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Thank you.  It’s a pleasure to be here and a real honor to be included in your program.  I am pleased to say that Harriet Fulbright is keenly aware of Business for Diplomatic Action and is very supportive of our efforts.  As you will learn, I am neither a diplomat nor an expert on international relations.  Even so, I am aware that those who are experts agree there is nothing more effective than exchange programs as we attempt to bridge divides between nations.  I know it’s impossible to measure precisely the positive impact the Fulbright program has had in creating mutual understanding between cultures since its inception in 1946 — the impact must be enormous.  I’m told that more than 250,000 participants — nearly 160,000 of those from countries other than the United States — have benefited from Fulbright Programs.
Although I’m sure I myself could never have qualified to be a Fulbright Scholar, it’s a matter of pride for me, as an American, that the U.S. Congress, the primary source of Fulbright funding, continues to increase its annual appropriation for this State Department initiative.  As an aside, it was also interesting for me to note that the three European countries with the highest application rate to Fulbright are also the three European countries with the highest anti-American ratings.  There is something ironic in that.  But perhaps hopeful as well.

I’ve been asked to tell you about the efforts of Business for Diplomatic Action...

Slide:
Logo with sound

...a group we officially organized at the beginning of last year to address the dramatic rise in anti-Americanism around the world. 

Slide:
Our Mission

To measurably improve the reputation of the United States of America through actions directly taken by, or influenced by, the U.S. business community.

Stated simply, our mission is to measurably improve the reputation of the United States of America through actions directly taken by, or influenced by, the U.S. business community, and our goal is...

Slide:
Our Goal

To see the day when America is admired as a popular global leader, a model world citizen respected not only for its might but as a courier of progress and prosperity for all people.

...to see the day when America is admired as a popular global leader, a model world citizen respected not only for its might but as a courier of progress and prosperity for all people.

I am the president of the organization; we have an executive director who spent seven years with the U.S. State Department and we have a board made up...

Slide:

Board of Directors

Jon Bond, Co-Chairman, Kirshenbaum Bond 

Jack Daly, Senior Vice President, McDonald’s

Mark Kaplan, Skadden, Arps, Slate, Meagher & Flom LLP

Gary Knell, President & CEO, Sesame Workshop

Tom Kwon, CEO, Xtential Corporation

Ken Lambert, Vice President, CMO, Thunderbird, School of International Management

John McNeel, Worldwide Account Director, TBWA Worldwide

Tom Miller, Global Managing Director, NOP World

Michael Morley, Deputy Chairman, Edelman

Mark Morris, Chairman (retired), Bates North America 

Michele Nadeem, President & CEO, Media Boston International

Theodore Pincus, Independent communications consultant

Joseph Plummer, EVP, McCann Worldgroup

Allen Rosenshine, Chairman, BBDO Worldwide, Inc.

Alan Siegel, Chairman, Siegel & Gale

...of preeminent figures from the U.S. advertising, public relations, marketing and media sectors.

Because I myself am an advertising man and because we have a number of advertising people on our board, I need to emphasize that we are not...

Slide:
Business for Diplomatic Advertising (x’d out)

...Business for Diplomatic Advertising.  We are not out to slap a label on our country or to come up with a snappy slogan to “sell” America like a box of cereal or a running shoe.

Slide:
America.  We just do it!

...America.  We just do it!  Whatever we want to do...or...

Slide:
America, we’re the real thing

...America, we’re the real thing.  Or, to borrow a line from a big U.S. insurance company...

Slide:
You’re in good hands with America

...You’re in good hands with America. 

Slide:
You’re in good hands with America (x’d out)
That’s exactly what we’re not out to do.
No, Business for Diplomatic Action...

Slide:
Logo with sound
...is about taking action.  Specific actions I’ll describe a bit later.

But if Business for Diplomatic Action is not about advertising, it is about applying some of the classic approaches we would use to assess and manage the reputation of a brand.  

In the commercial world, to restore a brand’s reputation we would first....

Slide:
Steps in Restoring a Brand Reputation

Step 1: How is “Brand America”


currently perceived?

...determine how the brand is currently perceived — what values, both good and bad, are associated with the brand.
Build:
Steps in Restoring a Brand Reputation


Step 2: Values to be reinforced,


changed, dropped or added

Next, we would decide which of those values should be reinforced, which should be changed, which should be dropped and what new values should be added.

