Good afternoon, and thank you so much for being here – and for continuing to make this the top user conference in the industry. Perhaps in any industry.
All of you who are here as exhibitors have put your knowledge and experience on display for the benefit of the whole industry. All of you who have signed on as sponsors are walking the walk by ensuring that we can continue to meet, grow and learn from each other – and I especially want to mention our Platinum Sponsors, (name them). You can see the full list of sponsors on the screen, and I hope you’ll join me now in thanking all of them.

(Lead audience in applause for sponsors.)

Thank you.

We’re also very pleased to have two well-known political strategists here with us today – Mary Beth Cahill from the Democratic side and Mike Murphy from the Republican side – and they’ll be along later to share their insights on what’s happening both in Washington and around the country as we move through one of the most memorable presidential election cycles of our lifetime.

I’m sure everyone looks forward to hearing from Mike and Mary Beth.

We all come here to Orlando to experience a change of scenery, but it’s not a respite from our companies’ missions. Quite the contrary, it’s a time for us to pick up the pace in our pursuit of those missions. What we’re learning from each other during these days can serve, and it must serve, as the impetus for us to achieve greater things throughout the course of the year.
We gather during times that are widely described as difficult. Everyone here is experiencing economic pressure in one form or another. But there is reason to be hopeful in spite of economic pressures, and perhaps because of them.
A look at our country’s history reminds us that challenging economic times have been far from unusual – and they have almost always been followed by far longer periods of sustained prosperity. The recent history of the freight and trucking industry alone gives evidence of this. This current downturn started in October 2006. The last one prior to that ran from 2001 through 2003. Before that was the slowdown of 1996 and 1997, and of course, back in the early 1980s, we suffered a challenging time as well.

Indeed, more often than not, the freight and trucking industry has been a leading indicator of the nation’s economic health – or lack thereof.

Economic slowdowns are times of change and correction. They are times when old ways of doing things cease to be sustainable, while new and better solutions emerge.

Invariably, the people who devise, develop and implement these better solutions enjoy the fruits of their achievements over the long term – well after momentary times of uncertainty.
Indeed, uncertainty is a harbinger of better things. If we could always predict the future, then it would always be predictable, and nothing would ever come along to make us say wow. Uncertainty arises when we’re not sure how best to proceed. That same uncertainty inspires the innovation that gives us new efficiencies, sets new standards of quality and makes it possible for us to deliver value to our customers that had once seemed unattainable.

The relationships represented in this room are all about innovation. That’s why you’re here. That’s why you work with TMW Group. You don’t have to. There’s always the old way of doing things. But that’s not the kind of company I see represented here today, and that’s not the kind of thinking that will power the industry forward.
The kind of thinking that we’re talking about today responds to challenges and refuses to accept the notion that there’s no way to improve, innovate or succeed. It’s the kind of thinking that led Michael Dell to challenge the conventional wisdom that you couldn’t make money selling computers directly to consumers.

What would a consumer ever do with his own computer?

It’s the kind of thinking that prompted Ingvar Kamprad to innovate, when suppliers started boycotting his budding retail operation, which we know today as the phenomenally successful IKEA. That boycott made it difficult for IKEA to arrange customer delivery, so they started designing all their furniture to fit in flat packaging – so the customers could easily take the furniture home themselves.
See? We’ve only begun to scratch the surface of how we can bring efficiency to logistics.

Out of an obstacle is born a breakthrough. In the midst of short-sighted thinking comes broader vision. A phenomenon doesn’t come along because everything is OK. It comes along because we need something better.
So the challenge before us today is simply this: Will we drive the change, the progress, the advancements that lead to a new standard of performance we will set, then achieve, then exceed? We know that times of challenge are times of change, and that those who drive the change reap the greatest rewards when long-term prosperity re-asserts itself – as it always does.

Will we be the ones who do what’s necessary now to reap those rewards?

There is no doubt in my mind that everyone here today can rise to this challenge. Each of you will choose whether you do, but I have no doubt that each of you can if you choose to.
Now, I do not intend to understate the challenges facing our industry or our economy in general. We have not yet experienced a recession according to the classic definition, and we may not, but these economic times are unique for the stiffness of the challenges we face even as the GDP continues growing, however slowly.

