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Selling To Upper Management:
Prepared Frméhf%aﬁans For A Crucial Target Market

You're an expenenced marketer, You can'l remember the
tim when the words “Teatures and benefils™ were unfamil-
iar. You're accusiomed Lo segmenting your markets, posi-
tioning products, and developing pricing stralegics. You
rarcly thimk of a new service without immediately envision-
mg the markets you'll targed it for, Yot no maiter how sd-
vanced vour markefing strafegies have grown, no matier
how close 10 second nature markeling has become, Marker-
ing Treameres is willing 1o bet that there 15 one tanges marken
you have either overlooked or found difficuli 1o reach,

Who makes up this group? Upper management and board
members. Why are these folks not tarpeted? Because for the
most part, they are nod direct users of libeary services, Well,
you might ask, if they aren’t users why would I promiote
services 10 them?

The answer lies in the purse strings—upper management's
access 10 and controd of them, I these importam groups
don "t see the benefits of your services—nd malter how good
they are, no matier how perfectly planned and execuled
your markeding program is—a loss of funding could spell
their doom. Though some might guestion the legitimacy of
spendmg ume and money 0 markel ioward & non-user
group, they must soc this market in the total context of their
litbeury. No budget, no business. No support, no services,

Sl AT you're @ librarian with a shrinking budger and dwin-
dling resources, even afler grasping the imporance of this
targel marked, you might not be able 1o find funds or man-
hours w0 market w il Marketing Treaseres has found some
allics Tor you, In some cases they have your imerests at
heart, and m others, their inderests coincide with yours. Who
wre these friends in need? And what can ey do for vou?

There ane many such friends for the librarian, The first
group is library associations such s the Medical Library
Association (MLA), and the Special Librancs Association
(5LA) which, gince they ane made up of librarians, have
interests ientical with yours. Others allies are information

vendors whose profits depend on your ability e inc fund-
ing. How can they help? Members of both groups have de-
vieloped malenials you can present 1o no-user targel markes
i gain suppon for your library and give tsose markeis an
imﬂ:ulim and understanding of its work. S-n-ml: have

made videos, some have developed slide presentations, some
have writlen brochures specifically for rh:ﬂ: markets, Sus
Jackson Felber of the Medical Library at Naples Commumity
Hospatal points out that such materials are “helplul for cryvs-
iallizing promotion ideas in a shon period of dme."” Their
ready-made formeat also appeals o practicaliny. “Aher all,”
she asks, “who wanis 10 reinvent the wheal ™

Prepared Presentations: A Briel Preview

From Mead Dia Ceniral, provider of LexisMNexis services,
there is “The Information Parmership: Becognizing A YVIP."
Thiz video emplovs an interesting approach: From cach
oFpanizalion participating n the vides (inchuding the Hayden
Planetarium, MacMeal Hospital, and Walliam M. Mercer,
Inc.), boby & Bibranan and a key executive address the samie
issucs, namely the value of mainiaining a responsive re-
source center staffed by knowledgeable professionals, Mead
Dt Central includes brochures with the video that reinforce
these ponLs,

From MLA, a shidescript presentation: “The Libeury s Cons-
tribation 1o Quality: The Bottom Line.” This is a thorough,

well-organized package of slides, scripts, and slide descrip-
s, It includes a helplul inroduchon that reviews the ba-
sics of presentations and public speaking. The introduction

| also provides advice on customizing the presentation 1o suit

vour library and largel market,

The MLA package 15 actually theee related presentations:
one for management, one for boards of direcions, and one for
miedical staff, The management porion focuses on e
library’s abilily 1o increase cosl efliciency. The board of
direciors’ part focuses on the libeary's role in improving
patient carg, The medical stafl segment cutlines how the
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Pearls of Wisdom

Fucts worh Ffacing: A Gallup poll released this summier
revealed that Americans believe that fonding for public
librarics should be 534 per capita—double the current per
capita amount of $17. Among the library roles ranked “very
mmpartant™ by survey participants were educational suppor
cenber, rescanch cenler, commienily information cenier,
communily business information center, peneral informa-
thon center, and community activities center, For informa-
Lbon sboul oldaining & copy of the report, wrile o the Urban
Libraries Council, 1300 Ridge Avenue, Suile 208,
Evanston, 11, 60201; or fax T08/866-9089,

