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Dear Investor,

I am proud to introduce to you an innovative new product called 
Ground Floor Magazine. The launching of this magazine signifies a turning 
point in the way investors interested in small stocks receive information about 
what we at the Hirsch Organization have dubbed Ground Floor opportunities. 
(For a description of what a Ground Floor opportunity is, please read Jeff Hirsch’s
article on the opposite page).

This company-sponsored publication is a vehicle for the featured company to get 
its story out to new investors and for us to help them do it. It’s also a cost effective way
for us to tell you about our other services. Ground Floor Magazine is a free publication
for now paid for by a third party (see the full disclaimer on page 4). You can sign up to
receive future issue as soon as they come out on our website. 

You no doubt have received countless pieces of mail touting a new stock
opportunity that will garner you an astronomical gain. These magalogs, as they 
are called in the business, are generally high on fluff and low on what you really
need to know to make an intelligent investment decision —straightforward, 
no-nonsense information, the way it is presented in Ground Floor Magazine. 

Magalogs are generally sponsored by companies or individuals interested 
in increasing a stock’s price. Marketers put together a slick advertisement to 
distribute to individuals who are interested in small stocks.  

Stocks featured in these special reports are normally thinly traded. After the
magalog is distributed the stock generally runs up in price due to the increase 
in volume. Existing shareholders holding large blocks of the stock at much lower
prices then have an opportunity to unload their stock at increased prices.
Unwittingly, new investors get sucked in at these elevated prices and when 
the volume dries up, the stock drops and they’re left with losses. 

This scenario is how investors can get hurt with small stocks, but that 
doesn’t have to be the case. Small companies need a vehicle to reach investors 
for legitimate purposes such as raising money. The newswires are cluttered.
Commercials and ads are impractical. Word of mouth is not effective. Small stocks
need Ground Floor Magazine. 

The featured company in Ground Floor pays for the creation, printing 
and mailing of their issue. The Hirsch Organization receives $1,000 per month 
to defray initial expenses and to provide the company a web presence on the 
Ground Floor component of www.stocktradersalmanc.com.

Why does the Hirsch Organization publish Ground Floor Magazine? 
While helping a small company get noticed is a noble cause, we also have another
motivation in publishing Ground Floor Magazine, to encourage individuals 
interested in our style of stock analysis to subscribe to our paid services. 
The Hirsch Organization creates the annual best seller the Stock Trader’s Almanac
and publishes a monthly newsletter the Almanac Investor. We also provide a 
subscription based web service (Turn to page 15 for more information). 

This is the first issue of Ground Floor Magazine, and if it is well received 
we hope to publish an issue at least monthly. If you would like to receive an issue
when it is first published, or if you would like to be removed from the mailing list
(we will do our best to assure that you don’t receive another one), please refer to
page 15 for instructions. 

The stocks that we feature in Ground Floor Magazine have passed our 
due diligence and have agreed to our format and methodology. Please read the 
information carefully. Do your own due diligence and consult with your financial
advisor before making an investment decision. This magazine is not a solicitation 
to buy or sell any security. 

Best regards,

J. Taylor Brown
Publisher, Ground Floor Magazine
Vice President, Hirsch Organization
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By Jeffrey A. Hirsch
Editor, Ground Floor Magazine
President, Hirsch Organization Inc.

To be successful at investing — or at anything for that matter
— you need an edge. That edge can lie in knowing something
other investors don’t know or from having in-depth knowledge of
market tendencies. We are staunch proponents of both and we’ve
been doing it for a long time — keeping investors ahead of the
market since 1966.

Perhaps you’ve heard of our Stock Trader’s Almanac
(37 annual editions), read one of our investment letters 
(Ground Floor, Smart Money or Almanac Investor), seen us on 
TV, heard us on the radio or read something in the papers. 
We are students of market history and of how to capitalize on 
its recurring patterns and cycles. For example, there have been
no losing pre-election years (2003 is an example) in the past 

64 years. We also 
specialize in smaller
stocks, as it is much
easier to have an
advantage in 
that arena.

In 1966 we incorporated the Hirsch Organization and spent
nearly two years researching, and then publishing, the first 
edition of the Stock Trader’s Almanac. This 1968 edition was a huge
success beyond our wildest expectations and we’ve never looked
back — except at the market. The Almanac has been published 
annually ever since. The 2004 edition, released in October 2003,
has already sold out. We are
now back on press for a second
printing. See the full-page ad on
page 13 of this magazine, and
to get the Almanac for FREE, 
see page 15.

Aside from the annual 
Stock Trader’s Almanac, we have
long produced successful
investment newsletters. After
six years — and countless
requests from Almanac readers
for updates during the year —
we entered the newsletter 
business in June 1973 with
Smart Money. The monthly
issues updated all the Almanac 
indicators, patterns and cycles
throughout the year as well as providing profitable stock trading
strategies. We began to focus more and more on small stocks as the
market came off the 1974 bottom. This is where we were finding the
biggest gains for our subscribers. The small stock boom of the mid-
1970s was an opportunity to hone our skills at unearthing real
Ground Floor opportunities.

But with our success in choosing the right small stocks, our
subscribers — and the investment community as a whole —
seemed to be clamoring for a newsletter dedicated to small
stocks. So, in 1981 we started Ground Floor newsletter. Ground
Floor was also an instant success. Some of our giant winners
were: Excalibur Technologies up 6260% (5/8 to 39 3/4), Summit
Technology up 3775% (1 to 38 3/4), and Cryomedical Sciences up

1925% (1 to 20 1/4). Between 1990 and 1996 all Ground Floor
picks moved up 251.3% at their highs, on average. Our best 
performance came in the two years prior to April 2000. We had
recommended a total of 54 small stocks and their average gain at
their highs was an astounding 485%. See the table on page 14 of
our Top 50 Ground Floor recommendations from 1990-2001.

Over the years we published a number of other newsletters on
various topics from Blue Chip Stocks to Mutual Funds to Market
Timing. In mid 2001, as the bear began to really clench its teeth,
we decided to combine all of our knowledge and experience into
one packed service of market timing, historical analysis, trading
and investment strategies as well as Ground Floor stocks.

During almost half a century of investing and studying the 
markets, we have perfected our methodologies from the lessons
we’ve learned. We firmly believe in adapting; that’s why we’ve been
around for nearly 40 years. Small, up-and-coming stocks have
always treated us well. These Ground Floor opportunities are where
the biggest investment gains are consistently made — but also the
biggest losses. Prudent investors in small stocks can maximize
returns and minimize losses by following some simple guidelines.

Strict Trading Guidelines Are the Key
Here are some basic rules and parameters that we live by —

personally, and in the advice we give subscribers to our Almanac
Investor Newsletter. We seek out small, relatively undiscovered
companies trading at reasonable valuations, with solid balance
sheets and exceptional management, and most of all having some

new product or service that
has the potential to knock the
cover off the ball. We’re not
after minor league gains of 5%,
10%, 20% or even 50%. We
expect nothing less from our
stock picks than a double and
quite often many times that.

After we select a stock
based on fundamentals, 
management, valuations and
technical analysis, the key to
our success is in our strict 
trading guidelines. First, we
don’t try to chase small stocks.
We want to buy them when they
are down and volume is low.
When taking positions in these

more thinly traded shares make sure there is enough 
volume for you to sell your position easily in one day or a period
you are comfortable with. Also, do not bet the house on it. Small
stocks are for the most disposable portion of your portfolio.

Second, and most important, ALWAYS SELL HALF ON A 
DOUBLE. This way you will be playing with house money. 
We always have an exit strategy for the downside as well. 
For volatile small stocks we don’t like to let them go down more
than 25%. But that risk-reward component is something that is
different for everybody. Just decide what you are willing to lose
on any given trade. Finally, after you have sold half on a double,

(continued on page 14)
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Ground Floor Investing…the Saga Continues
Ahead of the Market Since 1966

Ground Floor Investing…

“Those who cannot 
remember the past are 

condemned to repeat it.”
George Santayana

Almanac Investor Guidelines 
for Trading Small Stocks

■ Never invest money that you 
can’t afford to lose.

■ Buy on a dip, never chase. 

■ Always sell half of your position 
on a double.

■ Establish loose stop losses to avoid getting
whipsawed while protecting capital.

