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Webinar Content Outline

A Introduction and background

A GIA MI Roadmap

r 6 Key Success Factors for Intelligence

r 5 Levels towards World Class Intelligence Operations

A Company Cases

r CaseVopak:Bui | ding a Sophisticated Intelligence C
World-Class MI Framework René Loozen)

r Case European Multinational Company : Taking an Existing Intelligence Operation to
the Next Level (Jens Thieme)

A Conclusions
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Introduction and Background

Hans Hedin, Global Intelligence Alliance
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GIA Network — Local Resources at Your Service

GIA Group’s geographical service coverage is
extended by the GIA Network; a qualified group of

&2 o professional Market Intelligence companies around
. °°% ﬁ . o} the world.
. S aee .
e @ ° In addition to its geographical reach, GIA Network

S contributes to GIA Group's industry expertise teams

» . that are focused on conducting strategic analysis for
® e o 0" customers in a variety of industries.
@& GlIA Group offices

o GIA Members: All GIA Network companies adhere to GIA’s Research

:;Leef;erzznlatwes in their respective a :d :nalysis Quality System as well as to SCIP Code

of Ethics.

o GI& Research Partners:
Certified partner companies working
under GIA project managemenl

www.globalintelligence.com - pageb5
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Background and Reasons for Developing the
GIA Ml Roadmap

Issues

1. Start-up: Companies need support for understanding how to
Implement an intelligence capability from scratch.

2. World-Class performance: Companies that have been
conducting intelligence for a number of years seem to get
stuck and unable to develop word -class performance regarding
the intelligence activities.

3. Management education: Management needs to understand the

requirements and the development path for obtaining a good
understanding about the future of their business environment.

www.globalintelligence.com - page6
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Reasons for Ml Development and
Key Success Factors showing How
to Develop Ml

www.globalintelligence.com
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Reasons for Ml Development

1. Better and Faster Decisions

Impact of Ml on Decision Making

Better decisions: Backing up decisions by research-based insights to
capitalize on opportunities and to eliminate risks

Faster decisions: Avoiding surprises and being constantly equipped to
make educated decisions even under time pressure

2. Time and Cost Savings
Organizational Efficiency

Time savings: Shifting decision-makers’ time-spend from looking for
accurate information to making decisions based on it

Cost savings: Avoiding inefficiencies and redundancies in purchasing and
processing business information

3. Organizational Learning and New Ideas

Shared Understanding and Collective ldea Generation

Organizational learning: Facilitating shared understanding and insight
creation through continuously exposing employees to fresh intelligence
content

Mew ideas: Involving the organization in collectively identifying emerging
opportunities, threats and strategic themes of relevance

\9 Glabal Irgeligancs Aliance

MI for the Strategic Planning Process
— Case Examples

\9 Ghbal [reeligance Aliance

Market Intelligence for Sales and Marketing

—
\9 Gbrhal ntelip=nce Aliance

Increased N
CGmpEtit-i veness Mallm.lntellgen:efuflnnu.v:tinn -
Product Life-Cycle — Case Examples

and Profitability e
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Key Success Factors in Developing a World
Class Market Intelligence System

Develop the Intelligence System in a
systematic way and continue to improve
it.

1. Start from small and redefine the
Scope along the development curve

2. Design and implement MI Processes
that are integrated with decision
making, i.e. Decision Point
Intelligence

3. Design and produce concrete Market
Intelligence Deliverables

Adopt a specialized Market
Intelligence Tool, which enables
global sharing of Ml

Build a result -driven
Organization with optimized
resourcing

Create an intelligence Culture in
your organization

www.globalintelligence.com dpage 9
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Develop the Intelligence System in a
Systematic Way and Continue to Improve It

NEWS INDUSTRY MARKET INﬁg:ﬂ":TSISON UNPUBLISHED
SERVICES CONSULTANTS RESEARCH D eaco | INFORMATION

A well-designed intelligence process .
Integrates relevant content,
appropriate IT tools, and a human

£ ANALYSIS

network into a smooth operation that =

decision-makers can leverage for
C C C
BUSINESS BUSINESS BUSINESS
AREA 1 AREA 2 AREA 3

sustainable competitive success.
www.globalintelligence.com - page 10

1 MEEDS
ANALYSIS




9 Global Intelligence Alliance

1. Start Small and Redefine the ScopeAlong
the Way

A

Start with a limited scope and
expand it once you have more
resources

When your market monitoring
covers the relevant parts of
your business environment,
start putting emphasis on going
deeper into the topics