Build:
Steps in Restoring a Brand Reputation


Step 3: Develop the brand concept

Then we would shape a new brand concept...
Build:
Steps in Restoring a Brand Reputation


Step 4: Align behaviors and expressions to the brand concept
...and align all the brand’s behaviors and expressions to project and reflect the new brand positioning.
In the case of Brand America,...

Slide:
“As others see us”
Positives

Opportunity

Freedom

Diversity

Creativity

Innovation

Benevolence
...the positive associations are that America is still seen as a land of opportunity and freedom; we are admired for our diversity, our creativity, our innovation and our benevolence.

Build:
“As others see us”



Negatives




Arrogant




Ignorant




Insensitive




Disrespectful




Exploitive




Self-centered

Negative descriptors include the feeling that, as a people we are arrogant, ignorant, insensitive, disrespectful, exploitive and self-centered.  So, given the widespread resentment of our country today, the job would seem to be that defined by the U.S. pop song writer Johnny Mercer.
Slide:
(circle positives in green)

We’ve got to accentuate the positive...

Slide:
(circle and bar in red over negatives)

...and eliminate the negative.

There is no denying that when we look at America as a brand, we see signs of a brand in trouble.   
Slide:
America falling out of favor

These numbers from nearly two years ago show America falling out of favor across all regions.

Slide:
Favorable View - U.K.

Just eighteen months later, our favorability ratings dropped even more in the U.K....

Slide:
Favorable View - France 
...France...

Slide:
Favorable View - Germany
...and Germany.

Those numbers are from the Pew Research Center.  
For Americans, there is some good news.

Slide:
Western European Attitudes to Various 


Aspects of the United States



% Positive
% Negative

The American People
48
13

American Films and TV Programs
48
22

The Quality of Life in America
45
21

How Americans Do Business
37
24

As of one year ago, Europeans still found things to like about America.  In a Harris study conducted in five western European countries, the American people, American films and television programs, the quality of life in America and how Americans do business all were seen as positives.

Build:


American Values
30
34

American Multinational Companies
28
35

American System of Government
26
40

American Food
17
56

The Policies of U.S. Govt. in Afghanistan
16
57

American Foreign Policy since 2000
13
62

The Policies of the U.S. Govt. in Iraq
13
69

President George W. Bush
10
70



-Harris Interactive, March 2004

Not so positive were American values, American multinational companies, our system of government, our food and our policies.

Slide:
BDA logo

But why business?  Isn’t turning America’s reputation around a job for the U.S. Government?  

Indeed Business for Diplomatic Action has made...

Slide:
BDA recommendations to the U.S. Congress

...recommendations to the U.S. Government.  In a testimony before the House Sub-committee on National Security, Emerging Threats and International Relations in August of last year, we recommended that the government...

Build:
*Dramatically overhaul the management of public diplomacy

...dramatically overhaul the management of its public diplomacy efforts in order to start the process of rebuilding bridges of trust with our friends and former friends and, importantly, to help defuse the hatred that spawns terrorism.  Specifically,

Build:
*Establish an overall communications strategy

...we suggested the establishment of an overall communications strategy and a mechanism for coordinating and administering it.  We saluted the government for responding appropriately to 9/11 by significantly restructuring the management of homeland security and we asked for a similarly bold reorganization of our public diplomacy efforts.

Build:
*Increase funding for public diplomacy

We urged that government funding be increased for public diplomacy, pointing out that current spending for public diplomacy is equal to less than half a percent of our defense spending.  We also compared the amount the government spends to win friends for America to the amount McDonald’s and Coca-Cola spend to win friends for their brands — $1.2 billion annually for each company.  We noted also that in the case of those and other companies, unlike the federal government, someone is accountable for how many friends that brand is winning.
Build:
*Enlist the creativity and expertise of the private sector
And we urged the government to enlist the creativity and expertise of the private sector.
The full BDA testimony to Congress is available on...

Slide:
(Web site homepage)
...our Web site at www.businessfordiplomaticaction.org.  

We are continuing to work with congressional staffs to follow up on some of these recommendations but our focus is on mobilizing U.S. business leaders to begin the task of restoring America’s reputation.
Slide:
Why America’s declining reputation is the business of business

There are several reasons we believe American business — in particular American multinationals — can augment the work of the government and, in some cases, speak more credibly and more effectively than the government in addressing the rise in anti-Americanism.