■ Follow your investment closely.
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Vital 
Statistics

John G. Simmonds, 
Chairman & CEO

Mr. John Simmonds is a successful entre-
preneur with a 35-year track record for identi-
fying market opportunities and for building
teams, operating systems, and strong vendor
and customer relationships to address these
opportunities successfully. Mr. Simmonds
spent many years managing his family busi-
ness, A.C. Simmonds & Sons, a diversified
electronics and wireless distribution business.
Mr. Simmonds has also been instrumental in
building several other companies, including
wireless businesses Glenayre, Midland
International/Canada, Intek Diversified,
Ventel and Simmonds Communications. He is
also a founder of Clublink, the largest golf
course operator in Canada, and TrackPower, a
gaming development company. Mr. Simmonds
has served on several Boards during his career
and in addition to Wireless Age, he currently
is Chairman of TrackPower, Inc. and Pivotal
Self Service Technologies Inc.

Dallas Robinson
Mr. Robinson has 15 years of senior

executive experience in the communication
industry. For the past 5 years, Mr.

Robinson has held the position of President
and CEO of Wireless Age Canada.

Brian Usher-Jones,
Outside Director

Mr. Usher-Jones has been a merchant
banker since 1994. After joining Nesbitt
Thompson in 1977, Mr. Usher-Jones later
retired as Chief Financial Officer in 1992.
Mr. Usher-Jones is also the former President
of MB Capital Corporation and currently
serves as a Chairman of International Vision
Direct Inc. and as a director of various public
companies including Xplore Technologies
Corp and Calvalley Petroleum Inc.

Kenneth Adelberg, 
Outside Director

Kenneth Adelberg holds Bachelor of
Science degrees in Biophysics and Psychology
from Pennsylvania State University.
Kenneth Adelberg is the President and Chief
Executive Officer of HiFi House Group of
Companies; a founding shareholder and a
director of Republic First Bancorp a founding
shareholder and former director of U.S.
Watts. Since 1995, Mr. Adelberg has been a
director of Global Sports.

Disclaimer: Ground Floor Magazine is an independent publication for informational purposes only. The Hirsch Organization, publisher of Ground Floor
Magazine, received $6,000 in monetary compensation with respect to the writing of this magazine and continuing coverage at their website 
www.groundfloormag.com. The Hirsch Organization expects to generate new subscriber revenue, the amount of which is unknown at this time, to its
newsletter through the distribution of this magazine. Compensation associated with distribution to possible new subscribers including printing and
postage in the amount of $671,232.98 were paid by Uptik Media Group as an effort to build investor awareness to Wireless Age Communications, Inc. This
publication does not provide an analysis of a company’s financial position and is not an offer to buy or sell securities. The Wireless Age Communications,
Inc. financial position and all information should be verified with the company. Information about publicly listed companies and other investor resources
can be found at the Securities & Exchange Commission website www.sec.gov. Investing in securities is speculative and carries risk. It is recommended any
investment in any security should be made only after consulting with your investment advisor and only after reviewing the prospectus or financial state-
ments of the company. Ground Floor Magazine presents information in this report believed to be reliable, but its accuracy cannot be guaranteed. Past
performance does not guarantee future results. The information contained herein contains forward-looking statements and information within the mean-
ing of Section 27A of the Securities Act of 1993 and Section 21E of the Securities Exchange Act of 1934, including statements regarding expected continu-
al growth of the featured company. In accordance with safe harbor provisions of the Private Securities Litigation Reform Act of 1995, statements contained
herein that look forward in time, which include other than historical information, involve risks and uncertainties that may effect actual results of opera-
tions. Factors that could cause actual results to differ include the size and growth of the market for the company’s products, the company’s ability to fund
its capital requirements in the near term and in the long term; pricing pressures, etc. Any statements that express or involve discussions with respect to
predictions, expectations, beliefs, plans, projections, objectives, goals, assumptions or future events or performance may be forward looking statements.
Forward looking statements are based on expectations, estimates, and projections at the time the statements are made that involve a number of risks and
uncertainties which could cause actual results or events to differ materially from those presently anticipated. Forward looking statements may be identi-
fied through the use of words such as expects, will, anticipates, estimates, believes, or by statements indicating certain actions may, should or might occur.

wirelessage
the

Wireless Age Management Team
December 31, 2003 Closing Price ................$2.48
52 week range as of 

December 31, 2003 ..................$0.60 - $5.60  
30 Day Range as of

December 31, 2003 ..................$2.12 - $4.96  
Market Cap ................................................$47.9M
Fully Diluted Shares Outstanding ................19.3M
Warrants Outstanding ($2.00 Exercise Price) ......100K  
Debt ............................................................ $260K  
Projected Sales 2003 ..................................9-10M  
Projected Sales 2004 ................................30-50M  
Earnings (EBITDA) 9 Mos 9/30/03 ..........$439.6K  
Net Income 9 Mos 9/30/03 ........................$94.3K  
Total Revenue to Date  ................................$5.9M  
Monthly Recurring Revenue (Residual income from 

cell phone subscriber bills 9//30/03) ..............$190K  
Book Value (Sept. 30, 2003) ............................$4.6M  

For a complete 
Investor Brochure 

please call 888-381-4422 or
go to www.wireless-age.net

Wireless Age Communications
(WLSA — OTC Bulletin Board)

Corporate Address:
13980 Jane Street, King City, ON  L7B 1A3
Canada   
Phone: 905-833-3838   Fax: 905-833-6942

Head Office:
1408 Broad Street, Regina, SK S4R 1Y9
Canada    
Phone: 306-751-7720   Fax: 306-751-7726

BREAKING NEWS
At press time Wireless Age entered into a Note Purchase Agreement to acquire

the outstanding principal of a RELM Wireless Corporation (RELM — OTCBB) 
convertible note representing approximately 9.1% of RELM. RELM Wireless designs,
manufactures and markets wireless communications equipment consisting of land
mobile radios and base station components and systems. Wireless Age considers
RELM Wireless a competitor to certain segments of its business.

For the complete press release, go to our website www.groundfloormag.com.



By Robert W. Bly

Though the once-hot telecom sector has cooled 
considerably, the wireless or “mobile” industry has continued
to grow unabated.

Mobile communications — or “ubiquitous communication,”
as Lucent Technology labels it — give users the ability to 
communicate anywhere, any time, in any way, whether it’s

voice or data, online or on
the telephone.

I know one executive
who has a fax machine in
his car. Another is so
dependent on his
Blackberry, he even 
wears it at night, when 
he’s watching TV in 
his bathrobe. 

Walk down the street 
in any major city. Look around and what do you see? 
People talking on their cell phones. Go to the airport and
what do you see? People plugging into the Internet with 
their laptop computers. 

Mobile communication has been around for a while. 
But now that the early adoptors all have cell phones, the 
rest of us are buying Personal Digital Assistants (PDAs), 
laptops with wireless modems, pagers, and all other forms 
of mobile and remote communications devices like they are
going out of style.

At the end of 2002, wireless subscribers totaled 
1.152 billion, up from 954 million in 2001. In 2003, an 
additional 165 million new cell phone users hooked up to 
the wireless networks. Overall, cell phone usage worldwide 
is growing by more than 10% annually — much faster than

the rate of
growth for the
U.S. economy.
{NW}

Wireless data
is also on the
rise, forecast to
grow from 34.8
million currently
to 74.6 million
by 2006. {WS}
Over 600,000
users now carry
Blackberry

devices. {RM} And there are more than 20 million PDA
(Personal Digital Assistant) users worldwide. {VR}

According to a recently published report by Forrester
Research, there are almost 50 million mobile workers in
North America alone. {TL}

The conclusion is apparent: we live in a wireless 
economy and mobile society. No one stays put any more.
Everyone is on the move. And fortunes are being made 
keeping this mobile population plugged into the global 
communications network.

Last year, the revenue generated by wireless services, 
products, applications, and systems was half a trillion 
dollars. By 2006, wireless revenues will hit the trillion-
dollar mark. {JS1}

At those revenue levels, the profit potential for any 
company able to dominate any segment of wireless 
communication is astronomical. And one company is 
quietly making a play to do just that.  

The Next Qualcomm?
The company is Wireless Age, and their wireless 

innovation isn’t a new technology, like the discovery of CDMA
that enabled Qualcomm to return a 2,348% gain since its IPO.

Wireless Age’s strategic advantage comes not from a 
product or technology, but from building a unique distribu-
tion channel for wireless products and services.

The company is testing its distribution strategy — which
is to aggregate all aspects of wireless product and service 
distribution, from manufacturing and sales to service, under
one company — in the underserved Canadian market, before
rolling out throughout the rest of North America.

There is always good money to be made in consolidating
a scattered industry,
whether it’s wireless 
communication, Internet
access, or whatever.

AOL, for example, 
consolidated the Internet
access industry, giving PC
users nationwide a simple,
single source for getting
online quickly and easily.