In some ways, we have been victims of our own success. The housing slump and the mortgage crisis followed a period in which residential real estate values surged astronomically – and as we now see, unsustainably – until the market corrected. The surging values incentivized the mortgage industry to extend homeownership to entirely new groups of people, and those same people were among the most vulnerable when the bubble burst.
Federal bailouts notwithstanding, that will affect markets we all serve, if only by raising the costs of borrowing money. It may be a cautionary tale about the dangers of keeping those costs artificially low to try to forestall other economic challenges.

No one can say for sure what the future of the automotive industry will be. As sales decline, shareholder value plummets and cash reserves are burned away, the Big Three are looking to everything from asset sales to labor renegotiations to federal bailouts to try to survive long enough to right the ship.
The auto industry affects almost every other industry – and it certainly affects ours. Whether we service OEMs, suppliers and dealers, or merely feel the cascading effect of the mounting losses and market impact, their struggles make our own tasks more challenging.

The auto industry’s struggles also offer us a cautionary tale. Not a caution against innovation – because without innovation you can’t move forward – but a caution against failing to read the minds of the public, and against making long-term commitments to things like legacy health care spending, excessive capacity and crushing overhead.

We can also learn about the value of challenging our presumptions. For many years, the auto industry believed it had to make a choice between building fuel-efficient vehicles and building cars people would actually want to buy. They didn’t think they could do both, so they remained committed to trucks, minivans and SUVs as their bread and butter. Now they’re paying a steep price.
As an industry, have we imposed false choices on ourselves? Do we think we can’t solve Problem A without sacrificing Priority Y? Where do we need to challenge our own presumptions? Where do we have to change our thinking from either/or to both/and? Can we both improve customer service and increase profitability? Can we both invest in technology and reduce our operating costs?
It’s the both/and thinkers who achieve the breakthroughs.

And that’s never been more crucial for our industry than it is right now, as we face what is clearly one of the most daunting challenges that has ever confronted us – the soaring cost of fuel. How we got to the precipice of $5-a-gallon diesel is less important than what we’ll do in response to it. But it’s important to know how we got here.
Now, discussions of this issue always come back to supply and demand, as they should, and the focus in this country in recent weeks has focused mainly on supply – especially the need to exploit our own resources. First, though, let’s talk about demand, because this is an area that we as an industry can impact.

Oil consumption is on the rise worldwide, and that’s because economies are growing, and oil remains the fuel for the engine of growing economies. The most glaring examples are China and India, each of which has increased its oil consumption more than 300 percent since 1980.

300 percent!

And neither one is about to slow its growth any time soon. China and India represent major economic opportunities for the entire industrialized world – crucial markets for many in this room and for many of our customers. They also need oil to fuel their growth, and that drives up the price for the entire oil-consuming market, which is the entire world – and that includes every one of us.
But the rise of oil consumption is a global phenomenon. The world as a whole is consuming 38 percent more oil today than it did in 1980, which is especially interesting when you consider the fact that oil consumption in the United States has only increased 21 percent during that same period.

We can use less, and we should, and we’ll talk momentarily about new methods for doing that. But America has controlled the growth of its own oil consumption better than the rest of the world, so don’t let anyone tell you we’ve made no progress on that front.

Another reason for rising oil prices is the fall of the U.S. dollar. Earlier, I mentioned that maybe it had gotten a little too easy to borrow money, which helped bring about the mortgage crisis. A lot of that came from the continued lowering of interest rates, which was part of a larger effort by the Federal Reserve to keep us from sinking into a recession. Now the Fed may have achieved that goal, but one consequence has been inflationary pressure brought on by the weakening of the dollar.

Since the oil-producing countries have typically pegged the price of oil to the U.S. dollar, the dollar’s devaluation is having a direct effect on the per-barrel cost of crude oil, and that directly affects what we pay at the pump. Stronger-dollar policies should help relieve some of the oil price pressure, but it is only one of the factors driving up the cost.
With respect to supply, one of the most telling statistics is the fact that, as recently as 1980, the U.S. produced 60 percent of the oil it consumed. Today, that figure is less than 30 percent. The U.S. certainly does have more reserves it could tap, and as a long-term strategy, it could only help if we do. But as a long-term strategy, it’s important to understand that there are 800 billion barrels of proven reserves in the Middle East compared with less than 100 billion barrels in North America.
Proven reserves aren’t necessarily the only reserves, and you don’t know unless you explore. But the U.S. today is the third-largest oil producer in the world, behind Saudi Arabia and Russia, and what we know today about proven reserves doesn’t suggest we’ll soon be moving up to number one.