Once you cover the relevant

parts in your current business
environment in detail, expand
focus to also cover the future

Scope also involves analytical
depth and future orientation

BUSINESS ENVIRONMENT TRENDS AND CRITICAL THEMES

CUSTOMER
INDUSTRY
INTELLIGENCE

SUPPLIER
INDUSTRY
INTELLIGENCE

SUPPLIER COMPETITOR
INTELLIGENCE INTELLIGENCE
rd

&
Qg§

INDUSTRY
INTELLIGENCE

INTEREST GROUPS Q\'{’\

/

Value Chain Dimension

www.globalintelligence.com - page 11




9 Global Intelligence Alliance

2. Design and Implement MI Processedhat
are Integrated with Decision Making

A First, formulate an Ml A Third, identify decision making points in
strategy and your organizationos ke
implementation plan based integrate your MI operations accordingly

on analyzed needs of your
company, and on best
practices learned from
other companies

A Second, establish o ),
Contlnuous Market ANALYSIS
Monitoring to serve as the ity
foundation for all Market Seconomy
Intelligence operations SOURCes

3. PRIMARY
RESEARCH

www.globalintelligence.com - page 12
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3. Design and Produce Concrete Market
Intelligence Deliverables

A Ensure that you start delivering
valuable content to end users from the
very beginning

A Start with setting up selected Market
Monitoring deliverables that increase (Collaboration, Field Signals and Analysis)

User Collaboration

the awareness of the developments in - :
the business environment of your o e | _&_ °_ A
organization

A Design and implement Ml deliverables m
that are integrated with key business e s N iEean
processes and specific decision point il R

therein

A As you develop, the following aspects
will need to increase:
r Future Orientation

r Co-Creation of Intelligence www.globalintelligence.com - page 13
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4. Adopt a Specialized Market Intelligence
Tool that Enables Global Sharing of M

A Do not reinvent the wheel by
embarking on designing and
implementing a custom Ml tool that is
intended to meet 100% of your wishes

A Instead, adopt intelligence software
that has been built to support Ml
processes specifically and will meet
95% of your requirements

A Automate routines with the tool and
engage end users through email
alerts and collaboration features

www.globalintelligence.com - page 14
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5. Build a Results-Driven Organization with
Optimized Resourcing

Centralize the management of
activities and resources

Outsource non-core activities to
an external partner

Develop an intelligence network
for collection and analysis

o  Po o T

Make sure that the final analysis
and interpretation of Market
Intelligence will be done close to
decision making

www.globalintelligence.com dpage 15
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6. Create an Intelligence Culture In Your
Organization

A Start the internal marketing of
MI from the very beginning

A Make MI a part of everyday
business
[ Meetings
[ Training sessions

A Find the people who believe in
MI and start building the Ml
Network around these people

[ Co-creation of intelligence

A Make sure that CEO and top
management promote the Ml
culture in the organization

www.globalintelligence.com - page 16
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M| Roadmap

5 Levels of Intelligence

www.globalintelligence.com



9 Global Intelligence Alliance 5 Levels Of MI

MI becomes
part of making
. company future
MI recognition
with refined . . world Class Ml

deliverables

R . Advanced Ml

MI process
emerges

- ’ Intermediate Ml

MI responsible
named

R . Basic Ml

. Informal Ml

Level 2 Level 3 Level 4 Level 5
Beginners Coordinators Directors Futurists

Firefighters

www.globalintelligence.com - page 18
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The Roadmap: Combining the levels and the KSF

Level 1. 2. 3. 4. 5.
Informal Ml Basic Ml Intermediate Ml Advanced Ml World Class Ml
Description (0Firefighter6oBeginnerso)oCoordinator g®Directorsoé)(0Futuri st
MI Process
>

MI Organisation

>
MI Scope

>
MI Culture

>
MI Tools

>
MI Deliverables

>

www.globalintelligence.com - page 19
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Level

Informal MI

Basic MI

Intermediate MI
“Coordinators”

Advanced MI

“Directors”

World Class MI

“Futurists”

Description

Intelligence
Scope

Intelligence
Process

Intelligence
Deliverables

Intelligence
Tools

Intelligence
Organization

Intelligence
Culture

“Firefighters”

No specific focus has been
determined. Ad hoc needs
drive the scope.