Traditionally, Internet
access has been decentral-
ized, provided in the

(over, please)
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The Next Big Thing in Wireless Communication
Isn’t In Your Local Wireless Store — 
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The Next Big Thing in Wireless Communication
Isn’t In Your Local Wireless Store — 

It Is the Store

SOURCES:
VR = www.vre.org
JS1 = John Simmonds phone interview 
YH = Yahoo Financial
IEC = International Engineering Consortium
NW = Nordic Wireless Watch
WP = Washington Post, 7/24/03
EM = eMarketer
CB = Canadian Business, Andrew Wahl, 

“Clearnet’s Family Secrets”
RM = www.rim.com
MA = http://mobileadadvisor.com/doc/10118
TL = http:techlibrary.insurancetech.com
WS = WLSA Business Strategy Summary
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United States by more than 4,000 Internet Service Providers,
or “ISPs.” {IEC} Most of them are tiny companies; many 
literally with five or fewer employees.

But by positioning itself as a “universal” easy-access
method of getting online,
AOL grew its customer
base to 25.4 million 
subscribers in the U.S.
alone. {WP}

Approximately 162 
million Americans are
online. Simple math shows
that one out of every six of
these Internet users is an
AOL customer — dwarfing
most of the other 4,000
ISPs in market share. {EM}

The consolidation strategy has paid off handsomely for
AOL’s investors: Had you gotten in on the ground floor, you
could have bought 10,000 shares of AOL for a mere $1,200 at
the 1992 IPO. (Yes, AOL was literally a “penny stock” back
then, selling for a paltry split-adjusted 12 cents a share!)

Those who did watched Internet use — and AOL 
membership — soar. A decade or so later, their original
$1,200 investment is worth an eye-popping $1.5 million. 
They became millionaires within a few years, earning a
12,875% return! {YH}

Or take eBay. They made their mark by consolidating 
buying and selling on the Internet into a single, massive
online auction site.

When eBay went public in 1998, you could have 
invested in their vision for just $3.95 a share split-adjusted.
Today eBay is at $61.37. 

That’s a return of 1,454%. Had you bought 1,000 shares 
at the beginning, you would be looking at a clear profit of
$57,420 on this “e-commerce consolidator.” {YH}

Well, the Internet boom is past. We’ve survived the
dot.com debacle, but the opportunity to get in on the ground
floor of the Internet, e-business, and even computers and 
has come and gone. Fortunately, it’s not too late to buy the
one company that can help you ride the “Next Big Thing” in
wireless communications.

2,600% Revenue Growth
Today the “next big thing” isn’t the Internet. It’s wireless

communications. And Wireless Age is adroitly positioning
itself to become the dominant wireless and portable 
communications product and service provider in the most
underserved segment of the North American Wireless 
market: Canada.

Wireless Age already receives residual income from
37,000 paid subscribers — giving the company guaranteed
monthly revenues of 11% of those subscribers’ cell 
phone bills. 

Canada has a cell phone subscriber base of about 
10 million people: a massive market waiting to be tapped. 
If just 10% of those wireless subscribers sign up with WLSA,
Wireless Age could grow its monthly revenues by as much 
as 2,600%.

But Wireless Age isn’t just about providing cell phone 
service. Its founder, John Simmonds, is a multi-millionaire
with a long track record of successfully building companies
from the ground-up to annual sales ranging from $20 million
to almost half a billion dollars. 

His strategy is to aggregate, or consolidate, under one 
company, the complete wholesale and retail infrastructure —
manufacturers, distributors, retailers, service providers —
required to bring wireless products, applications, and ser-
vices to North American consumers.

Over the last two decades, Mr. Simmonds has turned tiny
start-ups into giants, and made his investors millions in the
process. Within the electronics and communications industry,
he is a legend for his deal-making abilities, strategic vision,
and ability to rapidly grow wireless communications 
businesses at unprecedented rates.

Of course, John had an advantage most entrepreneurs in
the business did not: He was born into the Simmonds family,
which has ruled an electronics “dynasty” for nearly a century.

John’s grandfather was the famous AC Simmonds, who
founded the AC Simmonds & Sons Electronics firm in 1918. 
(One of John’s first moves as the new Chairman of Wireless
Age was to acquire the AC Simmonds & Sons name and
assets, of which he was already a partial owner, by buying
out other members of the Simmonds clan.)

His uncle, David Simmonds, made headlines when he 
sold his electronics firm Clearnet to Telus Corporation for a 
whopping $6.6 billion. (Clearnet was another company that 
originated under A.C. Simmonds & Sons.) {CB}

Well, the acorn doesn’t fall far from the tree, and 
John Simmonds has pulled off deals of similar proportions
not once but at least three or four times over a career that
has spanned more than a quarter of a century. 

A Multi-Millionaire at 27
In 1978, when he was just 27 years old and working 

for A.C. Simmonds, John started his first company, 
Midland Canada. 

Midland Canada had exclusive rights to distribute the
Midland brand of land mobile radio products in Canada 
(just as Wireless Age has exclusive rights to distribute the
land radio products of
Vertex-Standard in
Canada today). 

Midland Canada
sold land mobile 
radio products to 
consumers and 
businesses for such
applications as oil and
gas, agriculture, movie
making, transportation,
emergency rescue, and
security — many of the
same markets now 
targeted by 
Wireless Age.

Within 8 years, John Simmonds took Midland Canada from
zero to annual revenues that reached $20 million.

During this period, he bought a battery business that had
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filed for bankruptcy in New York, paying $100,000 to acquire
the company in 1981. The company made rechargeable 
batteries for consumer products.

Four years later, Simmonds sold the same battery 
business to Duracell for ten million dollars, earning a 
100-to-one return on capital investment.

In 1987, he sold Midland Canada to Glenayre for 
35% ownership of the company and $4 million in cash, 
then promptly took control of the newly formed 
combined company.

As I mentioned, Mr. Simmonds had built Midland Canada
to a $20 million company, and Glenayre was about the same
size. So the total revenue of the company formed by the
merger was $40 million.

Glenayre was in the mobile phone and pager business. 
He decided the quickest way to grow the company was to
buy up smaller land mobile radio dealers and paging 
companies with good cash flow.

Within 18 months, through 17 strategic acquisitions 
(nearly one a month!),
Simmonds grew
Glenayre revenues 
nearly tenfold, with
annual sales exceeding
$400 million. 

Through the 
strategic acquisition 
of a major paging 
company, Glenayre
became the largest
manufacturer of paging

infrastructures in the world, with an 85% market share by 1990.

Mr. Simmonds sold control of the Canadian Glenayre for
$18.50 CDN per share. At the time of the merger, the stock
was trading at less than $2 CDN per share.

He was also instrumental in spinning off the U.S. 
subsidiary of Glenayre under its own IPO. The new company
quickly became the darling of Wall Street, reaching a market
cap of $3 billion within 5 years. 

During this period, the stock went from $14 a share to as
high as $700 (on a split-adjusted basis) — a 4,900% gain.

Investors who bought 1,000 shares saw their modest
$14,000 investment mushroom like an atom bomb into a
whopping $700,000 fortune. Many of the company executives
who bought stock options retired as millionaires.

2,627% Profit for His Shareholders
In 1994, John bought a small, struggling public company 

in LA called Intec. Although listed on NASDAQ, Intec had a
miniscule market capitalization of just around $2 million. 
John brought to Intec the opportunity to market a new 
wireless infrastructure based on linear modulated technology.

The ticker tape tells the tale. When John acquired Intec,
the stock was at 44 cents a share. When John sold Intec 
2 years later, the stock had climbed to $12 — a gain of 2,627%.

John personally made around $15 million from the deal. 
Had you bought 10,000 shares (at a cost of just $4,400) when
John got in, and sold them 24 months later when John got

out, you would have made a profit of $115,600.

He was also instrumental in the acquisition of Uniden’s
land mobile radio business by Relm, which took place in
March 2000. The company designs, manufactures, and 
markets land mobile
radios and wireless
base station 
components and 
systems. 

Within 4 weeks of
the takeover, Relm’s
shares jumped from
$2.875 to $8.125 — 
a gain of 182.6%. 
Had you bet on John
Simmonds proven
turnaround abilities in
the mobile market,
and bought 10,000 shares when he got involved in this deal,
you would have made a quick $52,500 profit in just one month.

Simmonds didn’t take control of the merged company 
or serve on the Board, but he did arrange for a $3.25 million
debenture, which represents the largest stakeholding in 
the company. 

The debenture is convertible and becomes due next year.
It could result in the ability of whoever holds the debenture
to take control of the entire company, since the market 
capitalization is less than $5 million.