So as an industry, we are faced with the highest fuel costs in our history. How do we respond? I believe we respond with a willingness to challenge every presumption about how our industry operates – both today and in the future.
So how do we do that? Let’s start by considering something about the way we use our own mental capacities. Scientists believe we typically use only 5 percent of our brain’s capacity.  Now what does that say about us? That we’re dumb? No. It says that we have the capacity to be much smarter. The key is learning how to use that capacity and then applying what we learn effectively and consistently.

The same applies to the use of the resources at our disposal in industry. As an illustration, just think of the way you use your own computer. Most people only use a few key programs and applications. If you ever look at the list of programs that are actually installed on your computer, you’ll quickly realize that you don’t use but a small percentage of your computer’s overall capacity.

The technology available to bring value to transportation is similarly extensive, and to a large degree we are only just beginning to learn how to apply it to our businesses. I’m not only talking about custom-designed technology here. I’m not even mainly talking about that. I’m talking just as much about your PDA, your laptop, your cell phone, your Blackberry – off-the-shelf technology that can do far more for you than you may have ever considered, largely because the nature of systems is changing to make every kind of tool more powerful.
Today, we’re used to communicating on a system-to-system basis. If my system can connect to yours, and if they are compatible, and if they can speak the same language, then your system and my system can talk to each other and exchange information.


Now my system has my parts, and your system has your parts. Maybe we created our parts. Maybe we had them custom-designed. But their ours. And yours are yours. We try to make our parts play well with other parts, but their still our parts. And it’s still our system, trying to talk to yours.
In the very near future, forget about my system and yours. There will only be one system. It will be web-based and enterprise-wide. Everything will be able to talk to it. That includes your custom-designed technology, and it also includes the iPhone that I could pick up tomorrow at Circuit City. Platforms will be unified. Databases will be shared.
What will that mean?

On a basic, practical level, the common database and unified platforms will drive down the cost of using all the technology, as well as servers, hard drives and data storage. But while we always welcome the chance to save money and reduce waste, the real power comes from what such a system can allow us to do.
Consider this situation. I get an e-mail letting me know that a key load is going to be delivered late. Now this is a new customer. I spent months winning him over. I have to make sure we get this right. It goes without saying that there will be a system-to-system message via EDI, which will be processed by the consignee’s mainframe, along with piles of others.

That’s not good enough for me. That’s not going to get the job done. I want to be notified as it happens, while I’m on my way home, because I want to call the customer personally to let him know about the delay.

But I want more than that. I’m in the car. I get the notice. I want to take action right now, not only with respect to the delayed shipment but also with respect to how we’re going to deal with the next one.

So I pull over, get out my phone and pull up my web browser. I log in to the system, apply a special credit for the delayed shipment and then I ensure that the next load is already dispatched and en route.

The only hardware I needed to do all this was my phone. This seamlessness will make it possible for trucking companies to function as an extension of a shipper’s operations. We’re talking about a web-based automated, integrated system in which everything works together more quickly and accurately than ever before.
The power of technology is not that it does things for us. It’s that it allows us to use our brainpower to create more value for our customers, and reduces wasted time, motion and resources we could be applying more efficiently.

Just compare the time, motion and resources that were required 25 years ago to send someone a letter, as opposed to what’s required of us today to send an e-mail containing the exact same content. Now, there may be times when the personal letter is still worth sending, but we do that on the occasions when we choose to do it, rather than always expending the time, motion and resources because there is no other choice.

What did it cost you, in postage, paper, man hours and other resources to send that letter 25 years ago? How could those resources have served you better? Now you might say, well, it’s just a letter. How much time and money can that cost? Let me ask you a question: How many messages are in your Sent Items box right now? Just from this year. A thousand? Five thousand? What would that have cost you? How could you have used those resources?
Would you have even reached out to all those people if it were not so quick and easy? What is the value of that? You’re really not doing anything all that different. You’re reaching out and communicating with people. Technology is just allowing you to do so more efficiently and get more value from the effort.
The same principles apply to transport. Technology allows us to redirect our resources to create more value. But you have to use more than 5 percent of its capacity to get the value you need.