I's a highlighier] Mo, it's & calculator! Mo, it's 3 promotion
item! Actually, it’s a promodion highlighter caloulator, one
of a wide ringe of products available in the Sales Guides
catalog. From the siraightforward pens and lighters through
ranger knives, frishess, and mousepads, vou'll lind them all
leere, ready (o spark your imagination and gel your promdo-
lion juices Mowing for this Fall. Call Sales Guides at BOOY
1520890 or fax 800-352-9501,

Markcting, it can be said, is about commumcation. And
even if your communication skills are | , FEem-
ber that everyvthing, both miended and madvertent, thar any
member of your stall communicales (o Cusiomers or pro-
spective customers affects your marketing elfons. Commu-
nications Briefings has published a 16-page tip book 10 help
you guide your stall and remind yoursell of the basics of
commumnication. The booklel, titled “Do you make these
mistakes when you communicate?™, COVETS COMMION Com-
munication mistakes, including failing to listen well, send-
ing the wrong verbal signals, and lacking knowledge of
sudicnces. Call for information st BOO/MER-2084; fax 609/
232-8245,

Sweeten your image with Corporate Candy, hard candy
graced with the name or slogan (up 1 16 letiers) of your
infoemation center. Billed as “Public Relutions by the
Pound,” we sec these colorful treats adoming candy dishes
throughout your arganization, dropped roatinely inio library
correspondence (soon people will fight w0 open your enve-
lopes), and taped onto overdoe notices 10 sofien their sing.
Call 30052448,

Phatocopy tip: Reduce showahrough in two-sided phodo-
copying by backing the original with hlack paper,

If you'd like to have your clients remember the library on all
fronts promotional T-shirts may be the answer. Marketing
Treasierer his located an inexpensive source thal will cus-
tom-imprint 36 shins for 5199.99—55, 56 per shin. You send
them your camera-ready logo and 10 working days lsier they
send you the T-shins. Promotiona] pens are nice, bal lel’s
face it—sometimes your clients will use them while working
on & frustrating project of glance af them as they're logsing an
accound. Bul who knows wilh a library T-shirt? Maybe
they'Il wear it the day the baby takes his first sleps, or when
they hit the winning run in the company sofiball game, or—
anyway, vou gel the picture, Call BX3343-2010 or fax BO0Y
60870,

Misplace, lunnylace. sleeplechase . . DATABASE. Barbar-
fan, samariian, vegelarion ... LIBRARIAN, Annodation,
bilurcation, procreation . . . INFORMATION. Though most
of the world leave rhymes behind in grade school, marketers
find themselves with a sometimes disturbing need [ Mind
rhymes. Sometdmes its lor an ad, sometimes a slogan; for the
truly creative it might be the right word 1o compleiz 3 jingle.
Mow vou no longer need 10 rack your brain—a picce of
software can help you oul. You need never leave your desk
ar strain & brain cell. The sofvwanss called A Billion
Kajillion Rhymes,” is simple 1o use, and spits oul a list of

at the click of @ mouse. For information call Ecoen-
tric Software at 8((/436-6758.

Been af SLA: Chris Olson & Associates clip an in the
Saskatchewan Legisiative Library's Members” Newsleter. It
looks: great! If you "d tike 1o share a particularly creative or
effective use of Markering Treanres clip arl, don’t hesiake
to send it in.

Asg we go 1o press your editor would like to you 1o know that
we are now on the Intemel. We check our mailbox every
maming. Our address is: Olsond@ acoess digex.nel.

F"'q"
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Presentations continved trom page 1

library can help the medscal stalT use medical literature 1o its
greatest advaninge without being overwheimed by ils quantity.

Dinlog produces a pamphied on library open houses. Al-
though the pamphlet focuses on raditional target markets, i
suggests enlisting sympathetic department managess and
vice presidents early inthe project 10 belp make your open
hawise o Suscess.

The National Library of Medicine has a videotape of a two-
day infostal satcllile broadcast, Markening Treanires wils
unahile o obtain a copy of the tape m time for publication.
Look [or a review in the September/Ociober ssue.