Build:
*American business touches more lives than the 


American government
First of all, the reach of American business is enormous.  American companies, their representatives and their brands directly touch the lives of more people than government representatives ever could.

Build:
*International representatives of U.S. companies 

are likely to be nationals

Second, international representatives of U.S. companies are more likely to be nationals and therefore more representative of local views and cultures than are Americans working in embassies.

Build:
*Business initiatives face fewer bureaucratic entanglements

Third, while large corporations may have their own bureaucracies, they do not face the bureaucratic entanglements intrinsic to any government.

Build:
*Policy is not up for grabs every four years

Fourth, in corporations, policy is not up for grabs every four years.  This means, if a program gets up and running, and there is senior corporate leadership behind it, there is a good chance it will be sustained in the long run.

Build:
*American brands are often linked with U.S. policy
Fifth, in the minds of many people outside the United States, American brands are often linked with U.S. policy.  One example of this was the flurry of...
Slide:
(Editorial cartoon 1)
...editorial cartoons in the international press following the fall of Saddam’s statue.

Slide:
(Second cartoon)
Slide:
Why America’s declining reputation is the business of business


* American business touches more lives than the 

American government.


* International representatives of U.S. companies 

are likely to be nationals

* Business initiatives face fewer bureaucratic entanglements


*Policy is not up for grabs every four years


* American brands are linked with U.S. policy
Which leads to the most obvious reason business should engage with the issue of anti-Americanism...

Build:
Anti-Americanism is bad for American business
...anti-Americanism is bad for American business.  Even though some American business leaders are reluctant to agree with us, claiming there is no hard evidence to support this claim, we know that...

Slide:
(chart showing shifts in American affinity linked 

to brand ratings)

...drops in American affinity are linked to negative shifts in American brand ratings.  And in marketing, we know that changes in actual behavior inevitably follow changes in attitude.

Slide:
37% of British influentials claim the “cultural 

identity of the U.S.” makes them less likely to 

purchase an American product

From other surveys, we know that 37% of British influentials claim the “cultural identity of the U.S.” makes them less likely to purchase an American product.  And that...

Build:
Almost one out of four people in the Asia-Pacific 


regions said they have avoided buying American brands

...almost one out of four people in the Asia-Pacific regions said they have avoided buying American brands...

Build:
18% of the general population in G8 countries 

claim a negative change in their willingness to 

purchase American products



-Edelman, GMI, et al., 2005
...and that 18% of the general population in G8 countries claim a negative change in their willingness to purchase American products.

When those 18% were asked which products...

Slide: 
Rank the products which would most likely be impacted

with your purchasing habits
...would most likely be impacted by their purchasing habits, Marlboro was the most negatively impacted, followed by three U.S. airlines.  Barbie rounded out the top five U.S. brands most at risk.

Slide:
BDA logo with sound
At Business for Diplomatic Action we have carefully analyzed all available research and we have concluded that...

Slide:
The Root Causes of Anti-Americanism

...there are four basic root causes of anti-Americanism today.

Build:
U.S. Foreign Policy

There is, of course, widespread disagreement with the current U.S. foreign policy.  But other negatives have been building over time.

Build:
Effects of Globalization

There is a perception that the U.S.-led global expansion has been exploitive and left many people out.

Build:
Pervasiveness of American Popular Culture

Even though much of our entertainment product is liked and enjoyed around the world, there is a feeling that our pop culture has become all-pervasive, a feeling of “enough already.”  Also, some countries believe our music and our movies have a corrupting influence on their youth.  (In fact, there are people in the States who feel our movies and music have a corrupting influence on our youth.)

Build:
Our Collective Personality

Although surveys show that Americans are still admired for their youthful enthusiasm, their openness, their creativity and their “can-do” spirit, we are also broadly seen as arrogant, insensitive, ignorant and loud.

Build:
(Circle the last three root causes)

Business for Diplomatic Action is out to mobilize the U.S. business community to address at least three of these four root causes.  

How can this be done?  Let’s begin with the matter of our collective personality.  

Slide:
The Root Causes of Anti-Americanism


U.S. Foreign Policy

Effects of Globalization

Pervasiveness of American Popular Culture


Our Collective Personality
There is no question we have a big job to do inside the United States, to make Americans much more sensitive to the world outside their borders and promote the importance of world citizenship.  
Can we change our personality for the better?  An early example of an action on our part is this...