One obvious example, especially given what we’ve talked about today, is fuel usage. What’s the traditional thinking with respect to fuel usage? It’s that you fill up, travel from Point A to Point B, and when you run out, you fill up again. What do you pay? You pay what they’re charging. What choice do you have?

That’s the traditional thinking. The new thinking tells us we can take control. As you travel the country, you’ll find different prices in different locales. The more fuel you buy at the lowest-price locations, the better you’ll make use of your fuel budget. A person could try to sit down and draw up a route that optimizes fuel purchases where the best values are available. That person might even try to factor in amenities at each truck stop, and take into account the need to minimize out-of-route miles.

But how would that person access the latest information on fuel prices? On amenities? And how much time would it require for the person to do this for every route? The person could do this, theoretically, but as a practical matter it’s implausible to try it without the help of technology.

Many of you recognize the issues I’m raising as related to our Expert Fuel program, which many you use. Expert Fuel, of course, was developed by IDSC, the division of our company that we acquired last year out of San Antonio. IDSC stands for Integrated Decision Support Corporation, and the name itself says a lot. It said a lot to us when we looked into acquiring it. That’s what technology is supposed to do. It’s supposed to support and enhance your decision-making process.
Expert Fuel is a great example of a better solution that was born of a need. Efficiency is always better, of course, and everyone would rather spend less than spend more. But when fuel was cheap, there wasn’t the same motivation to look into better ways to purchase it. The problem presented by rising fuel costs laid the groundwork for the industry’s interest in a better way of doing things. Now that it’s here, it will set a new standard for efficiency and decision-making in fuel purchasing.

It’s also a great example of how enterprise-wide integration adds value. Expert Fuel was a superb system before TMW bought it. Now that we’ve been able to integrate it with our top-of-the-line dispatch system, it’s even more powerful. That’s where all of technology is going. Everything will have the ability to integrate with everything else. It will be those who apply the integration opportunities most wisely who benefit the most.

If you’re making better decisions, reaping better rewards and expending less in time and resources to do so, then technology is doing its job.

Of course, technology has its job to do. You have yours. And this is where the opportunity presents itself to break out of the pack and achieve a breakthrough. As the full range of technology becomes integrated to this single, web-based enterprise, a great equalizing effect will come into play. It won’t be long before everyone has access to pretty much the same technology, the same information, the same tools.

We’ve already moved quite a ways in that direction, simply by virtue of everyone having access to the web. But even though we all have access to the same web, the fact remains that the web still empowers some people more than it empowers others.

Why? Because some people are better prepared than others to make use of it. They know what kind of information they’re looking for. They know who they want to connect with. They have a plan for what they will do when they find what they’re looking for. It’s the same web. But we don’t all get the same results from it.

That principle will apply all the more so as our common technology tools become integrated with the single web-based database that will form the enterprise system of the near future. Your mobile phone will be no more or less integrated to the web than your ones your kids carry around. They’ll use theirs to talk to their friends on MySpace – except for the really enterprising ones who will develop business concepts to give us a run for our money in a few years’ time.

But how will you use yours? 

The answer lies not in what the technology can do, but in the priorities, objectives, needs and opportunities of your organization. Where can you improve? Where can you realize more value from your assets and processes? Where do you need to?

Consider the task of vehicle maintenance. We used to view it strictly as a cost center, as a resource-eater that was usually run by people with mountains of different-color papers on their grease-stained desks. The best we hoped for from maintenance operations was that they would not be too big a problem. We hoped they would get our assets back out on the road without too much of a delay. We hoped they wouldn’t cost us too much money in the process. We hoped they wouldn’t be too disorganized in the process.

Needless to say, we weren’t setting the bar very high.

Today, enterprising companies are, at a minimum, finding ways to dramatically reduce the costs associated with maintenance operations. Computer-aided management tools like our TMT Fleet Maintenance tool put information about preventive maintenance schedules, parts inventory, fuel and tire usage, mechanic hours, billing and warranty recovery right in front of the maintenance shop manager in an easy-to-use fashion.
These tools allow that manager to make better, faster decisions. To use resources better. To optimize dollars from warranty recovery. To allocate mechanic hours more efficiently. And if you can improve your maintenance shop efficiency enough, you can free up capacity – as many smart fleet operators are doing – to turn the maintenance shop into a profit center with outside customers of its own.
It’s all about recognizing that what we do has value, and by developing the right strategies and applying the right tools in the right way, we can and should realize more reward for those functions of value.