“Beginners”

Limited scope, seeking quick
wins. Focus typically on com-
petitors or customers only.

Wide scope with the attempt
to cover the current business
environment comprehensively.

Both wide and deep scope
covering not only issues of
HQ interest, but also those
that interest business units.

Future-oriented scope that
also covers topics outside of
the current micro business
environment.

Reactive ad hoc process puts
out fires when they emerge.
Uncoordinated purchases of
information.

Needs analysis made. Estab-
lishing info collection from
secondary external sources.
Little or no analysis involved.

Secondary info sources
complemented by some pri-
mary info collection. Analysis
included with still a limited
scope.

Advanced market monitoring
and analysis processes estab-
lished. Targeted communica-
tion of output to key people.

MI integrated with key busi-
ness processes and utilized in
key decisions. Future oriented
analysis is being conducted,
and an early warning capabil-
ity exists.

Ad hoc deliverables quickly
put together from scratch.

Regular newsletters comple-
ment ad hoc deliverables,
little analytical ambitions.

Various reports and profiles
emerge as new, structured
MI output.

Two-way communication is
increased in both produc-
ing and utilizing the MI
output. The level of analysis
increases.

High degree of future orien-
tation and insight creation
in the process of producing
and delivering MI output.
Workshops and seminars in
regular use.

Email and shared folders as
the primary means for shar-
ing and archiving informa-
tion.

Corporate intranet is emerg-
ing as a central storage for
intelligence deliverables.
Email still in use for distri-
bution.

Web-based MI tool estab-
lished that provides access
to structured MI output.
Users receive email alerts
about new info in the
system.

Sophisticated channeling of
both externally and inter-
nally produced MI content
to the MI tool.

The MI tool with its func-
tionalities supports the
intelligence process, and is
being used frequently for
end user collaboration.

No resources specifically
dedicated to MI. Individuals
conducting MI activities on a
non-structured basis.

One person appointed as
responsible for MI. Increasing
coordination of MI work in
the company. Loose rela-
tionships with external info
providers.

A fully dedicated person man-
ages MI and coordinates ac-
tivities. Centralized, internally
or externally resourced info
collection and basic analysis
activities exist.

Establishing an MI network
with dedicated resources in
business units. Non-core MI
activities outsourced. Utiliza-
tion of local primary info
collection.

Integrating the internal MI
organization with the out-
sourced arms to support key
business processes. A steering
group to guide MI efforts.

No shared understanding ex-
ists of the role and benefits
of systematic MI operations.

Some awareness exists of
MI, but the organizational
culture overall is still neu-
tral towards MI.

MI awareness on a moderate
level, sharing of info is en-
couraged in the organization
through internal training
and marketing.

People participate increas-
ingly in producing MI
content. Top mgmt voices
its continuous support to MI
efforts.

A strong MI culture is
reflected in the way the
organization shares info and
acts on it. CEO is a strong
supporter of MI.

© Global Intelligence Alliance
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Case Vopak: Building a Sophisticated
Intelligence Operation with the Help of
Gl A0 s -CMgsrMI eramework

René Loozen
Business Intelligence Manager
Royal Vopak

www.globalintelligence.com



Tank terminal:
key role in chemical and oil supply chain

Why do we need storage?

U Imbalances between production and
consumption in the different regions and
countries

U Marketplace for traders

U Supplier of solutions in case of
turnarounds

U Strategic oil reserves

U Enabling producers to focus on core
business




Strategic Focus Vopak

Customer Cost Efficient
Leadership Operations

Attain service
excellence across
the network

Attain low cost
position
compared to key

Become preferred competitors

provider for

strategic accounts Develop superior

ability to

Excellence
Set new standards in commercial, operational and financial excellence

CUITTUIUIVI 1O

Leadership Enablers

Align structure with strategy and improve supply of human capital

23




NCommer ci al Excell enceo i
refinement of the commercial strategy of Vopak.

Several initiatives are being defined to drive commercial excellence.