Slide:
(Photo of World Citizens Guide)

...“World Citizens Guide,” which Business for Diplomatic Action has now placed in the hands of U.S. students who study abroad.  The printing and production were paid for by PepsiCo and distribution was facilitated by UPS.  The contents are based on advice for Americans we got from interviewing people in more than a hundred countries.   

Glancing at just a few pages of our little guide...
Slide:
(photo of page: You’re not in 


Kansas anymore)

“You’re not in Kansas anymore,” reads the header for a paragraph that concludes by saying:

Slide:
(Move to copy)

“It will be better if you don’t spend your entire trip comparing everything to the States.  Take the opportunity to love where you are and learn from the experience.”

Slide:
Illustration of the 100 people world

Or this visual reminder that if the world were shrunk to a hundred people, only five would be Americans.  

Slide:
(photo of page 15, not everyone loves us)

Or this paragraph reminding U.S. travelers that not everyone loves us.  Americans are urged to be proud of their country but also to show a little humility.

Slide:
(New shot of mini-disc)

The mini-disc included in the guide...

AVI motion:
Interactive mini-disc of WCG

...directs users to a host of other sources and allows for some interactive learning.

If you visit our Web site you can directly link to the “World Citizens Guide” and download...

Slide:
(Traveler’s version)

...an abridged version.

We are now looking for a sponsor to help us print and distribute this guide through airlines and travel agencies to the 60 million Americans who travel outside the country each year.   

But we see the...

Slide:
BDA’s World Citizenship Initiative


* World Citizen’s Guide for American Students


* World Citizen’s Guide for American Travelers

...World Citizenship program as much more than brochures.  

Build:
*World Citizenship Briefing for American Executives

We plan a World Citizenship briefing to be made available for the top executives of leading U.S. multinationals and a...

Build:
*World Citizenship Curriculum for American schools

... world citizenship curriculum for U.S. secondary schools.  A National Geographic Global Literacy Survey conducted in 2002 revealed that fewer than half of Americans ages 18-34 could find India on a map.  Four out of five couldn’t find Israel and nearly a third couldn’t find the Pacific Ocean.  In spite of this, geography is no longer a required subject in many American schools.  Business could help by providing turn-key world citizenship programs for educators.

We’re also working with a variety of business schools — Wharton, Yale, Thunderbird, Fletcher and USC — to develop a World Citizenship program that young professionals could access early in their careers.  Many American graduate students never receive exposure to the basic principles of global and cross-cultural communication, public diplomacy, or the international context that is such an increasingly important part of our daily life in the business world.

Slide:
The Root Causes of Anti-Americanism

* U.S. Foreign Policy (shaded to be less visible)


* Effects of Globalization


* Pervasiveness of American Popular Culture


* Our Collective Personality

In part, because of its sheer pervasiveness, there are signs that people are cooling toward American culture.  Among other things, the time-honored adage that “familiarity breeds contempt” seems to be at work on Brand America.  

The January 31 issue of Newsweek’s International edition contained a telling statement by Andrew Moravcsik, professor of politics at Princeton University.  “Americans are living in a dream world,” he said.  “Not only do others not share America’s self-regard, they no longer aspire to emulate the country’s social and economic achievements.”  He went on to say about the American model, “For years, much of the world did aspire to the American way of life.  But today countries are finding more appealing systems in their own backyards.”
An obvious U.S. business response to this root cause is to do a better job projecting a worldview and, where possible, demonstrate a genuine appreciation for other cultures and for local culture.  We’re trying to collect best practices in this regard but examples of expressing a worldly view would include Apple’s...
Slide:
John Lennon

...“Think Different” campaign that used images of John Lennon and...

Slide:
Ghandi

...Ghandi in addition to American icons.  

And speaking of India, Coca-Cola has the most popular campaign in that country right now because it features a Hindu custom of greeting a visitor to one’s home with a simple question:  “Hot or cold?” referring to choice of beverage.  In Coke’s advertising the choice is always “Cold,” which is always Coke.

And we can all take a lesson from HSBC Bank, which backs its claim as the World’s Local Bank with information about how different cultures see the same objects differently.