Wireless Age is negotiating to acquire the debenture. 
It’s an attractive offer for the current debenture holders, 
who can make four times their money on the stock, but 
not the debenture, and who have no interest in or ability 
to run the company.  (See Breaking News, page 4.)

As with Glenayre, Wireless Age is aggregating a group 
of companies, through acquisition, into a dominant, single-
source, high-margin supplier of products and services for
portable electronics and communications. 

Made in Hong Kong
The “high margin” part is important. As a third-generation

member of the Simmonds electronic dynasty, John has a
Rolodex of contacts and relationships in electronics, radio,
and wireless that goes back to when his grandfather, 
AC Simmonds, started the family business in 1918. 

John leverages his network of contacts in several 
strategically important ways. One is in acquiring the 
companies he needs to grow his businesses and making 
those deals. Another is in establishing supplier relationships
that allow him to buy the products and services he resells 
at a fraction of what his competitors pay.

He recently secured an agreement for Wireless Age
to become the exclusive Canadian distributor for Vertex-
Standard, one of the global leaders in the land mobile 
radio business. {JS1}

One of the most expensive components for cell phone
users is to replace the battery, which typically costs them
around $50. Most wireless companies in Canada sell these
batteries for $50, and pay $25 wholesale. 

Through supply agreements dating back to A.C. Simmonds

(over, please)
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& Sons, Wireless Age pays as little as $2 for the exact same
battery. But they charge the same $50 as their competitors,
giving them a massively bigger profit margin.

A cell phone case that costs $30 in Canada is made for
Wireless Age in Asia at a cost of
just $2. A land mobile radio prod-
uct that retails for $600 in North
America costs Wireless Age just
$125.

One of Wireless Ages trade
secrets is to make agreements
with factories in Asia to 
manufacture its products at a
fraction of the cost Wireless Age
would have to pay a North
American or European vendor 
for the same item.

Virtually every product and
accessory Wireless Age sells in
North America for two-way radios
and wireless phones is built for
the company in Japan or Asia.

Often, companies who try to get products built in Asia
because it’s cheap fail miserably. They suffer from unreliable
delivery,  poor product quality, and illegal knock-offs.
Wireless Age has neither problem.

Part of the success of their Asian outsourcing program 
is to make sure Wireless Age is a major source of revenue 
for the fabrication facilities they outsource to, which gives
the fab units an incentive to do a good job and keep
Simmonds happy.

The parts are made using tooling supplied and owned by
Wireless Age, ensuring quality and preventing the fabricator
from making the same parts for other customers. 

In addition, Wireless Age can easily switch to another 
manufacturer by sending its tooling to the new vendor. 

Currently, Midland products are manufactured by Hitachi,
but Simmonds may move the manufacturing to the new
Vertex-Standard plant in China. 

If a fabricator wants to make a part using the Wireless
Age tooling, Simmonds may allow them, but then he collects
a handsome royalty — usually about 10% of the gross, with
no associated costs — for every piece made. 

Cutting Out the Middle Man
Half of the secret to Wireless Age’s extraordinary 

profitability is its unique ability to reliably source high 
quality electronic products from overseas, in particular Asia.
The company manages these outsourcing relationships to
ensure on-time delivery and defect-free merchandise, but at 
a cost per unit 10 to 20 times lower than other wireless
providers pay for the same products.

The other half is that Wireless Age is building its 
own retail and dealer network through Canada, thereby 
eliminating the mark-up of third-party middlemen for 
distribution of the products they create.

Repeating the same acquisition strategy that made
Glenayre a $3 billion public company, Wireless Age has 
targeted a number of cellular dealership acquisitions in
Western Canada. The goals are twofold. 

First, rapidly increase market share to a dominant position.
And second, create a company-owned distribution channel 
for selling Wireless Age radios, cell phones, and other 
communications products.

Wireless Age owns a profitable retail wireless sales 
business, with 10 stores in western Canada. It is the largest
cellular activation company for SaskTel and the third largest
for MTS. The “residuals” (about 11% of each customer’s
monthly cell phone bill) from its 37,000 subscribers are
$190,000 USD per month.

Through strategic acquisitions of high-margin dealers,
Simmonds expects to quickly build his subscriber base to
over 100,000 customers.    

When John left AC Simmonds, the family business, he
wisely retained rights to the Midland name and tooling. 
You may never have heard of it, but Midland is a well-
respected brand in the two-way radio business. Midland was
once owned by Sears under its subsidiary, Western Auto. 

Now Wireless Age owns the Midland brand name and 
is developing its own line of proprietary 2-way radios. 
By marketing the new radios under the Midland brand,
Wireless Age will have an enormous sales advantage when 
it brings them to market.

The timing for Midland two-way radios couldn’t be better.
Recent FCC mandates will force government and commercial
users to upgrade their systems over the next three years.
This will create a huge demand that Wireless Age, with 
its strong Midland brand and unique product line, is well
poised to fill.

Worldwide, the installed base of Midland two-way radios
is worth about a billion dollars. Approximately 10% of these
users upgrade their radios each year, creating a replacement
market for Midland radios of $100 million annually. 

And what brand do you think they look for when it’s time
to replace their Midland radios? Midland, of course.

Simmonds Owns Simmonds
John Simmonds bought the original Simmonds company

name, A.C. Simmonds & Sons, back from his family to make 
it part of the growing number of Wireless Age companies.
Since that acquisition in July, A.C. Simmonds & Sons has 
contributed over $300,000 to Wireless Age, and those 
revenues are expected to continue to grow.

“Our goal is to
establish a large,
nationwide Canadian 
distribution network
for our own line of 
proprietary wireless
and mobile communi-
cations products with
high margins,”
Simmonds notes.

The acquisitions
program is well under
way. For example, 
in October 2002,
Simmonds purchased
an 89% interest in
Wireless Age Canada.
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The company gener-
ates revenues from
the sale of cellular
phones, sales and
rentals of two-way
radios, installation of 
wireless systems to 
corporate clients, 
the sale of prepaid
phone cards, and
wireless service 
activation fees.  

In another major acquisition, Wireless Age bought Prime
Wireless from Pivotal  Self-Service Technologies. 

Prime Wireless has an
exclusive distribution
agreement for Canada
with Vertex-Standard, one
of the fastest-growing land
mobile radio companies
in the world — giving
Wireless Age a monopoly
on these radios in Canada.

Just 4 months later,
Wireless Age purchased
Wireless Source, Ltd., a
major player in the 
wholesale wireless acces-
sory business in western
Canada. 

Through this acquisi-
tion, Wireless Age gained
the exclusive rights to dis-
tribute SaskTel prepaid call-
ing cards to the Canadian
market. Wireless  Source
currently generates gross revenues of approximately $350,000
USD per month, further boosting Wireless Age’s cash flow.

Simmonds has begun to reassemble some of the past
Midland Management team to augment the existing Wireless
Age staff. And he is calling in markers from past relationships to
expand and streamline distribution of Wireless Age products. 

1,000+% Profits 
John Simmonds has a track record of 35 years of success

in the wireless and mobile communications market. He took
Midland Electronics from zero to annual sales of $20 million.
And he took Glenayre from $40 million to $400 million.

In every instance where he bought or created a wireless
or mobile communications company, share prices went up
1,000% or more. Intec went from 44 cents to $12 in just 
2 years. Glenayre returned profits of 4,900%.

His “roll-up” strategy — increasing efficiency and 
profitability by consolidating or “rolling up” a fragmented
industry — will be achieved mainly through acquisitions.

Aggregating companies in this way gives Wireless Age
several advantages. Not only do acquisitions give Wireless
Age an immediate increase in cash flow and market share,
but stock prices almost always go up after a merger. It will
enable Wireless Age to dominate the market with a nation-
wide distribution network, superior products and services,

low-cost supply, and the highest profit margin in the industry.

Wireless Age entered 2003 with revenues of approximately
$575,000 a month, equivalent to annualized revenues of 
$7 million.

Through the acquisitions John has made, he added
another $1 million a month, bringing annualized revenues to

$19 million to date. 

As acquisitions continue to fuel fast growth, and existing
assets are managed more profitably, revenues will head even
higher. Management forecasts that Wireless Age is on track to
generate annualized revenue of $72 million USD within a year,
with net margins conservatively running between 8% and 10%.

Wireless Age revenues were at a run rate of $7 million 
at the beginning of 2003.
Within 12 months, the run
rate is projected to be 
$72 million. That would be
a tenfold increase! 

Given that magnitude 
of growth, the low-end 
valuation that the most 
conservative analyst 
could make would be a 
1.5 multiple of the $72 million
in revenues, which would
value the company at 
$108 million. 