AR ThasE NON-URET, Vel IMPOriant UPPEeT munagement argel
markets begin 10 receive the atention they desenve, we hope
by st mmere presenlations developed,

Customizing Your Presentation

Alihough these materials were developed for librarians who
Inck the time and resounces W0 creaie their own prescnialions,
they are nol one-sise-liE-all, Somelimes rewrilng s neces-
sary lor texi that would appeal o one group bul alienaie
enother. Cosiomizing is importand for hitting the right but-
tons, conphasizing your library s strengths, and detailing the
information needs of the organization. Karen M. Zunde] of
the Health Services Library at McKeespon Hospital insened
several of ber own slides indo the MLA package. An impor-
1zt acklitson was a slide shovwing her with hospital residens.
This peciure af direct mieraction with ibeary Cusiomers pogi-
tions the librarian in the minds of uppcr manager as a profcs-
sional who plays an important role in the everyday opera-
tions of the hospiral,

As the MLA slidescripis introduction poines out, “the amownt
of time and clfon the Hbrarian spends 10 @ilor the sldes and
contend of the presentation will determine the dividends.™ By
running through seme cusiomixing sugpestions, Markeiing
Trearures hopes 1o help you increase those dividends. Re-
member, you will be customizing in two respects: making
Uhe presentation appropriale for your library and making it
appropriale for your Largel morkel.

Shde-Show Customizing For The Library:

1. Adapt the language 1o the culiure of your organization.

o~ You may nocd to formalice it, or you moy noed w0 bosen il up.

2. Insent user comments. Testimondals have great impact

3. Include annotated stalstcs from your library (number of
searches performed veary, average tum-wround (ime, scope
of materials avadlable), Don't just throw oot members! Make
sure the stalistics relate 10 a panicularly imponant project,
the boliomline, eic,

4. Describe research performed within the larger organiza-
won and detail the library s contribution.

5. Expluin the technology used and the number of hours you
eELimae it saves.

Shide Show Customiang for the Target Markel:

1. Include peer (L.e., peers of the targel marked) quoics about
library uselulness,

2, Focus on the library’s effect on the botiom line. (The
MILA presentation citcs a malpractice suit that was seitled in
the docior’s [avor based on evidence supplicd by the libeary,
Even if you have nothing this dramatic in your [ilcs, high-
lighting benefits such as this delivered by nny library adds 1o
the stature of your 0w )

3, Encourage non-users 1o use the hibrary for their own ben-
efit. Sress nonprofessional materials and services that they,
a5 members of the organization, have aCocss o,

4, Include a slide of a high-prodile member, or groap, of e
target markct,

3, Before presenting 10 a group, ask a library-supporive
member of the Largel market (0 preview your presentation.

Customixing Video Presenlations

If you're presentmg a video, customizng could fake the
Form of an accompanying brochure, Qudc from the video in
your brochure, and then elaborate upon each quote with the
specifics of is relevance (0 your organization and the 1i-
brary. This approach both cuslomizss your prescniation and
ties your brochure 1o the video, making them panmers in .
simgle preseniaion

Once you “ve make your pitch, vou 'l have a new &rgel mar-
ket, more sympathetic to your needs and supportive of your
challenges. Don't neglect these new supporters, Include
them i your mailing list. Mention them in vour newsleiers,
Keep them up-io-date on libeary events. Marketing is an
ongoing process, Now thal you've intiated that process
with this key group, spend the tme and energy il 1akes 1o
keep it alive.

For More Information:
MLA: 312/419-5084
Mead Data Central: 800/253-5624
Dialog: 800/3-DIALOG or 4158 58-37T85.
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Library Promotion Samples Seen
arALzl& SLA Conferences

W saw lots of interesting and creative matenials at the li-
brary conferences this vear. Some materials ndicated new
trends, others illustrated resourcelul approaches o promo-
tion challenges. Each had a besson tobeach the astule ob-
server about librany and information service marketing. In
this article, Markering Treasures aims to survey some of the
matcrials exhibited to discover their lessons,

Why do fools fall in kove? What's that pointy bone on your
ankle called? How do you keep your shoes from smelling?
These questions were just a fow of those raised on the atlen-
tion-grabbing, quirky. and fun-to-read brochure produced
by the R&D Libeary at Nike, Its use of color blocks and non
seqquiturs cchocs the Nike promotional campaigns, By run-
ning text in different directions while jumping from one
subject 1o the next, the brochure conveys a sense of motion
appropeiate for an athletic shoe company. The lesson hereT
Library brochures need nod be boring.

