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MARKETING

1) VOLUME
A} Totsl Domestic Cigarerte Volume

(Billions) 1993 1994 199% 1996 1997

{Actuall (Estimare) (Foreeast) (Forecast) orecast

Tota} Marke: 36.0 376 393 412 432
% Change N/A +4 2% 4.5% +4 8% +4.9%
LOCAL MANUFACTURE 290 3G 313 330 34.8
% Change N/A +3.8% -4 0% +5.4% +5.5%
SOM 8.06% 80.1% 79.7% 80.1% 80.6%
TOTAL DMPORTED 70 7.3 30 3.2 8.4
% Change N/A =7.1% +=5.7% -2.5% +2.4%
S.0M 19 4% 19.8% 20.3% 19.9% 19.4%

* Local manufacture includes RP.M.. P.M.L and BATCO local manufacture,
"* Imported volume information supplied by BATUKE Singapore.

The towal Viemamese cigarens marke: is uncardeveiomes and wil contnue to
expenience annual growth of berwesn 4,536 anc §.3% throughout the pian period.
Direzly linked to economic growth volume expzision is zntcipates to ramain highly
saawes 1owards major matropolitan areas.

Razid change within the vatous price sezmesss cznoaisa be amicizated as the
increzsingly affiuent and discerning meiropoliizs onsumer sesks to redes their
improved cibrumsianes and starus.

The aspirational and quality anributes associated with the international segmen will
ensure growed that will outperform general indusiv expansios.

B) BAT Vietnam Volume and Share Obiectives. /1995

1ne prumary objective will be 10 achieve and maisizin "Made in Vietnam®, (M.LV.),
S.E. 535 sales volume of 50 millions per month wichin thras months of launch.

In addizion, while a level of cannibalisation, of current "export” volume is inevitable, it
is esseatial that the achievement of M.LV. volume objectives will enhancs totat SE.
5335 in market sales volume, irrespective of source.

BATCO's future IV, aspirations, in Vietnam, will largely depend upon the
achievement of contractual volume objectives together with international brand
segmen: domination.
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(Millions) 1993 1984 1995
{Actual) (Estimate) {Forecast) o

BAT/Viemam - - sso GO

BATCO/MMPORTED 812 1631 1015

% Change +25.7%% 0.6%

TOTAL BATCO 812 1021 1563

% Change - +25.7% +33.3%

SOM 2.3% 17% 4.0%

*5.0.8. 11.6% 13.6% 16.2%

95 RPM - PMI MLV volumes estimated at 300 + 600 millions respectively.

C) S.E. £3% Volume (All nackings)

199%

{Millions) 1993 1994

(Actual) {Estimatz) (Forecast)
BATVIETNAM - - 330
BATCO IVMPORTZD (ALL) 747 94§ 045
% Change - +26.6% -
TOTAL S.Z 3380211 747 946 1495
% Change N/A =26.6% ~-38.0%
S.OM 2.1% 2.5%% 3.8%
"> S0.¢8 10.7%% 12.6% 15.5%

* Voiumes suppiied by BATUKE Singapore
** RPM & PMI MIV vojumes for 93 estimated at 300 and 600 miilions respecsively.

2) BRAND FOCTS

-

»

The initial focus will exclusively be upon .SE.. 555 with particuiar emphasis upon the
number of key issues tha require to be addressed with urgency.

3. The negative quality perceprons of "Made in Vietnam®.

b. MIV. and imported S.E. 555 in market quality and performance within the
competitve set,

¢. The exploitation of initial and ongoing communication opportunities within a
restricted markez,

d. Presence marketing within the key Convenience and Horaea Channels, (Refer trade
marketing).

Led
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¢. Tne identification of S.E. 555 consumer franchise/brand essence.
f. The design, implementation of G.C.S.
g. The implementation of an annual consumer segmentation study.

h. The identiSeation of potential marke:s outside of the major population centres of
Saigon andHanoi.

Only when these pressing issues have besn addressed can we widen our sphere of
focus to include the identification of opporrunity for other intermational or Regional
brands.

Negative qualitv percentions of "Made in Vietnam”

This is not an unusual emotive response dut of particular concern within'an emerging
country whers consumers have real reason to misirust local manufacrured goods.
Irytially identfied in Projec: Mercury this problem is compounded by our inzbility to
communicare reassurance and added vaiue through "traditional” mass media.

or that rezson we are deveioping an innovative “infocommerciai” campaig= for both
grint and elecuronic media based upon technology transfer and swringent “intemational”
cuzbiny conrel.

t

3 "y

The campaign which will targer major metropolitan areas will emphasise:
- the importation of quality materials fom England.
(container painted to International Carmpaign)

- the imporaticn of technizally advancsd machinery.
(corntainer painted to Intarnadonzl Campaign)

- the construciion of a special and seperate manufacturing unit.
- thzimporation of highiv sidiled "foreign” technicians.