V. Key
Account \
managemen

\ I V. Customer

Information “
Standardization of - Exchange
Business Processes
|. Customer | VI. Business
v

lll. CRM

[I. Customer
Satisfaction




Distilled,

Defl n I tl O n & SC O p e Integrated Intelligence

Business Intelligence (BI), also
referred to as Competitive Intelligence
(CD) or Market Intelligence (MI), is a Information
continuous and systematic process -
that produces knowledge and insights 5?3‘3?;2&
about a companyds oper
environment (competitors, customers )

and markets).

]
vogeuwuogjug

Main components of Business Intelligence within Vopak:
u Competitor Intelligence
U Product Flow Intelligence

U Market Intelligence

U Customer Intelligence
-|-

U Major Trends in the Business Environment




Vision

ARAs the business environment is changing fas
complexity is increasing more and more, a professional intelligence network is

becoming more and more crucial to remain a n
Mission

Al ncrease the competitiveness through a bett
better analysis of and maximum insight in ou

AWe dondét want to be surprisedo

Initiative Goal

U Ensure efficient communication mechanism for sharing knowledge

U Coordinate and improve the business intelligence within Vopak in order to act more
proactive, to take right decisions and to become more competitive

U To become a be,:[ter business partner for our cust,cl)mers, internal and externlal

26
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Reasons for Improving Intelligence

Old Situation

U Market information was scattered over the

Drivers

U Market developments are accelerating every

different VopakBUG6s and di vi si OyBa$A increasing market dynamics

U There was no policy how to share this
information / knowledge.

U There was also the feeling that the
effectiveness of the intelligence process within
Vopak has to improve in order to become more
competitive

U Accelerating pace of globalization oil and
chemical industry A links between the different
regions are essential

U Emerging economies

U Number and Nature of competitors are
growing

U Vopak has the ambition to obtain strong organic
growth, for which an effective intelligence
process is needed



Business Intelligence Network

Bl Manager: René Loozen

Bl Representatives: Maurice Houben (CEMEA)
Dewien Jagmohan (OEMEA)
Sean Fu (Asia)
Vivian Wei(China)
Ryan Wolf (NA)
Paula Tellaroli (LA)

ComEX: Jiahe Wu




VOPAK Intelligence Deliverables

U Examples of Deliverables

U Intelligence Plaza i Tool for structuring intelligence

U Competitor Intelligence Deliverables

Worldwide Storage

U Product Flow Intelligence Capaciy

World Market

Total

210 Million CBM

U Customer Intelligence Deliverables

Primary Market 143 Million CBM
U Market Intelligence Deliverables Secondary Market 52 Milion CBM
Vopak 26.4 Million CBM

U Cultural change Word arket Share 13%

70 Million Metric Tons - . =
ews icles

= MTO/MTP - e S g
e o] o
Fuel . ’ . i —
Other

= Solvents/DMT

= MMA —

s Acetic Acid ua > ——— -
MTBE/TAME " T =

* Formaldehyde o o cototens 29

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 e R e




Deliverables General

A Vopak Intelligence Plaza

©JRoyal Yopak Intelligence Plaza - Mozilla Firefox ;Iilll

Eile Edit Wew History Bookmarks Tools Help

6 i e A HSHhttps:Hsecure.\ntelhgenceplaza.cum,fvopaHDefault.aspx Do, I
'-.l Google E Nederland FM | D PSA s Plaza - Demo | 9 GIA Flaza s knowledge Base |j IKC | |j GIneT ebmail Area Aergo | A2 9z920v.nl < Routenet ‘ E LinkedIn: Home m Maymz: Reputation ...

9 Royal ¥Yopak Intelligence Plaza ﬁ
-

| Google 2

* Rodenberg Tillman & Associates E LinkedIn: Alain ‘Wille -" indicium group nederland - Google Search | @2 92920v.nl: OY-reisinformatie en routep.... |

=

Vopak | Home | News Articles | Field Signals | Research & Analysis | KAM Documents | Biofuel Documents