Market capitalization is
just $48 million, making
Wireless Age a true small
cap stock. Unlike the 
established telecom giants,
Wireless Age still has room
to undergo dramatic growth
within the next few years,

earning legacy-size wealth for early investors.

About the author: Robert W. Bly is a freelance 
financial writer. He is author of more than 50 books 
including How to Sell Your House, Coop, or Condo
(Consumer Reports Books).

WIRELESS AGE COMMUNICATIONS
OTCBB—WLSA $2.48

13980 Jane Street, King City, ON  L7B 1A3
Canada

Phone: 905-833-3838    Fax: 905-833-6942
Investor Relations: 888-381-4422

www.wireless-age.net
CEO: John Simmons      Shares: 19.3

Market Value: $47.9 million
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WIRELESS WORLDWIDE 2003WIRELESS WORLDWIDE 2003
This research report was provided to Ground Floor Magazine

by eMarketer. Founded in 1996, New York-based eMarketer is 
a leading independent source for statistics, trend data and 

original analysis covering every aspect of the Internet, e-business and
emerging technologies. Unlike other research firms, which present only
their own proprietary findings, eMarketer aggregates e-business data
from over 1,500 sources worldwide. The company’s research and 
analyst teams filter and organize this information, and provide concise
analysis around it, helping business executives, government officials
and others make better, more informed decisions.

For more information about eMarketer, visit them on the web at
www.emarketer.com.

Vodafone: A Case Study in Global Mobile
Developments
The Vodafone Group, with over 122 million mobile phone subscribers
across the globe, competes with China Mobile for the title of largest
mobile phone operator in the world. 

Unlike China Mobile, however, Vodafone’s international reach provides
an interesting case study of the development of mobile data services in
different regions of the world.

In its latest financial statement (Q2 2003) Vodafone breaks down the
percentage of total service revenue generated from non-voice services,
such as messaging and mobile Internet services.

Vodafone Group’s Non-Voice Revenues as
Percent of Total Revenues for Select Countries
Worldwide, by Segment, June 2003

Note: (1) 69.7% stake in J-Phone; (2) 44.3% stake in Verizon Wireless
Source: company reports, July 2003

Japan (1)
7.6%                                                    14.2%

Germany
15.8%        1.1%

UK
13.2% 1.4%

Italy
11.8% 0.7%

US (2)
0.9%

Group total
9.5% 2.6%

Messaging                             Data

0.8%

Mobile Market Snapshot, Japan 2007
According to IDC, the entire cellular phone/PHS service market in Japan
is expected to grow only slightly from 2002 to 2007 with a compound
annual growth rate of 2.4% in subscriptions, and 1.3% in revenue. 
IDC estimates that mobile services revenue will total ¥7,865.4 billion in
2007 with mobile data revenues making up 26.1% of total revenues.

Mobile Market Snapshot in Japan, 2007

Mobile phone subscribers (in millions) 88.9 

3G subscribers* (in millions) 69.0

3G revenues (in billions) ¥6,403.2

Total mobile service revenues (in billions) ¥7,865.4

Data ARPU as a percent of total ARPU 26.1%

Note: *W-CDMA and CDMA2000
Source: International Data Corporation (IDC), June 2003

Mobile Phone Handset Sales & Forecasts
Data from the Gartner Group shows that there were 425 million mobile
handset sales to end-users worldwide in 2002, and this is estimated to
rise to over 501 million in 2004. Asia-Pacific, lead by China, is the
largest market for mobile phones at the moment and this fact will 
continue for the foreseeable future.

2001 2002 2003 2004

Africa 7.9 10.6 12.7 14.3

Asia-Pacific 35.5 148.9 165.9 182.8

Eastern Europe 26.7 32.5 32.4 31.7

Latin America* 30.4 28.0 32.2 34.4

Middle East 7.3 9.2 11.3 12.2

North America* 89.3 98.2 115.2 123.8

Western Europe 115.3 97.7 105.5 102.7

Total 412.3 425.1 475.1 501.8

Note: numbers may not add up to total due to rounding; *includes iDEN
Source: Gartner Dataquest, January 2003

Worldwide Mobile Terminal Sales, by Region,
2001-2004 (in millions of units)

Key Trends in Global Mobile 2002/2003
eMarketer has identified a number of key trends within the global
mobile market over the last 12 months since its last wireless report.
Some of these trends highlighted in the report include:

Key Trends in the Global Mobile Sector, 2003
Worldwide

• Mobile phones outnumber fixed-line phones
• The battle heats up, CDMA2000 1x vs. GPRS
• 3G available worldwide, but Asia dominates
• Mobile entertainment is becoming as important as mobile communication

services

United States

• Transition from 2G to 2.5G nearly complete
• The effects of number portability
• Push-to-talk set to grow
• SMS finally takes off
• Wi-Fi: a substitute and compliment to mobile data

Asia

• Success is built on mobile services not bandwidth
• Mega-pixel still and video cameras the “new” thing
• South Korea passes Japan in June
• Mobile commerce has limited appeal but…
• China – the mobile giant grows

Europe

• 3G comes to Europe
• i-mode establishes a global presence
• GPRS gathers steam

Source: eMarketer, October 2003

US Mobile Data/Internet Subscribers
eMarketer estimates that at the end of 2002, there were 21.3 million mobile
data users in the US accessing the Internet and/or using text-messaging via
a mobile device. Mobile data users will rise to 75.2 million users by 2005.

Mobile Data Users in the US, 2000-2005 (in millions)

Note: includes text messaging and mobile Internet users on mobile
phones, PDAs and advanced two-way pagers
Source: eMarketer, September 2003

2000   4.0

2001         8.9

2002                      21.3

2003                                          36.6

2004                                                                55.1

2005                                                                                  75.2
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Key Trends in Global Mobile 2002/2003

Other significant differences between the North American mobile markets
and Western Europe and Japan are in mobile phone usage. According to
data from Merrill Lynch, an average US mobile phone user is on the phone
458 minutes in a month. This compares with Germany at 72 minutes,
France at 156 minutes and Japan at 170 minutes. Even, Canada at 
270 minutes per month, is well below the US average.

Minutes of use Revenue per
(average/month) minute

US 458 $0.12

Canada 270 $0.11

Japan 170 $0.30

France 156 $0.20

UK 132 $0.22

Italy 121 $0.20

Germany 72 $0.29

Source: Merrill Lynch, April 2003; Federal Communications Commission

How Big will Mobile Gaming Get?
All research firms predict a healthy future for mobile gaming, but there is
little consensus when it comes and how big the sector will get.

2001 2003 2003 2006 2007 2008

Frost & Sullivan, July 2002 $0.44 – – – – $9.34

Informa Media Group, August 2003 $0.24 $0.59 – – $3.78 –

The Research Room, July 2003 – $0.60 $1.50 $21.90 $41.30 –

Source: various, as noted, 2002 & 2003

Comparative Estimates: Mobile Gaming Revenues
Worldwide, 2001-2003 & 2006-2008 (in billions)

Wireless Launch Subscribers
operator Technology date 2003

Australia Hutchison 3G (“3”) W-CDMA April 2003 50,000

Austria Hutchison 3G (“3”) W-CDMA April 2003 10,000

Italy Hutchison 3G (“3”) W-CDMA March 2003 300,000

Japan NTT DoCoMo W-CDMA October 2001 786,000
(FOMA)

UK Hutchison 3G (“3”) W-CDMA March 2003 155,000

South SK Telecom CDMA2000 May 2002 1,710,000
Korea 1x EV-DO

South KT Freetel CDMA2000 January 2002 272,000
Korea 1x EV-DO

Source: company reports, 2003; CDMA Development Group, 2003

3G Available Worldwide but Asia Dominates
There were approximately 3.4 million 3G subscribers worldwide in July
2003, according to eMarketer’s estimate. The leading 3G operator at the
halfway point of 2003 was SK Telecom in South Korea, reporting 1.71
million subscribers to its EV-DO services. NTT DoCoMo’s FOMA service,
which was the first commercial launch of 3G worldwide in 2001, reported
786,000 subscribers in July 2003. Hutchison Whampoa launched its much
anticipated 3G service “3” in the UK, Italy, Austria, Sweden and Australia in
2003 and reported approximately 520,000 subscribers in July 2003.

Leading 3G Wireless Operators Worldwide, July 2003

Wi-Fi a Substitute and Complement to
Mobile Data
The growing interest in mobile and “always-on” Internet access is 
fueling something of a Wi-Fi frenzy in the US and around the world.
Landline and wireless operators, ISPs, hotels, airports, retailers and
restaurant chains have all jumped aboard the Wi-Fi band-wagon and
the number of so called Wi-Fi Hotspots has expanded dramatically over
the last year. The Yankee Group estimates that by 2005, there will be
over 36,000 Hotspots in the US, up from 3,000 in 2002.