- the imposition of swingsn: “international” quality control measures designed to
achieve and maintain *English” quality standards.

- the extensive training and development programmes designed to achieve slow but
progressive transfer of technology, international skills and competitiveness to
Vietnamese employees in an attempt to leverage the attainment of imernational
quality into national pride!,

- In conjuncrion with the "official” launch functions Vinataba will ensure that
appropriate Government officials will inspect the "new manufacturing” facility and
guality control systems, (additional media cpportunities).
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- Utlising Vinaraba's official comacts we will also seek to run brand idemification
“public intersst” noticas in both electronic and print media, (under the guise of
“recogrise the reai product” as against the many counterfeit affers).

One can ezsily envizage 1he continuity of this campaign and all the attendemt publisizy
anc sational prige that could be generated if we leverage it successfully.

Full campzign to be costed and established together with an appropriate research
programume lo measure awareness and impacs by mid Ociober.

M.LV. Price Positioning

Tre originad pregosal was to position MIV 555 at either parity with or at a slight
premium to impened product. (Quality reassurancs!)

Hewever, a marker visit anc z close look at the "Dunhill” experience demands that we
revisi this kev issue.

Impzmed produst is subject 1o “daily fluctuations depending upon availability and
consymer demand, For tha: reason wide spread consumer pricing was observed,
(1€.200 to 11,300). Sub wholesaiers “claim® 2z current margin of 1000 per pack on
impered P25, simpiistcally buying ar around 9000 and selling either directly to
onsemes of on seiling o streer hawkers at 10,000, Strest hawkers then 2dd berwesn

>, These are considerable margins compared to local producs where 300 is
¢ marmn on high priced brands and spread throughout the distrizution chain.
s on dilagal produet are justified on the grounds of risk.

L

ek

RZL0 wers Ziced with the same sinuzton when estadbiishing Duniill MIV price
pesiizming . They decided ro posion 2t 10.000 however imponsd produc
prelimztiy dscounted downwards to Detwesn 9000 and 9500, (they have the margin
to suzmain thisi. Dunhill MTV with ali the negative quaiity perceptions was effectively
in the wazer” 21 10,000 Rothimans will either have to restrict impored produc:
cr reduze Deir MIV pricing. Tt could be argued that we could attempt 10 compensate
by 2nsunng simiiar or greater wrade margins wiil available on MIV produc: however,

& weuld creats 2 dangerous precedent that would be dificult to adjust jaier and

b mzwlaiesaiz sRannel is very complex 2nd k would be difficult if not imzossible to
ensure (hzl adzquate margin would be passed on 1o the correct levels.

In recogrition of accepted whoiesale and retal margins on legal product and in
arzizipatior of inevitable discounting of illegal product we believe that the iridal price
posizien should Se 9000. This shouid be confinmed following the introduction of
MazSoro, rumoured to be positioned as low as 8000.
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PRODUCT QUALITY

This will remain 2 key issue to ensure that we do not compound the negative consumer

perceptions of Made in Vietnam with in market product degnegration However, this

issue is not confined 10 M.LV. Personal observation revealed thar the standard of in

marker visua presentation of imported 555 is poor. In addition a considerabie number

of Z2ults were noted, that would have a direct negative impact upon produc: freshness
anc performancs.

The amount of hangling associated with imported disuibution coupled with the
reguirement of Tequent concealment has produced a standard of visual presenation
thar is infenor to locd mamufacmure, (particularly the brand Vinaraba).

Lagal MIV 222 wiil Se subject to reduced handling which wiil measurably improve in
marker qualicy and visual prasentation. However, this will not address the problems
exgenenced ov imperted stock which will require vigorious exzmination and carafil
mcnitoring. .

nese improvements amtciparad in MIV product quality will therefore assist to
reassure CORSUmSrs harbouring negative perceptions of local manufacrure.

Ex-faciery P.QR S, protocei wiil be impiemented immediateiy.