Focus on Category

Welcome Colleagues! Personal Alert Service: Daily -all
welcome to the Royal Yopak Intelligence Plaza™! Date Title Module
This is Royal Wopak Intelligence Plaza™, a Business Intelligence communication tool for manitoring 20.04.2009 Highlights of the Bulk Liguid Conference Reseatch & Analysis
external forces affecting Wopak's organization. It combines external sources and internal knowledge,
helping us competing in today’s market-driven environment. 20.04 2009 Horizon Terminalz to build petraleum products storage expansion News Articles
Please feel free to browse through the functions with information regarding Yopak's business 20.04.2009  Mitsukishi and Sinapec Form Business Partnership (Updste) News Atticles
environment and please be aware that sharing this information is only allowed internally within
wopak, The categories, which are marked red® are restricted, 20.04 2009 EPA Says Greenhouse Gases Pose a Threat to Public Healtth Mewws Articles
The login details for Global Biofuels Center are: 20.04 2009 CVW's Asian Chemical Prices for the Week Ended April 14, 2009 Resesrch & Analysis
Login code. Vopad 20,04 2009 Hurtsman Secures Credit Waiver Agresment Mewvs Articles
Password: biofbels2008
Add Hew ltems L3 20.04 2009 Sud-Chemie to Acquire BASF's Syngss Catalysts Facilty in China Mews Articles
Edit Unpublished Iterns » Should you have any intelligence requests or questions regarding this service, please contact: 20062009 VWiorld Cil Markst Report- April Resssrch & Anslysis |
Search > René Loozen ; . ;
Porsomal Alerte R Business Intelligence Manager 20,04 2008 3\;?;;?.;: of Indian Qil Companies to Bid for Hesyy Crude Oil Blocks in News Articles
Corporate Commercial Excellence
Collections r 20043009 China's GDP L 6.1%, Added Value of Incustrisl Enterprizes up 5.1% in 1003 Newes Sticles
other Tool » Tel, +31 (0)10 4002550
Soe comex@vopak,com
Global Biofuels Center
Latest News Articles
20.04.2009 Horizon Terminals to build petrolzum products storage expansion
20.04.2008  Mitsubishi and Sinopec Form Business Partnership (Updste)
20.04.2009 EPA Says Greenhouse Gases Pose a Threat to Public Health
20.04.2008 Huntsman Secures Credit YWaiver Agreement
20.04.2008  Sud-Chemis to Acquire BASF's Syngas Catalysts Facility in China
20.04.2008  Consortium of Indian Oil Companies to Bid for Heavy Crude Oil Blocks in Yenezuela
20.04.2009 China's GOP Up 6.1%, Added Yalug of Industrial Erterprizes up 5.1% in 1209 _I

<1

Logaff ht © 2008. Powered b

secure,inteligenceplaza.com |
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Deliverables General

U Vopak Intelligence Plaza A helps us in competing in a market driven
environment

U Business Intelligence platform for sharing external news and reports, but also used
for sharing internal documents

U User friendly, easy to access, easy to store external news and internal reports and
customized alert for every user

U Well appreciated by users A 4.7 out of 5.0

U Increasing number of users

VIP users per Month News Articles

Key campetitors soms 1.5 ortot 311
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Deliverables Competitor Intelligence

U Competitor Intelligence

U Reliable database with regard to competitors A RMS database

U Reliable global market share figures A RMS presentation

Global Overview, Q2

Worldwide Storage

Capacity Total
World Market 210 Million CBM
Primary Market 143 Million CBM
Secondary Market 52 Million CBM

Vopak 26.4 Million CBM

World Market Share 13 %

Vopak

Global Overview
Total Market Size By Continent

300

Total
on CBM is not yet classified as Oil or Chemical, of which 1.8 in China

Latin America =4 %

Middle East & Africa = 9%

North America = 22 %

Asia=24%

Europe = 41%



Deliverables Competitor Intelligence

U Competitor Intelligence

U More insight in competitors strategies by competitors

profiling A Benchmarks
\ U Monthly competitor reporting A Started up January 2009

—_—

Revenue Benchmark Oiltanking vs. Vopak Benchmark Relative Market Share Europe Oil

Revenue

Revenue (EUR M)
(EUR M)

10032300 5779200 2466400 2101858 2071820 732132 71151808
CAGR
CAGR 04-07
20 1,000
1,000
853
811 ]
796
800 1] M
800 750 =
o84
600 600
||
S| ©f | 2
© 9.6%
400 sat 4001|of (& IS
317 s>
285 S
3 238 of |2
=4 c =
HEEIEIEEE 200
2N S 2| (2] 5] 3] |E] 2
HIEIEIEHIENE
I < < = = I
22| £l (5] |5
5[[5]]|5 0
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Deliverables Market Intelligence