Number of Hotspots in the US, 2002-2007

Source: Yankee Group, July 2003

2002   3,020

2003         12,080

2004                      21,140

2005                                          36,240

2006                                                                54,360

2007                                                                               72,480

Mobile Data Revenues in Western Europe
eMarketer has assembled three comparative estimates for mobile data
revenues in Western Europe which are remarkably similar. The Yankee
Group, Gartner and French-based research firm iDATE each estimate
that by 2007, mobile data in Western Europe will be worth approximately
$40 billion, up from approximately $13 billion to $18 billion in 2002.

Comparative Estimates Mobile Data Revenues
in Western Europe, 2002 & 2007 (in billions)

Note: *Converted on October 17, 2003 at a rate of 1US$=0.859530 Euro
Source: various, as noted, 2003

IDATE*, July 2003
$18.14

$41.19

Yankee Group, March 2003
$12.90

$39.60

Gartner, June 2003
$12.58

$39.70

2003                                         2007

Mobile Markets - A G-7 Comparison
One of the key differences between the mobile markets in the G-7 is in
mobile phone penetration. Mobile penetration averaged 80% in Western
Europe at the end of 2002, and ranged from highs of more than 90% in
Italy and Portugal to a low of approximately 65% in France, according
to data from the International Telecommunication Union (ITU). Thus,
mobile penetration in both Canada and the United States at the end of
2002 was lower than the lowest mobile penetration in Western Europe.
Japan, at 62%, is at the low end of Western European penetration rates,
but it is significantly higher than either the US or Canada.

Mobile Phone Penetration in the G-7, 2002 
(as a % of total population)

Italy                                                                           92.65%

UK                                                                    84.49%

Germany                                                           71.67%

France                                                      64.70%

Japan                                                     62.11%

US                                            48.81%

Canada                           37.72%

Source: International Telecommunication Union (ITU), April 2003
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By Robert Cardwell

Wireless Age (WLSA—Bulletin Board) is an upstart, but it
has at least three things going for it:

■ Management has extensive and successful experience
in the areas the company is pursuing.

■ Wireless voice and data communications undoubtedly
will enjoy strong growth over the long pull — and the
short-term cycle is now turning favorable as well.

■ Following the great tech shakeout and the business
recession, attractive small companies are available 
at reasonable prices to an aggressive acquisitor such
as Wireless Age.

The strategy is to roll up related wireless equipment and 
services businesses, becoming a major player in Canada and 
also picking off opportunities in the U.S. Wireless Age was
founded just three years ago and has been on its present course
only about one year. The present company is the result of 
acquisitions, made in this brief span, that have jumped the
annual sales pace from a few million dollars to more than 
$20 million. Expected deals will boost that number still higher 
in the near term. 

Management is frank that its hunger for new opportunities 
is unsated. Clearly, there is plenty of risk here — such rapid
growth is not easy to manage. But the time is ripe for such 
a venture, and if things go right this will be a rewarding 
investment. A tiny company addressing a very large market is
the first ingredient of a ground floor situation.  

CEO John Simmonds began with Wireless Age Canada, a 
distributor of cell phones and two-way radios in Western
Canada. This 89%-owned subsidiary also installs wireless 
systems and sells pre-paid phone cards and communications
accessories. In short order Simmonds acquired Prime Wireless,
the exclusive Canadian distributor for Vertex Standard mobile
radios. This brand is quickly growing its market share. 

Next came Wireless Source, a distributor of pre-paid phone
cards and other communications products, and A.C. Simmonds,
a seller of electronics components. Recently an agreement was
reached to buy Allcan Electronic Distributors, a Canadian
wholesaler of wireless communications and cellular support
equipment focusing on core market segments. 

The acquisitions are not haphazard, though they have 
happened quickly. The aim is to create an integrated operation
that controls the sourcing, distribution, retailing and servicing
of its products. If accomplished, this should result in cost 
savings, higher margins, and market leadership. 

Not only is there cost savings in combining related 
operations, but increased volume and market clout should
result in better prices from suppliers and better deals with 
telco partners. It is important to note that the Western Canadian
market is quite unlike the intensely competitive U.S. scene. 
In WLSA’s chosen Canadian market there is limited competition
and very little customer churn. When the company signs up 
a customer for wireless service it gets 11% of the monthly 
bill — and can usually count on that continuing indefinitely.
This residual income stream now amounts to over $300,000 a
month and is steadily growing. Moreover, Western Canada 

is only now starting to adapt enhanced cellular services 
such as wireless messaging and PDA’s, and WLSA will 
participate in that growth.

Simmonds wants to dominate the Western Canadian 
wireless sales and service market. That’s certainly not the
largest market but it’s the one of most underserved and least
competitive in North America. From that base the company 
will go after selected opportunities elsewhere.

Simmonds has directly related experience, having built 
or grown several companies. He led Glenayre, a mobile 
communications firm, to sales of over $200 million. A very 
successful IPO was developed out of just one Glenayre 
subsidiary. Much of Simmonds’ experience, in fact, has been 
in two-way radio, and we expect that to be the focus of his 
coming foray into the U.S. We believe he will bypass the 
saturated U.S. cell phone market (except perhaps for very
selected opportunities) and parlay his current base in 
mobile radio. Often overlooked, this remains a huge market. 
Motorola alone has some $7-8 billion in sales worldwide in 
two-way radio. The time is ripe since homeland security 
needs plus mandated upgrades in standards will require 
major purchases of new equipment. 

So far, acquisitions have been made for stock and WLSA still
has only minimal long-term debt outstanding. We believe equity
will remain the usual currency for acquisitions. The balance sheet
is not strong and the company needs more working capital, but
financing requirements should not be great. Wireless Age is 
profitable now, and the plan is to make acquisitions that will be
immediately accretive to the bottom line. In simple terms,
Simmonds believes he can buy companies for x times earnings,
and that the market will value those earnings at 1.5x or 2x as 
part of Wireless Age. Simmonds and others have done it before,
and the strategy can lead to exponential growth. 

That’s the sort of dilution we like, and management does 
not favor any other sort. Potential investors likely will be
pleased to know that Simmonds does not believe in stock
options. There are no options and only a limited number of 
warrants outstanding on WLSA. 

Financial results can be less than meaningful for a nascent
company, but we’d characterize WLSA’s third quarter as 
“so far, so good.” Sales jumped to $2.6 million and the firm was
already cash flow positive. EBITDA was a positive $190,910.
Management says gross margins were 43%, which is very good
for this kind of business. As noted, the latest acquisitions will
give revenues a quantum jump from last quarter’s pace. 
The projected revenue run rate for January 1 is $48 million
annually, which management expects to more than double 
within a year. The stock looks expensive right now, but isn’t 
so dear if you give credit to that scenario. 

Wireless Age is a U.S. company although it is headquartered
and does most of its current business in Canada. There are plans
to establish a U.S. headquarters once the firm has significant
business here. The stock is traded on the OTC Bulletin Board,
which is not the most prestigious domicile. However, we expect
WLSA to move to the Amex reasonably soon.

About the author: Robert Cardwell is Director of 
Equity Research for Almanac Investor Newsletter and 
Hirsch Organization.

An Independent Look At 
Wireless Age CommunicationsWireless Age Communications
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Why is This Book on the Desk of 
So Many Top Money Managers?

Why is This Book on the Desk of 
So Many Top Money Managers?

Because 2004 is an Election Year…
And It Shows You The Market Trends to Watch

Trade with confidence! Have the most up-to-date data
on recurring cycles and seasonal trends at your fingertips

with the NEW STOCK TRADER’S ALMANAC 2004!

The Stock Trader’s Almanac 2004 updates crucial market tendencies for the
coming election year. Long-standing trends impacting the 2004 election year
covered in the new Edition include:

■ Only One Loss Last Seven Months of Presidential Election Years
■ Can Republicans Beat the Odds in 2004?
■ How the Government Manipulates the Economy to Stay in Power
■ The Incumbent Victories vs. Incumbent Defeats Pattern
■ How the Market Acts as a Barometer Between the Last

Convention and Election Day
■ The Four-year Presidential Election/Stock Market Cycle Since 1833

…and so much more. Plus, this important election year edition contains all the
invaluable updated information that has made the Stock Trader’s Almanac 
“The Most Influential Book on Wall Street” for the last 37 years including —
seasonal, monthly, daily and intra-day patterns; major indicators such as the
“Incredible January Barometer”; the Market Probability Calendar; and bullish
and bearish reminders for practically every trading day. 