Slide:
HSBC “Cricket”
As for a business response to those who see our entertainment product as corrupting local values, we are not so naive as to believe that Hollywood is going to change its product. But we do plan to meet with the entertainment community to at least present the problem and enlist their help in portraying a more balanced picture of American life.  Americans are not all sexually immoral and criminally violent.  If we can get funding, we’d like to offer a prize for the documentary that best presents a more honest portrayal of America and Americans, perhaps in cooperation with the Sundance Film Festival.  We are also discussing with Discovery Channel a television series called...
Slide:
The Exchange

...The Exchange that would chronicle the lives of young people from the Gulf States interning in U.S. companies, learning firsthand a side of American life quite different from that which Hollywood often presents.

Or because one of America’s great appeals is the fact that one’s destiny is not determined by one’s birth could we not produce a series of...

Slide:
An American Story (supered over picture of Ving Rhames, 

the new Kojak)

...true American stories featuring such people as Ving Rhames, who was born the son of a sharecropper and is now the hot new star of the USA Network Kojak series.
Slide:
The Root Causes of Anti-Americanism


* U.S. Foreign Policy (shaded to be less visible)


* Effects of Globalization


* Pervasiveness of American Popular Culture


* Our Collective Personality

What could American business do to address the perceived negative effects of American-led globalization? 

The most ambitious idea we have announced to date is the idea that U.S. business could...

Slide:
Out-recruit bin Laden!

...join together — with each other or with European companies — to “out-recruit bin Laden.”  Popular opinion in America says that all bin Laden offers young people is death and violence.  This, of course, is not true.  He offers them respect and hope.  America offers no alternatives, even though western ideas still have great appeal to many Arab and Muslim youth.  The private sector has yet to be fully engaged in the war on terror, yet its implications are widely and directly felt by business — from the rise in security costs to the restrictive visa procedures, to the direct targeting of businesses and buildings owned and operated by iconic American brands abroad.  By offering alternatives to the mullahs’ brand...

Build:
English Language Training

...first with English language training then...

Build:
Massive Exchange Programs

...through massive exchange programs to bring interns into American companies in the United States, and Americans into companies in other countries...
Build:
The “Fulbright of internships”
...“the Fulbright of internships” if you will.  Such a program if sufficiently supported could start to dry up the terrorists’ recruitment drive and enlist future generations in programs of personal advancement and global prosperity.  

Our idea to “out-recruit bin Laden has received support from a number of quarters.  Dr. Ashraf El Rabiey, newly appointed first Undersecretary of the Ministry of Foreign Trade and Industry and Head of the Egyptian Foreign Commercial Service, said, and I quote, “Business for Diplomatic Action has recognized that a successful war on terrorism cannot simply be fought on the battleground.  Those who hope to remove the threat that al Qaeda represents must acknowledge the allure that this organization holds for many disaffected Moslem youth.”  In his letter to me Dr. El Rabiey went on to say:  “Your organization’s support of opportunities for those youth to communicate and form relationships with American business will provide a positive outlet for their frustrations and an alternative to the self-destructive message that al Qaeda represents.”

Slide:
What we’re asking U.S. business leaders to do

We are presently asking U.S. business leaders to do a few very simple things.

Build:
*Share their opinions with us

First, share their opinions with us.  BDA has embarked on a three phase “listening project.”  The first phase, nearly completed, consists of 60 interviews with U.S. business and thought leaders who are sharing their views on anti-Americanism with the pollster John Zogby, who is on our advisory board.  U.S. corporations who have so far offered their views are...

Slide:
BDA Research, Phase I

Corporate leaders from:

McDonald’s

Discovery

PepsiCo

Starbucks

Phillip Morris
Mars

GM

Pfizer


Hasbro

Levi Strauss

American Express
Colgate Palmolive

Marriot

General Mills
Boeing

Anheuser Busch
United Airlines
HBO

UPS

Ford Motor Co.
Bank of America
...shown on the screen.  The results of interviews to date are mixed.  Some U.S. business leaders see anti-Americanism as a problem for them.  Some see it as a problem for others.  Here are two verbatim quotes from executives who believe business can make a difference:

Slide:
“I see boycotts being the most obvious and 

potent form in which anti-Americanism can 

manifest itself.  American corporate behavior 

can make a meaningful impact.”