U Market Intelligence

U Global market reports A More insight in customers market dynamics
and strategies A Benzene, MEG, €eé via SRI

U Monthly Market Alerts A Started up last year

Global Demand Methanol Derivates
Some market alerts, general

70 Million Metric Tons
Economic outlook forecasts downbeat with a sharp rise in
unemployment predicted as recession takes hold across OECD

The number of unemployed in OECD countries is expected to rise by about 8 s MTO/MTP
million people over the next two years DME
Fuel
Eurozone also already in recession following the US Other
Eurostat estimate that the economy of the 15 countries using the Euro already = Solvents/IDMT
shrank 0.2 percent in the July-September quarter = MMA

= Acetic Acid

S Korea Nov exports post biggest fall (=18.3%) in 7 years MTBE/TAME
1 Formaldehyde

China& overall growth in exports in 2009 would slow to 3.5% from 11%

this year due to economic weakness across industrialized and emerging

economies based on the World Bank& quarterly report update on China.
|

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013




Deliverables Customer Intelligence

U Customer Intelligence

U Global Customer Satisfaction Survey: measures the customers perception
of Vopak services A First launch in April 2008; second launch in February
2009; will be launched every year in February

U More insight in customers strategy by customer profiling A start-up with
Sabic pilotin Q1 2009

U Share of wallet A start-up Q3 2009 ??

Target

Vopak Service Quality Index

— tiod ]  NPS by country

IR =




Deliverables others

U Major trends in the Business Environment

U Identify trends and opportunities A Update Impact CO2 discussion

Vopak

U Commercial input for the Explanatory Notes A every quarter + Budget

U Commercial input in Terminalling in the Future

World primary energy demand in the
Reference Scenario: this isunsustainable!

World energy demand expands by 45% between now an d 2030 — on overage rote of increase
of 1.6% per yzar — with coal accounting for more than a third of the overall rise

2

Explanatory Notes Budget 2009

COMMERCIAL DEVELOPMENT S ... o e e e e e eaeas

2.1 OVERALL MARKET DEVELOPMENTS . .....iiitttttttitii e aaaaaiattittateas s e e e e e e aeaaeeattsaesa s e e e aaaaaaaeeeeeeaannaas
2.2 COMPETITIVE DEVELOPMENTS ..............

2.2.1 Takeovers & acquisitions

2.2.2 Expansions............ccceveinnn.
2.3 OIL MARKET ..iieeeeeaeeeeieiieiiienee s
2.4 BIO-FUELS ...ttt ettt e e e e oo e oo e ettt e e e e e e e e e oo e e e e e e e e e e e e e e e e e e e e eeeeae
2.5 CHEMICALS MARKET ...ttt et e e e e e e e e e e e ee e e e e e e e e e e e e e e e te e ae s e e e e e e e e e e e e e e ee s aana e e e e e e e e e e eeeeennnnnnnas
2.6 L
2.7 LT T R
2.8 CUSTOMER LEADERSHIP .....euiiiiiia e ii i s e e e e e e e e e e e e e eee e s e e e e e e e e e e e e e e et s e e e e e e e e e eeeeennannneas



Deliverables others

A Established culture within Vopak in which data and
knowledge automatically is being shared amongst the
"right" persons A is improving




EXxperiences

U Support of Executive Board is a precondition

U Create a Global Intelligence Network

uStart with hnheasy deli verabl es
UDonot g oA dtep by stepa s t

U Deliver Excellence
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Case: Taking an Existing Intelligence
Operation to the Next Level

Mr. Jens Thieme
Head of Market and Competitive Intelligence
European multinational company

www.globalintelligence.com
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9 Global Intelligence Alliance

The need for improvements

A ClI function was created in corporate marketing & sales
consulting group, lead in:

I Global intelligence system (GIA)
I  Methodologies, practices, consulting

I Centralized procurement & dissemination, processes

A Hybrid solution with actual reseses
I Accelerated need to fill skill gaps
I Improved awareness created additional tools and activities

I Further integration with other best practice solutions

www.globalintelligence.com - page 40
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Turning the reality check into a mandate

Translation of Ml Obtain real -world
Framework into questions feedback
® _
Visualize results and Obtain mandate and put
provide options INto action

www.globalintelligence.com - page 41
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