You cannot afford to invest in the upcoming election year without the
Stock Trader’s Almanac 2004…so order your copy TODAY! The Stock

Trader’s Almanac makes the best gift for traders and investors, so be sure
to place your holiday and year-end gift orders NOW!

0-471-47754-0 • $34.95 • Available Now! 

TO SAVE 20%, REFER TO PROMO CODE: GFMXI SAVE UP TO 60!

To order 1 to 4 copies: To order 5 or more copies:

Don’t let this opportunity slip away—order today!
To place your order, please contact Wiley’s Customer Care Center as follows:

■ Phone: (877) 762-2974  
(Weekdays 8 a.m.-8 p.m. Eastern Time)

In Canada call 1-800-567-4797
Or, you can submit your order through regular mail by filling out the order form below and sending it to:
Customer Care Center, 10475 Crosspoint Blvd., Indianapolis, IN 46256.
TITLE PRICE QUANTITY TOTAL
2004 Stock Trader’s Almanac $34.95 $27.96 ___________ ___________

Shipping (first item $5.00, each additional item $3.00)   ___________
Your State Sales Tax    ___________

TOTAL    ___________
Name ____________________________________________________________________________________
Address ____________________________________________________________________________________
City _________________________________________ State_________ Zip Code _____________________
Daytime Phone Number____________________________________________________________________
Email Address ____________________________________________________________________________
❑ My check made out to John Wiley & Sons, Inc. in US dollars is enclosed for the total indicated above
❑ I wish to pay by credit card:  ❑ AmEx   ❑ MasterCard   ❑ Visa

Card Number ________________________________________________________________  Expiration Date ________________
Signature ________________________________________________________________________________________________________
All prices are in US Dollars. Prices do not include shipping or appropriate sales tax. Standard shipping time is 10 business days.
Wiley and the Wiley logo are trademarks or registered trademarks of John Wiley & Sons, Inc. and/or its affiliates. 
The Stock Trader’s Almanac and Stock Trader’s Almanac logo are registered trademarks of the Hirsch Organization.

■ Fax: (800) 597-3299
■ www.stocktradersalmanac.com
■ E-mail: consumers@wiley.com

Give The Gift That Will Make You
and Your Clients Money in 2004!
Orders of 5 copies or more, qualify for deep discounts up to 60%.
The more you order, the more you save!

If you order... Your discount will be...
5-25 units 40% off the retail price or $20.97 net

26-99 units 46% off the retail price or $18.87 net

100+ units 50% off the retail price or $17.48 net

500+ units 55% off the retail price or $15.73 net

1000+ units 60% off the retail price or $13.98 net
Prices do not include freight, your state sales tax, or
customization costs. Standard shipping time is 10 working days.

Make your gift even more personal—your company logo and/or
name and telephone number can be imprinted on the cover.

Contact Wiley’s Special Order Desk at:
1-800-356-5016 (phone) • 1-800-597-3299 (fax)

consumers@wiley.com

PROMO CODE: GFMXI

GGGGiiiivvvveeee     YYYYoooouuuurrrrsssseeeellll ffff     tttthhhheeee
AAAAllllmmmmaaaannnnaaaacccc    EEEEddddggggeeee!!!!
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Recommended Subsequent % Change
Symbol Company Date Price High At High

Recommended Subsequent % Change
Symbol Company Date Price High At High

TOP 50 GROUND FLOOR STOCKS FROM 1990 TO 2001

DSPT DSP Technology 10/11/90 0.88 8.13 828.6%
COA Coachman Industries 10/24/90 1.88 30.38 1520.0%
ATRX Atrix Laboratories 11/9/90 3.25 26.25 707.7%
OH Oakwood Homes 11/20/90 2.44 32.44 1230.8%
BTGC Bio-Technology General 12/7/90 1.88 17.75 844.1%
UROH Urohealth Systems 4/24/91 2.25 41.25 1733.3%
LNCT Lancit Media Productions 6/20/91 1.06 18.13 1605.9%
SOMA Somatix 8/16/91 2.25 20.25 800.0%
CXF.V Continental Pacific 9/13/91 0.40 4.10 925.0%
SWN.T Southward Energy 1/17/92 0.15 3.70 2366.7%
RRE.V Reg Technologies 7/16/92 0.39 4.30 1002.6%
PDLI Protein Design Labs 8/14/92 6.50 40.13 517.3%
ESCI Earth Sciences 10/9/92 0.63 4.31 590.0%
GALX Galaxy Foods 8/25/93 1.00 7.00 600.0%
JANX Janex International 12/3/93 0.75 5.50 633.3%
HEC Harken Energy 1/27/94 1.19 7.50 531.6%
USDL U.S. Diagnostic 10/14/94 2.13 14.75 594.1%
TUO.V Teuton Resources 11/16/94 0.20 2.70 1250.0%
ORG.A OroGrande Resources 11/16/94 0.18 1.45 705.6%
MPV.V Mountain Province Mining 2/22/95 0.70 9.25 1221.4%
SUF.T SouthernEra Resources 4/14/95 2.03 20.80 924.6%
WGO.V White Gold Resources 6/9/95 0.31 2.70 771.0%
BTIM Biotime 8/31/95 1.50 40.25 2583.3%
SKC.V Consolidated Samarkand 1/12/96 0.17 1.35 694.1%
ADTK Adept Technology 4/22/98 8.63 58.19 574.6%

PERL Perle Systems 5/13/98 1.88 31.63 1586.7%
SUPG SuperGen 6/24/98 10.94 77.31 606.9%
RNWK RealNetworks 9/23/98 6.25 96.00 1436.0%
PN Pennaco 10/9/98 2.50 19.81 692.5%
GBIX Globix 11/6/98 1.25 67.44 5295.0%
AMCC Applied Micro Circuits 11/18/98 13.31 166.43 1150.6%
ATML Atmel 11/18/98 3.22 30.69 853.4%
STEM StemCells 12/4/98 1.44 20.00 1291.3%
VETX Vertex Interactive 12/4/98 1.50 19.94 1229.2%
SEEQ SEEQ Tech (merged with LSI Logic) 12/4/98 9.88 90.38 815.2%
PCOM P-Com 12/4/98 3.25 28.50 776.9%
TE.V T & E Theatre.com 12/4/98 0.95 8.05 747.4%
PTSC Patriot Scientific 1/15/99 0.41 7.38 1698.8%
RIMS Robocom Systems 2/12/99 1.19 9.94 736.8%
WSTL Westell Tech 3/31/99 4.77 39.75 732.9%
CS Cabletron Systems 4/21/99 8.25 52.75 539.4%
ICOM Intelect Communications 5/14/99 1.75 10.56 503.6%
ORTL Ortel (acquired by Lucent) 5/26/99 3.35 73.09 2082.1%
USWC U. S. Wireless 6/11/99 3.38 52.50 1455.6%
GTLL Global Technologies 6/11/99 4.13 25.00 506.1%
CXI Commodore Applied Tech 7/9/99 0.25 2.75 1000.0%
USIX Usinternetworking 8/6/99 6.56 71.67 993.3%
FIBR Sorrento Networks 10/20/99 7.63 149.75 1863.9%
MDTV MDU Communications 11/1/99 0.47 10.00 2033.3%
MTMC Micros-To-Mainframes 11/1/99 3.31 19.81 498.1%

implement a trailing stop. These are exactly the strategies and
guidelines we provide for subscribers to Almanac Investor
Newsletter — including updated buy, sell, stop, and hold advice
for every issue, as well as interim email alerts as necessary.

Almanac Investor Portfolios Ranked #9 
by Hulbert Last 5 Years

Our current letter, Almanac Investor Newsletter, is the 
culmination of all we’ve done with the Almanac and newsletters
over the years. But as a small stock investor you will certainly
appreciate the Ground Floor opportunities we uncover in every
issue of Almanac Investor Newsletter — and our solid record. Our
Almanac Investor Stock Portfolio currently has an Average Total
Return of 86.9%. This includes all of our sold positions. What’s
most gratifying is that the independent newsletter watchdog, the
Hulbert Financial Digest, has ranked the Almanac Investor
Newsletter #9 over the last five years. We could not have done
this with out getting in on Ground Floor Opportunities. Review
our full newsletter archives at www.stocktradersalmanac.com.

For example, we currently have XM Satellite Radio (XMSR) in
our portfolio. The stock has been a 10-bagger for us, up 1310%.
We recommended it at $1.82 in November 2002 and it now trades
comfortably above $20. XM is now the industry leader in satellite
radio. When we first recommended it to subscribers many doubted
the company’s potential. But the valuation was low, the market had
just hit bottom and our analysis told us that this industry was the
future of radio. This is our second fray into XMSR. Our first trade
yielded a mere double and we protected our gains with trailing
stops and were stopped out as the market cracked in 2002, avoid-

ing the bulk of the drop. Here are a few other recent highlights. 