Ex-marker P QX5 proiocei, (Including MIV and imported sompertive ser) to be
Jr——_ .-—...‘-an S — JZ.':;L"‘-’ lcg..

beermesmes e v s wtad

MAEQ protocch (fnciuding MIV and imporsd competitive seld to be undemaken
- -

Curng the sescas guarmer 8. Earifer impiementatior somplicatss by the compledities
of masicnz

532 BRAND FSSENCE

In shom we knew very linle 2powt $35 in Vietnam other than it wouid appsar to have
cazrored a reasonabie fyanchise and volume is prograssive. Claarly we must identify
13¥s consumer Zanshise and fully understand their neads,

Otizusly demegrashics, motvations, aspirations and lifestyies must be estabiished.
In -de:xuon., we require 0 undesstand what sets 555 apart, it's armributes and herftage,
wry people buy, where they buy and how often they buy. We also need to establish
pricz sensitivity, (pn:...fv-alue) within both the core franchise and considering groups
togsther with thair views on "Made in Vietnarm”,

BATCO CONFIDENTIAL - CATECORY 1 MINNESOTA TOBACCO LITIGATION.

pe215910¢




3) Research

Broject Obiective Timin
Mercury [V Pre launch communication study October 94
Rerail Census  Establisk number of outlets by trade  HCMC Oct 94
elassificazicn, volume and locadon Hanoi Dec 94
Nominated area Jan 95
Naminated area Feb 95
Nominated area Mar 95
Razail Audh Distrisuzisn and voisms HCMC Nov 94
Hanoi Jan 95
Nominated arez Fed 95
Nominared area Mar §5
Nominated area Apr 95
SE iz Estaplish Consumer Zanchise Jan €5
Mercury V Post lavnen stedy of MIV Jan 95
awarsnsss. percepdons, campaigns
and producs
CCS HCMC an2 Hanoi peranpai Commence Tom Jan 95
exzennion w2 3 provinciai markets '
MASQ (VA) MIV verzis compatitive ser and April/May 5%
impomtad competitive sez (CPT)
MaRS O Pest lavncn study of MIV Mariboro June 95
MASQ (VS MIV Marizcro versus imported and Aug 85

Lucky Seriks CPT

Trade Marketing and Distribution

The requirement to achieve and mainrain MIV volume objectives within three months
of launch dictates that, at leass in the short to medium term, the primary physical
distribution responsibility will be with Vinataba Saigon. Indesd, their dominant market
positon, {50% S.0M.), and the complex, multi-layersd but influential wholesale
swucture i5 such that any prematre move into direct distribution would be ill advised.

We have 3 "window of opportuniry” whiie the market remains underdeveloped. Total
market volume, especially the iniemnational segment, will expand significantly as local
disposable incomes improve. Competitive pressures from both international and local
manufacturers will increase rapidly as marke knowledge and expertise is acquired.
Wholesale and retail trade channels will become more sophisticsted and discesning
with the latter channel increasing in size, voiume and influence. Further restrictions in

~}
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communications should be anticipated along with a potential tightening in market
zccess for “export” volume.

For these raasons wade marketing strategies should not be constrained by current
voiume restrictons placed upon local manufacuture. We must vigorously pursue

sirategies designed 10 achieve and sustain measurable competitive advamage.
Accordingly, total in market volume, irrespecuve of source, channel presencs
marketing, market intelligence and share of " the international segment should be the
primary measures of achievement,

Kev Issues

The identificadon, classifcation and management of the multi lavered wholesale
distribution systam.

The identification, ¢iassifcation, management and presencs marketing domingtion of
the underdeveioped and itinerant convenience channel (wiil require two stages):

1) Metropoiiizn Saigon and Hanoi and
2) Major provincial centres where demand cad be estabiished.
Tae identificzrion, clzssifcarion, management of the mumerizajly large Horesa channel,

Pragence marksiing domination of key merropoiitan Foraca outlews, {maior voiume
an

s
ne awarensss opporunity for legal producs).

Racrujtmen:, waining and Development, (ziways z key issue but paniculeriy so in
Yistnam).

2) Local ¥anufsctures

There are four stats owned factories, (Vinarada), and 2poroximateiy thirty independant
grovincial producers of various size. The four state Virataba factores dominate the
marke: and will precuce around 22 billion cigarenes in 1894, (73% share of domestic
manufacture and 59% of rowa! marker). The Saigon factory is by far the largest
azcounting for 509 of all domesdic wvoiume, (40% S5.0.M.).  Independamt
manufacturers generate around § billion cigarentes, (21.2%% of 5.0.M.) and generally
compete on price and passing offl. (refer SSS, 333 and other major brand clones).

In line with the "market forces” diractive the four state owned manufacturers have
bean encouraged by Government to compeie. To that end they have all established
National networks with the Saigon factory demonstrating most success, (volume up by
more than 16% in 94). BATCO's manufacturing agresment with the Saigon factery
together with RPM contract with THANG LONG and PMT's venrure with VINH HOI
are further expressions of this new competitive position,

9¢215910¢
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B) The "Vinataba Saigon" Wholesale Channel

Vinataba Saigon services the 43 provinces in Vietram through approximately 1000
wholesalers. These wholesalers, who must be licenced by Government, vary in size
from small rural operations to very influenciaj metropolitan based organisations,

During Oczober and November each year all wholesale customers must present to the
Saigon factory their volume requirements for the following year. Once evaivated and
approved contracts are entersd into commining each whoiesaler to 2 monthly volume
allocation, {by brand). Paymem 2nd receipt of these goods must be effected by the
20th of the menth in question and all transactions are on 2 cash before delivery basis.