The American Howel & Motel Association graced its cover
with. marketingly speaking. magic text. Aside from the
association name and logo, the cover simply reads
“AH&EMA's Best Kept Secret/A Froe Membership Benelin™
In the space of seven words, this brochure manages 1o cram
in four winners: Best, Secrel, Free, and Benefit. And the
benedit is, of course, the use of the information center, The
library is ot merely & resource, it s o benelit of member-
ship. This is excellent positioning.

Primary codors and a readable yet childlike iyvpeface work
well in the brochure from the National Center for Education
in Maternal and Child Health, Their secret for employing
such a specialined wypeloe? Judicious use. Much of the rest
af the brochure is typed in a more conventional, stradghtfior-
ward font, keeping what might scem a gimmicky typelace
from becoming oo cloying.

“Knowledge is of two kinds, Wie know a subject ourselves
or we know where 10 find information opon i.™ This quote
by Samuel Johnson appearcd on the covers of at lcast two
brochares al this vear's comferences.

Olkay, maybe “Mmcrals In Amerca™ is not the sexics fithe
for a publication. Yet our fingers did ilch o pick it up, and
it"s the kind of publication we wiould kecep amound for longer
han our inkeresd in the subject merits, The reason? s for-
mear. This ULS, Department of the Interior, Bureau of hMines,
Office of Public Information pamphlet is 6 38" x 3 §8",
and consists of 53 pages and a glossy cover with an atbrac-

tive yed simple design. Although the title 15 daunting, the
small size assures podential readers thal no chunk of infor-
mafion will be larger than bite size, One has only fo stand af
the checkoul counder of any booksiong 10 see the impulse-
buying appeal of miniature books, Congratulations o the
Burcau of Mines, Office of Public Information for capitaliz-
ing on (his reail trend,

The creative fold prize gocs (o the Library of the Port Au-
thority of New York and Mew Jersey, The designers prinbed
an information Myer on 8 12" x 14" sintionary quality paper
in a pale pink, An uneven frifold, gives the picce the look of
an envelope. The subdued shade and slighily leavy weight
of the paper make it look like an invitation, What's one i
do with an invitation bul open if up—ihe first aim of any
Promedion piece,

The Library Co-0p of Edison, NI, diztribuied ligterhags in an
el 1o bring “the unclulicred look™ 1o their libvary and
their name belfore their patrons,

Pitney Bowes distributed a coupon offering its customers
the chance ip "have a cup of coflee or tea on us™ al e com-
pany cafeteria, This gives library customers (he chance 10
think of the library when they're taking oul tme (o relax
rither than when they 're swamped wath work.

The Corporate Library and Information Cenicr of Blue
Cross/Blue Shield of Flonida has several nodeworthy matern-
als in itz information packet. Among them is a special news-
letter for secrefanial and suppart stafl. The question posed in
the newxletler is “What's m the library for me 77 and the
answers include statistics venfication, phone number and xip
code infonmation, road maps and holelimolel direciory Tor
busmess irips, associaion mfomeation, and professional
development, Congratulations for secking oul this olien
overlooked targel markel. Also among the matenials is a
compuier scarch evaluation, both a wol fior marked research
and a reminder 10 users of the imporiance of their input. The
key phrase in this evaluation? " Estimate time saved by hav-
ing this scarch run,”™ This is helpful in determining and ¢s-
(ablishing value, a concepl that becomes more mporiant a5
cost recovery plays a larger role in libraries. Even il cost
recovery never rears its head around your information cen-
Ler, an estimation of stall-hour value ks uselul for budgel and
funding concems.

We can all learn o lesson from the 10 or so pamphlets the
Cleveland Public Library had on display. Why so many
pamphilects? For all the departments and services. The library

confinied o pags 5
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Worth lts Weight in Gold

This issue of Marketing Treasres includes your new Cul &
Paste Clip Sheet. The sheet presents orginal artwork in
camera-ready form. Il you would like previously published
clip art sheets, ask for the Cut & Paste Clip Art Order Form.
It shows all the clip ant sheees thar have appeared in Marker-
ing Treasires.

1 Should Have Called the Resource Center. Use this
graphic as a poster or an ad, or 1o adom a lyer. Few library
clients will have any trouble identifying with the frantic
frustration of an all-night project pone haywine.