How else do we do this? We do it by automating functions that were once manual, or didn’t happen at all. If a driver goes 10 miles or more out of his route, you’d probably want to know about that, wouldn’t you? Traditionally, you couldn’t know – not unless the driver himself decided to phone in and tell you.

Now, some of you are getting the information automatically, without the driver having to do anything. Soon, most if not all of you will get it that way. That’s good news for everyone, drivers included, because better route discipline and more accountability result in better performance and stronger profits.

How else do we do this? We do it by using technology to develop better driver/load matches. How much money has been lost over the years because of LTL miles alone? Because of empty backhaul miles? Why did the industry accept these losses? Because things had to go where they had to go, and it didn’t seem like there was a choice?
Those were standards for a different time. When it seemed like you could absorb the waste, maybe it seemed OK to accept it. That’s not the case anymore. Economic pressures have prompted us to adopt better methods. That sets us up for long-term prosperity.
What kinds of personal qualities do company leaders need to turn changes and challenges to their advantage? A few moments ago, I mentioned kids and how they use technology. Now I have two teenagers, and while I certainly wouldn’t follow their example on everything, it’s interesting to observe how people of their generation make use of the tools and technologies they have always known.

For them, it’s quite natural to text each other continuously on their phones. They build social networks on the web as naturally as CEOs network at an Economic Club luncheon – perhaps even more so, because they do it with less pretentiousness. If you’re over 40, get yourself a profile on Facebook, then watch as your younger counterparts tell you how funny they think it is that you’re there, but of course, they assure you, they don’t mean to suggest that you’re too old for it. Not at all.

The younger generation absorbs the latest video game technology as naturally as most of us read a newspaper article. They know how to quickly scan the world for the latest developments, trends, perspectives and ideas. They know where to go to discuss them with thousands of other people in the blink of an eye, and they’re adept at quickly judging and rejecting those that won’t fit their needs or their current goals in life.

These characteristics form the basis for critical business skills. I mentioned Facebook. The CEO of Facebook is 24 years old. His profit model is to create a social networking site – free for users – and then make money by allowing outside companies to develop applications the users can pick and choose.
You want to send someone a high five? There’s an application for that. You want to put a bumper sticker on your profile? There’s an application for that. A daily Bible verse or a music video link? All these applications came from outside companies looking to have a presence on this exploding social network site. Facebook didn’t create any of them. It opened them up as business opportunities.

I suspect it took a 24-year-old to come up with a business concept like that. Generations think and act differently, according to what they’ve experienced and how it’s shaped their perspectives. 
Now assuming most of us have already passed 24, there’s clearly no going back, but there are things we can do to re-orient our thinking and our actions to try to approximate that kind of innovation. After all, what a young person enjoys from his fresh perspective, he also lacks in the form of experience – and experience does have great value, so long as we don’t allow it to become a barrier to creative thinking.

One thing we can and must do is embrace life-long learning, both formal and informal. This is true for the CEO as well as the shop worker. The CEO can’t anticipate the next thing coming, and certainly can’t prepare for it in an innovative fashion, if learning has ceased. Events like this one are part of the formal side. Meeting with industry colleagues. Attending training sessions and seminars. Taking advantage of trade organization events. The more we do this, the more we learn.
The lightning-fast pace of change in technology makes this more important than ever, and that’s why it’s so important for you to be here at TransForum. Just look at what we’ve done with our own technology:

At last year’s TransForum, we introduced Version 8 of TruckMate, which was a milestone in that product’s evolution. This year, we’re releasing TMT Asset Maintenance Version 9. We’re also announcing our Retail Service Center application for independent maintenance service operations.

Many of you have seen that we’ve deployed a next-generation version of TMWSuite’s order entry module. Several beta users are testing it now.
We’ve also transformed IDSC Netwise, which is our flagship organization product, with new .NET developments that deliver business intelligence in a web browser.

Recently we began shipping version 8.0 features for our TL2000 application, and many of you will not be surprised by its features because you were part of the customer steering committee that helped us determine what they would be, so we thank you for that.

Of course, we’re continuing to add features and functionality to TruckMate. This is a perfect example of a product that becomes more powerful as we integrate more and more products and services with it. You’ll see that even more clearly as we demonstrate Version 8.1, with its new LTL and intermodal functionalities.