Slide:
“Whether the U.S. opts to take an arrogant 

stance or rather acts magnanimously can make 

all the difference.  I believe that style is a key 

ingredient in international dealings — not only 

in the world of politics but also in the business 

community.  I believe firmly that American business 

figures overseas constitute an important diplomatic 

contingency.”

Some executives say, “So far, so good.”  No problem, at least up to now:

Slide:
“Anti-American sentiment has not affected our 

sales or reputation to date.  Our brand is viewed 

as authentic and original and although it is a known 

American brand, our independent research shows 

that we represent what is great about America.”

And another...

Slide:
“While there has been talk about anti-Americanism, 

it hasn’t really affected our business.  This is because 

we have integrated our operations into the local economy 

with the area’s management, dealers, suppliers.”

Even though this first phase of listening on our part is still going on — we hope to complete it by the end of this month — our Research Committee provided me with a summary of views to date.

Slide:
Phase I summary as of April 5, 2005


CEOs:


*It is a problem (perhaps more for others) that 

needs to be addressed (in time)

Build:
Thought Leaders:


*It is a serious problem that business must address now

Build:
All:


*Its seriousness is 3.5 on a 5-point scale, 

not a meltdown but an “orange alert”

We will have a press release, probably in May, revealing what we heard in these interviews.  Then we’ll proceed to the next phase of research, which will include European business executives and thought leaders.

Slide:
What we’re asking U.S. business leaders to do


*Share their opinions with us


*Poll their international work force

Meanwhile, we are asking U.S. CEOs to poll their own international workforces, asking whether their companies are inadvertently doing anything to exacerbate anti-Americanism.  Or do their international employees — expats or nationals — have suggestions for more sensitive policies or practices?  And finally, what are the policies and practices that seem to be working to create better impressions of America and American brands?
Build:
*Designate a top executive to work with us

Third, we would like U.S. companies to designate a top executive to work with us by participating in executive roundtables with peers from other companies and other countries, then perhaps, nominate such an executive to our Board.  We aim to have ten board seats filled by U.S. corporate executives by the end of this year.  McDonald’s has taken the first of those.

Build:
*Share best practices
Fourth, we want U.S. companies to share their company’s best practices with us, so we can share them on our Web site as models for others to follow. 

As one executive in our Phase I research said:

Slide:
“We tailor our CSR initiatives to the specific 

country and do a lot of work with the handicapped, 

education, scholarships, AIDS funding, etc.  We 

only advertise these to our employees.”

American companies are doing a lot of good things to help a lot of people in a lot of countries.  But these are largely untold stories.  Business for Diplomatic Action would like to tell those stories: on our Web site, in briefings at the Foreign Press Centers in the U.S. possibly even in distribution through CNN international or the Discovery Channel.

We are not naive.  We know the growing resentment toward America and American culture has been building for a long time.  We know it is complicated and that the problem does not lend itself to a simple or speedy solution.  But given the tremendous creativity and resource of American business, I believe American business can make a difference.  So that, if you invite me back to Stockholm ten years from now, we might have an expanded list of America’s most admired qualities.

Slide:
(“America’s most admired qualities 2015”)
Historic

“Can do” spirit
Enthusiasm to be the best
Technology
Way of doing business
Land of opportunity
Freedom
Creativity
Diversity
To our historic values we would like to add at least these new ones.

Build:
(“America’s most admired qualities” second column)



New



Honesty / Integrity


Sensitive listener


Empathy


Courier of progress


Ethics model


Multilingual, multicultural


An inspiring world leader


A model world citizen
A reputation for honesty and integrity and fairness, a reputation as a sensitive listener, which would lead to empathy.  We would like to be seen as a courier of progress instead of a preacher of westernization, a model for ethical behavior.  Perhaps we could even become multilingual and take on a few other qualities required to make the United States of America a model citizen of the world. 

I’d like to close with some observations made years ago by Bill Bernbach, founder of DDB and one of the great brand builders of all time.  Said Bill:

Slide:
“We are so busy measuring public opinion 

that we forget we can mold it”

Build:
“We are so busy listening to statistics, we forget 

we can create them.”


-Bill Bernbach
Business for Diplomatic Action is committed to: first, listening carefully to what’s behind the statistics that show America’s declining reputation; then to give all our energies to creating better statistics by building new bridges of mutual respect and understanding across cultures.
Thank you again for inviting me to your forum.
KLR:jib
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