After selling half of Metrologic Instruments (MTLG) at nearly a
double back in March 2003 we booked a 519.9% gain on the
remaining half when the stock hit our trailing stop in June 2003.
Currently (after selling half on a double) our open position in
Datatrak (DATA) is up 367.7%, SBE Inc. (SBEI) is up 288.6% and
Orezone Resources (ORZ.T) is up 176.3%! Our current Almanac
Investor Portfolio (in every issue) and the complete portfolio (includ-
ing sold positions) are both available for review on our website.

History tells us a lot about what kind of market we might have in
2004. Election years do tend to be bullish years. Look for 2004 to be
up, but not as much as 2003, and for small stocks to outperform.
That’s what they do at the beginnings of bull markets and even during
long sideways market. Safe to say we should be in one or the other.

Check out the stocks in this issue but do your own research
and consult your personal financial advisor and registered 
representative before you make any investment decision. We hope
after you have examined our record and services you will decide
to subscribe to our Almanac Investor Newsletter or the entire
Almanac Investor Platform. So here’s our Special Offer for you!

Get the 2004 Stock Trader’s Almanac for FREE and save an
additional 20% when you sign up online! Subscribe to the entire
Almanac Investor Platform at the Special Ground Floor Magazine
Reader Rate of $245 for one year, 50% off the regular $490 price. 

Use the coupon on page 15 to try Almanac Investor Platform
risk free at 50% off…Or order from our website for an additional 20%
discount off the coupon prices by signing up online using promotion
code GFMX1. Order online today at www.stocktradersalmanac.com
or by calling Toll-Free 800-477-3400, Ext. GFMX1, mailing the 
Special Ground Floor Magazine Reader Savings Certificate or 
faxing it to 201-767-7337.

Ground Floor Investing
(continued from page 3)

A brief look at the table of our Top 50 Ground Floor Stock Recommendations from all of our newsletters between 
1990 and 2001 demonstrates the benefits of getting in on the Ground Floor with small stock investing. When traded 

properly much of the gains shown can actually be realized. The table shows the recommendation date and price followed 
by the subsequent high and percent change to illustrate the magnitude of the price moves in Ground Floor stocks. 

The entire list of hundreds of stocks — including losers and poor performers — is available on our website.
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PAYMENT OPTIONS:

❏ My check payable to the Hirsch Organization in US dollars is enclosed.

Charge my: ❏ VISA   ❏ Mastercard  ❏ American Express   

Card Number

Exp.: Month _____ Year _____   

Signature ____________________________________________

Phone Number ________________________________________
(in case we need to contact you about your order)

Fax Number ____________________________________________

E-mail Address ________________________________________
(so we can email you Ground Floor Magazine, Almanac Investor and Alerts)

Name ____________________________________________________

Address __________________________________________________

City ______________________________________________________

State _______________________   Zip____________—____________

❏ I would like to subscribe to the entire
Almanac Investor Platform at the Special
Ground Floor Reader Rate of $245 for
one year, 50% off the regular $490 price.

❏ Please Bill my Credit Card $24.50 per month.

❏ Please send paper copies of the
newsletter for an additional $24 per year 
or $2 a month for those opting for 
monthly billing.

Those 
interested in 
purchasing a
copy of the 
2004 Stock
Trader’s
Almanac,
please 
refer to the
advertisement
on Page 13.

FREE BONUS!

Publicly traded companies
interested in sponsoring an

issue of Ground Floor 
Please contact:

J. Taylor Brown, Publisher 
Ground Floor Magazine

Phone: 201-767-4100
Or for more information go to

www.groundfloormag.com/advertise
All companies are subject 

to full due diligence.

“Inside each of us are powers so strong, treasures so rich, possibilities so endless,
that to command them all to action would change the history of the world.”

This famous anonymous quote is so true, yet few individuals believe that it applies to each and every one of us. 

For over 37 years the Hirsch Organization has produced investment research that empowers the individual
investor. Founded on historical market analysis and trend recognition we emphasize the four-year Presidential
cycle, seasonal trading strategies and Ground Floor stocks.

Subscribe to Almanac Investor Platform and understand the power of small stocks and what makes the market tick!

POTENTIAL:

Receive FREE electronic access to 
and current issues of Ground Floor

Magazine. You will not receive a 
FREE 2004 Stock Trader’s Almanac, 

Almanac Investor Newsletter or any other
Hirsch Organization publication.

To register for Ground Floor Magazine ONLY, 

1) Go to www.groundfloormag.com

2) Point your mouse to the Ground
Floor tab on the top of the screen

3) Select register.

4) Fill in the requested information.

5) Create a password and username.

The publication schedule is not 
yet determined so be sure to check back

often for updates. As soon as we 
have confirmed publication dates, 

we will post them on the site.

There are no guarantees you will receive
another issue of Ground Floor. If you do
not wish to receive another issue, we will

do our best to not mail to you. Go to
www.groundfloormag.com/remove

THREE WAYS TO 
PLACE YOUR ORDER

FOR FASTEST SERVICE 
AND A 20% DISCOUNT

1) Go to www.groundfloormag.com
2) Click on the Order/Subscribe 

button on the left.
3) Enter GFMX1 in the promo code

box that appears.
4) Click Apply.
5) Choose the product you wish to order.

FOR FAST SERVICE 
AND A 10% DISCOUNT

1) Fill out the coupon and 
Fax to 201-767-7337 
or Call Toll-Free 800-477-3400

FOR THOSE WISHING 
TO PAY BY CHECK

1) Make checks payable to the 
Hirsch Organization, mail to:
P.O. Box 2069, River Vale NJ 07675

2) Fill out the coupon and use the
postage paid envelope included.
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Almanac Investor Platform includes:

■ 2004 Stock Trader’s Almanac: With the 2004 Edition, traders and investors have all the updated 
seasonal, monthly, daily and intra-day patterns and indicators they can’t find anywhere else, such as
the Incredible January Barometer, the Best Six Months Switching Strategy, Market Probability Calendar
and bullish and bearish reminders for practically every trading day. This wealth of information
makes the Almanac the resource used most by top traders, money managers, and astute investors. 

■ Ground Floor Magazine: delivered to you electronically. Be among the first to receive 
information about new aggressive small companies looking for investors who want to get in on
the ground floor of their enterprise. The publication schedule is not set, but we are planning to
publish Ground Floor Magazine at least monthly.

■ Almanac Investor Newsletter: monthly issue provides market timing, seasonal strategies,
unusual investing opportunities, exciting small-cap growth stocks and seasoned, undervalued
equities, special situations hedging to preserve capital, safe, high-yield situations and 
investment strategies focusing on Exchange Traded Funds. The newsletter is delivered via
email. For mailed paper copies add $2 per month.

■ Online Almanac Research Tool: this new product is designed to allow Almanac Investors to do their
own historical research, update Almanac market indicators and strategies as well as create their own.

■ Almanac Investor Alerts: Subscribers receive important Alerts via email such as the 
January Barometer, MACD Seasonal Buy and Sell Signals, stock and strategy updates, the 
year-end FREE-LUNCH Menu, and more!

■ The Hirsch Organization offers a pro-rated refund policy for subscription cancellations. 
2004 Stock Trader’s Almanac supplies are limited and this FREE Bonus is available only while 
supplies last. Cancellations within the first three months will be charged $34.95 for the Almanac.

AAllmmaannaacc  IInnvveessttoorr  PPllaattffoorrmm
GGRROOUUNNDD  FFLLOOOORR  RREEAADDEERR  SSAAVVIINNGGSS  CCEERRTTIIFFIICCAATTEE

❏ I would like to subscribe to the Almanac
Investor Newsletter ONLY at the Special
Ground Floor Reader Rate of $195 for
one year, 33% off the regular $295 price.

❏ Please Bill my Credit Card $19.50 per month.

❏ I would like to subscribe to the Online
Almanac Research Tool ONLY at the
Special Almanac Reader Rate of $195 for
one year, 33% off the regular $295 price.

❏ Please Bill my Credit Card $19.50 per month.
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In This Inaugural Issue...
■ We’re back!!! After a two-year hiatus the Hirsch

Organization has resurrected Ground Floor.

■ This issue’s featured stock — Wireless Age
Communications: a genuine Ground Floor 
opportunity stock.

■ Everything you need to know about the future 
of the Wireless Sector at a glance.

■ The 2004 Stock Trader’s Almanac — Find out why
this book is on the desk of so many top money
managers AND find out how to get it for FREE!