And as we traditionally do at our user conference, we are today releasing Version 2009 of TMWSuite – our complete enterprise transportation software system. TMWSuite is already driving growth and profitability for nearly 600 companies – everyone from brokers and 3PLs to energy suppliers, bulk transporters and dry van businesses who have diversified from long-haul into LTL and intermodal operations.
As you go through the various classes we’re offering here, you’ll see a lot of what we call “Integrated Insight” – an application of the very theme we’ve discussed so much here today.

That’s just what TMW is doing, just this year. It’s a great reminder of the power and fast pace of technology, and of the importance of formal learning – which is why we’re so glad to see so many of you here today.

But the informal side can be just as beneficial. Listening to people. Observing what’s going on around you. Changing up your daily routine and spending in a setting you’re not used to. Life moves pretty fast. If you don’t look around once in awhile, you could miss it. That, by the way, comes from Ferris Bueller, who got away with skipping school nine times in one year, so he must know something.

Another important step for all of us is to embrace technology as a commodity. Too many of us have seen technology for too long as an end unto itself. It’s not, and it never was. Technology is a means to an end, and your challenge is to clearly identify your ends – your goals, your objectives – and then develop a strategy to plug in the right technology and the right applications to achieve your end.
One crucial use of technology is to embrace virtual communities. These are communities brought together by common goals and interests, rather than geographic proximity. This is not to say that our entire circle of contacts should consist of nothing but people who have the same interests we have. It’s hard to achieve lifelong learning if you don’t get outside your comfort zone.
But these communities form because people not only share common goals and interests, but also because the people in them can complement each other and help each other create greater value.

The operative question in such a community is not “Where are you from?” but rather, “Where are you going?”

And that’s really the operative question for all of our enterprises, isn’t it? Where are we going?
Every time we gather like this, away from our usual daily challenges, it’s a good time to consider that question. And when times seem uncertain, all the more so.

But when you think about it, “uncertain” is kind of a peculiar word to use to describe the times – these or any other. Why is it peculiar to describe the times as uncertain? Because I don’t see how it could be otherwise.

When have we ever had “certain” times? When have we ever known the future with any reasonable degree of accuracy? When have we ever been free of challenges for which the solutions are not entirely clear?
Never in my lifetime. Never in the lifetime of anyone here. Life means uncertain times. If you’re waiting for the passage of history in which we will be certain of what’s ahead, you’ll be waiting a long time.

Uncertainty is not something to fear. Uncertainty is something to address. To stand up to. It’s a call to action to find answers, improve our methods and not rest until we’ve achieved the higher standards upon which we’ve decided to insist for ourselves.

Uncertainty is a permanent state of affairs. You’d better get accustomed to dealing with it.
But while there is no end to uncertainty, history offers us enough lessons that we can be confident about some things. As I said at the outset, I am confident that the current downturn facing the freight and trucking industry will be followed by a longer period of prosperity. I am also confident that when we emerge from the downturn, we won’t look exactly the same as we did going in.

We can’t. We wouldn’t emerge if we did. We’ll look different because some will adapt, some will rise to the challenge and some will figure out how to redefine themselves.

And some won’t. We’ve already had a major casualty with the demise of Jevic, which just goes to show that size and age are not enough to ensure your survival.
If you’re not asking yourself right now, “How can I change? How can I grow? How can I improve? What new ground do I need to break? How am I leaving myself vulnerable to competitive threats?” . . . If you’re not asking yourself those questions, you’re creating your own vulnerabilities, not because times are uncertain, but because this is the nature of business.

Finding the answers is your ongoing challenge. Technology helps, but remember that technology is a means to an end. It’s your strategic thinking, your thoughtful application and your commitment to continuous improvement that will make technology a powerful tool for you.

The key question is not, “What can technology do for me?” but rather, “What do I need to do?” Answer that, then explore how technology can help you do it.
And if the answers you find only beget more questions, that’s because this is the nature of growth, and it’s the reason we never stop learning, never stop thriving, and never let ourselves believe we’ve met every challenge.

We never do that. We merely make ourselves as strong as we can possibly be, so we’re ready for the next challenge, and so we’re prepared to emerge from it even stronger – because that’s what challenges mean to people who recognize them as catalysts for change, growth and success.

Thank you very much.