We're on Your Team, Use this graphic during football
season, when you'ne ready to “kick of ™" a new service or 1o
congratulase a departmeent that's recently “stored big™ with
the help of the library.

Information Cornpcopia. This autumn, encourage lbrary
users 1o harvest information. This graphic works throughout
the season; from the first day of Tall; through Halloween,
right up o Thanksgiving.

Corafliti Wall. Tell library cliems: With infomation services
this good, the word really gets around,

Ducks in Formation. This visual pun, while nol sclling
anyihing, can stand alone 10 arouse mierest or a chockle. Pim
{1 1o the bulletin board, Hang it above the information desk.

Fall Back for Daylight Savings Time. Put this graphic in
your newsletiers, overdue nitices, ads, and all interoflice
correspondence the week before the big day.

Al Your Service, This graphic is appropriate for ads of any
kind, paricularly those stressing the ready availability and
casy access of library services, Try it in in-house publica-
tiens andd on bookmark s,

This Material Comes 1o You Courtesy of . . . This graphic
wis sugpested by one of our readers who wanted 10 include
& note cand with document delivery packages that acknowl-
edged the source of the materials, We've given you two
comer graphics and the words, Add the library's name or the
name of the person who fills requests,

Laooking for graphics that depact libenry services for individuals
with disabilities? Check out our latest collection of clip art.
Mson's Libeary Clip Arl, Volwne 2 has 56 images depicting
disabled individuals using various librury services, plus ADA
symibals. Contact our office ot < 10676 or fax S104647-
(415 1o receive o brochane,

Conferences comsmed rom page «

has departments of science and wechnology, public adminis-
tration, govemnment documents, phatographs . . . we could
£0 on, but then again, so could they. The point is, they have
davided their collection into departments (giving more mile-
ape 10 the same sot of books) and presented them profies-
sionally. Which brings us 1o our second observation. Too
often Tibeariuns, particularly in organiteational and academic
settings, foel that they are without competition. This 5 not
true. There is always competition. When public librarics
produce mitenals fike those of the Clevelund Public Li-
brary, and professionally present their collections as sopa-
rake departments, special librarians need 1o lake notice.

Speaking of public libraries, the Johnson County Library of
Shawmee Mission, KS, put together an excellent fact shect
abowt the libeary bond issue that county residents are cur-
rendly considering. The fact sheet expains the issues clearly
while making its case solidly. The request is for 512 million,
which souncds like a Iol 0 anyone s @urs, but this nember is
concretely broken down for the reader 1o an annual rale of
53.89 [or the owner of & 51000000 home, and then Dendser
transhued as approximately the price of a paperback book.
Who wouldn't irade the price of a book for o whole library
Full of them?

And the winners are . . . The SLA Swap & Shop Best of
Shop Materials awards went to Cindy Romaing of Nike,
Inc.; Advanced Information Management; and the Port
Authority Library, The Poster Session winners were Angic
Bowiz from Cleveland Rescarch Center, Cleveland Public
Library; Jan Dommer from Upjobn Company Business
Libeary; and Rence Massoud from Lockheed 1MS.

ALA John Cotron Dana Library Public Relaions Awiards
wenl 10 the Indiana Libvary Federation; the San Juan
Capistrano Regional Library of the Orange County Public
Library System; the Schoal District of Lancaster, PA; Indi-
ana University Libraries; Kentucky Depantiment for Libear-
s & Archives; the Palm Beach County Library Associa-
thom; the Allen Parish Librarics; the NOLA Regional Li-
brary System; and the public librarics of Nappanee, IN,
Birmingham, AL, Brooklyn, Columbus, OH, Worthington,
OH, and the County of Los Anpeles,

Winning noiebooks of the ALA awards can be borrowed
from the ALA library. Call the ALA a1 3120446780,

As usunl we have compiled the now crop of Hibmmry promdotion
sumiples ingo & new Markening Treaneres Sampile Promotion
Notebook. The notebook is available on a first come, first
served basis. Plan on the postage @ be aboat 58- 101

Editor’s Mote: Marketing Treasures originally came with sheets of fbrary clip art
and this column provided idess on how (o use the graphics. The clip arl insges
from Marketing Tressures are pow sveilsble from wae LDibrenClipde. com,
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Sparkling Reviews

The Management of Marketing. 2nd cdition, Mike Wilson.
Gower Publishing Co., Brookfield, VT. 199,
ISBN: 0-566-02884-0. 569.05,

Each and every one of us is in one of the following posi-
tions: We either know we wani (0 beel up and streamling
our marketing campaign because the world keeps changing
il there and we need 1o keep up with it, or we know we
necd 10 start such o campaign.

