process a claim right I've talked employees through the
steps to submit a claim for a prescription And I've designed self funded benefits plans so they work
correctly from day one

I've learned to “sweat the small stuff” for nearly 10 years working for insurance program manager Seabury
& Smith Because the small stuff as you well know can become big problems pretty quickly in an
employee benefits plan if it's not attended to

1 worked my way up holding a variety of positions processing health insurance claims taking customer
service calls and  before | moved into marketing - designing and setting up employee benefits plans for
area employers

Now it my job to help our clients with the ongoing management of their employee benefits plans And
I've learned a lot in talking to our clients and their employees in the past 10 years that many don't have
enough personnel to manage their benefits effectively they have a staff that doesn't fit “cookie cutter”
insurance plans or they do have a solid benefits plan  it's just getting too expensive

1 know employee benefits plans from the inside 1 like to put that knowledge to work for you

Seabury & Smith is not an insurance company so we're not tied to one insurer’s plan | can help you
design a plan that’s right for your people most cost effectively Plus we're a Marsh & McLennan Com
pany  the largest insurance brokerage in the world!  so | can call on financial legal and human
resource experts from our other branches whenever you would have a need

But | don't just talk about our capabilities Claims administration and more 1've actually done it for
employee benefits plans like yours We should visit soon to see how your plan is working for you  I'll call
you in a few days to schedule an appointment or you can call me in lowa City toll free at 800 562 4023

Best regards

Angela Villhauer
Account Executive

me
le

mpany
idress

lty State Zip

ar:

What you want: productive employees who are never sick
never take coffee breaks and never leave

What you get: something else

Ihen 1 was an operations manager for a bank 1 didn't see too many really terrific employees slaving
ay with poor employee benefits The great ones knew that they had some security; they knew they
re taken care of if their kids got sick or they ended up in the hospital

d from my perspective good benefits helped me too My great employees could concentrate on their
rk as healthy productive people with up to date glasses or contacts filled prescriptions and necessary
Ital care that didn't need to be put off

idn't think too much about employee benefits then Thankfully | had some excellent people that took
Fe of our bank' day to day benefits management

t now my job is to help other employers manage their employee benefits ~first on my own and now
h Seabury & Smith I've discovered that | was lucky in my 22 years at the bank: that many of my
lents don't have the personnel to manage their benefits effectively they have a staff that doesn't it
okie cutter” insurance plans or they do have a solid benefits plan it just getting too expensive

ined Seabury & Smith because 'm not tied to one insurance company I can help you design a plan
s right for your people. most cost effectively Plus we're a Marsh & McLennan Company — the
lgest insurance brokerage in the world 5o I can call on financial legal and human resource experts
m our other branches whenever you have a need

Lve seen in your own business how employees today pick and choose where they work Good cost
lective benefits can make the difference between retaining a good worker and facing the costs of
lquent turnover

fe should visit so0n to see how your employee benefits plan is working for you  Pll call you in a few
Is to schedule an appointment or you can call me in Kearey at 308/234 4028

st regards

n A Gustafson
ount Executive

Seabury & Smith (now a division of Mercer Consulting) brokered employee benefits for small- to mid-sized business-
es. These letters helped Seabury & Smith account executives develop their relationships with benefits managers and
executives.
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workers’ comp and long-term disability
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DX >

Date

Name

Title
Company
Address

City, State, Zip

Dear:

What you wan :  roduct ve employees who are never sick,
never take coffee breaks, and never leave.

What you get: something else.

‘When | was an operations manager for a bank, | didn't see too many really terrific employees slaving
away with poor employee benefits. The great ones knew that they had some security; they knew they
were taken care of if their kids got sick or hey ended up in the hospital.

And from my perspective, good benefits helped me, too. My great employees could concentrate on their
work as healthy, productive people with up-to-date glasses or contacts, filled prescriptions, and necessary
dental care that didn't need to be put off.

I didn’t think too much about employee benefits then. Thankfully, I had some excellent people that took
care of our bank's day-to-day benefits management

But now my job is to help other employers manage their employee benefits—first on my own, and now
with Seabury & Smith. I've discovered that | was lucky in my 22 years at the bank: that many of my
clients don't have the personnel to manage th ir bene its effe tively, they have a staff that doesn't fit
“cookie cutter” insurance plans, or they do have a solid benefits plan...it's just getting too expensive.

| joined Seabury & Smith because I'm not tied to one insurance company. I can help you design a plan
that's right for your people, most cost-ef ectively. Plus, we're a Marsh & McLennan Company—the
largest insurance brokerage in the world—so I can call on financial, legal, and human resource experts
from our other branches whenever you have a need.

‘You've seen in your own business how employees today pick and choose where they work. Good, cost-
effective benefits can make the difference between retaining a good worker and facing the costs of
frequent turnover.

‘We should visit soon to see how your employee benefits plan is working for you. I'll call you in a few
days to schedule an appointment, or you can call me in Kearney at 308/234-4028.

Best regards,

John A Gustafson
Account Executive

October 21, 1997
Dear :
Imagine paying three-months” salary to an empty desk.

It happens all the time, really. Insurance industry statistics tell us that three out of every 10 employees
between ages 30-65 will be disabled at some point in their working life for 90 days or more,

That’s at least three months. That's almost 1/3 of all workers.
/And that could be on your company's time. Can you foot the bill on your own?

‘You wouldn't have to with long-term disability insurance. Long-term disability (LTD) coverage is so
important, yet it's often overlooked. But for many businesses it can mean the difference between paying
an empty desk or a productive worker.

Might we suggest that now is the time to consider adding LTD coverage to your company’s portfolio?
Seabury & Smith help you learn more about it, as we've been educating employers and putting together
cost-effective LTD programs for firms like yours for years.

Let's talk about it in our next phone call. I'll prepare some information about the benefits of an LTD plan
for your organization for your review.

Best regards,

Seabury & Smith (now a division of Mercer Consulting) brokered employee benefits for small- to
mid-sized businesses. These letters had a dual purpose: informing clients of the scope of the
company’s services, while reinforcing an account executive’s expertise.
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