Given this Fact, we could all use a copy of The Mamage-
et of Marketing on the reference bookshell, Tn this well-
wrillen, extremely detailed account of how 10 manage a
markeding progeram e author spells oul, step by siep, how
10 assess marketing needs, develop straegies (0 meet those
needs, and wranslate your stratcgies indo reality,

Wilson poinis oul that iday those who map out the routes
of marketing in companies have a more difTicult time than
their predecessors. Paradoxically, he says, this is becanse
in this day and age marketing strategics are well known
and well accepted. As he puts it, while “in the production-
orienied country of the blind, the onc-¢yod marketing
company could be king, in a world of vinually universal
vision, such simple advantages have disappeared.” The
fact that we must market ourselves in a world of “universal
vision,” and face competition of ferocious intensity, has
madk: the management of marketing, and not strictly mar-
keting itsell, the critical key 1o success,

The book is divided into three parts, In the first, appropei-
ately titled “Where Are We Now?”, Wilson discusscs
marketng in 4 changing world: economic and politcal
change, iechnological change, and distribution pattem
change. In this section he presents the extremely uselul
concepd of the "marketing sudil,” a tool consisting of
checklists and questions that enables management (0
evaluate iis organization’s siatus prior (o charting the mar-
keting path of the fulure,

Pant Two examines the factors involved in deciding which
direction should be taken in marketing. Wilson discusses
seiting marketing objectives, translating those objectives
into goals, and selecting strategics. In Part Three he ex-
plains how to ranslaie objectives and strategics inbo oon-
crete plans, for instance, how 1o build a marketing organi-
ration and stafl it, manage the organization, und cvaluale
and control marketing. At the end of the section the aullir
describes a handy “sysiematic program for reviewing and
imipeoving marketing activity.”

The book is well kaid oul in a bogical progression of chap-
ters and sections. Helplul graphs, charts, and checklists,
and an cpilogue that lists the key characicristics of the
successful marketing direcior, make The Managemiens of
Markeiing an accessible fond of knowledge about how 1o
address the many “how 10" questions of marketing man-
agement. [t may help you ask the right questions aboul
marketing your library or information cenler.

= =
The Crystal Ball
Cicinber 4-65 mw% Ociober 16 “The Infemeation Broker's Seminar," A waLEHhS 'ﬁ:‘mm:rw
How o Compste Agans! Price course  1-day seminar given by Sue RuggeinLos eqgy.” somrar allad
by the Amirican wm hﬂ-ﬂl‘lﬂiﬂmbjﬂﬂ o i Kelogn Geadusile Schoal of Maragemont, Narth-
caahion in Mew York, Contad: 51885%1-0085 waslaim Universly, Evacston IL. Conbact: TOLD5E
October 17-22 “Inlemational Marketng Strale- 10,
(Ociober 48 “Busiess-To-Business Markoling  gies * A & day progeam offered by tha JL.. Kellogg
Srateges* A 5-day program sponsored by The  Graduate Schoel of Management, Norfrwsstem  Novermber S “Desigring Library Publicty Masirias*

Business School in Ann Arbar, Corr
3137531000,

Orsober B8 "Public Retalicns: Sralegies for

University, Evansion Il Contact: 7088661500,

Cetebar 27 “How Wil They Ever Love the
Presont Il Thay Don't Want lo Urweag the Pack-

Fu:ﬂ.‘.lu courss presented by tha 7." Thas kesyniole addnecs by Cheis Olson a tha
E—mﬁmmfm mehm;maynm Maresmibaer 12 "Gatting Your Message Acoss” A
Contact: 518891-0065. tion i Lendinglon, K, Conlact: 5022235322 ora-day iorany public melafions wodishop sponsond
by the Cokorado Library Marketing Coural in Den-
i, G0 Contact: Domothy Morbie 30683-8737,
W

A 1y cowse oflersd by Jane Perimufter in Grean
Bay, Wi (immadialely loliowing the Wisconsin Li-
bwary Associalion annual conlerence]. Contact: GO
3G,
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