It is from thase contrzcmuzi agresments thar the Saigon faciary base their production
pian which for zll intems and purposes is their business plan.

Wholesalers cannot purchase volume above or below the 2graed contraczual amount
withou, first obuaining wrinen permission. There are no volume relzied considerations
and the same ex factory price is appiied to all wholesalers large or small. Wholesalers
compete on price, {voiume and margin), or extend credit faciiities to atract and retain
business.

Most wholesalers, and Vinzrata Saigon for that marnter, own retail gutlers as well, thus
enioving the full benef: of what ars small rrads margins.

Przdug is then on sold through 2 seres of sub distibutors and it is at txis level thar
"imported produc” emars the wiclesale chzin, These st distributors. who are also
rezaiiers in their own right then suppiy either smaller sub disibutors or dirsc: to the
rezzii channel, (Kev presence marketing targets). It is not unusuaj for stock to pass
trrought thres or more "wholesale Javers” before 2aéing up i rezzii.

[r.dividual margins at each level are very difScuit to esiablish, (2 mysiery 1oVinataba 25
welll). However, marke: forces would appresr to result in reasonable consumer price
stadiiity with domestic manufaciurs. Gross margins, based on =x factory and consumer
pricing, are berwesn 4.5% and 5.3% depending upon the brand. Al this is in stark
contrast to "imported” pricing wherz wide flucmations were noted in consumer pricss,
{£3% from 10,000 1o 11,500). In addition rezal] margins on imporned product at the
sub distributors level were found to be berwesn 11% and 13%. To place that in
perspective sub dismibutors “claimed” 10 buy 555 at 9000 and sell at 10,000, (the ex
factory price of the Vinataba brand is 5700 with a general consumer prics of 6000 with
the margin shared within the many distribution layers!).

The entire system is passive, paternalistic, unfocussed, inefSciemt and oppormunistic by
nature. It is recognised that we can only achieve and maintain a competitive advantage
by controlling our own physical distribution. However, until we have acguired the
knowledge, skill and capabilicy we must take care not alienate the wholesale structure.
It is worth noting that Vinataba Saigon largely share our concems.

o
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C) Retail Channels

Twe separate chapneis have been identified namely convenience, which includes
itinerant strest hawkers, and Horeca  An eerdy Pilot audit undertaken in Jamuary
indicates that the retail universe is skewed 80% convenience. However, personal
observation together with Vinataba's confirmarion would indicate that the Horeza
channel is at Jeast equal numerically if not larger.

The convenience channel is underdeveloped both numericaily, (by product of recent
political and economic history) and in sophistication. Heavily dominated by strest
vendors 533 dismibution is of little concern. Product visability however, ouside the
central corvnercial districr where it is displayed openly is not good due to the
requirement in the those areas 10 conceal illegal produc:.

The immediate challenges within this trade channel will therefore be universe
identificaticn and classification, product visibility, (iegal product will assist), and poinz
of sales merzhandising. -

The Eorsazz channel wou[d appear to be numerically far larger, and because of the
dlegal narure of 353 ang the permarence associated with this channe!, distribution is

a0r existent

Immediata chalienges are therefore diszribution of legal product, universs idsaticzgon
znd classification, and presence markating dominztion of targst outles.

995 Trade Marketing Obiectives and Stratezies -

While inizai veiume targets dictare that we uiiiisa the Saigon Samory whoiesaie sys.em
‘oo wiich we can exer geographicai contrai), we can oriv achieve anZ maintzin a
Teasuratie sompetiuve advamtage if we conrsi our retail disudburon and pressnce
Tzrkerng asivities.

Obviousiy s will pe 2 progressive progrzmme within targer rerail channe:s and
Tarkets du: Sefore excioring opdons it is perhzzs helpful to review the magminids of
= ask im Somof us.

The idemifization and ciassification of the rezad yniverse.

The identifeazion and, classification and evaluztion of the curren: wholesale chain.

Physical disimbution and presence marketing in the numercally significant Horeea
¢hannel,

Presence marketing within convenience and key sub distributors, (the assumption
teing that distribution within these channels is not a problem).

10

BATCO CONFIDENTIAL - CATEGORY I MINNESOTA TOBACCO LITIGATION.

gs216910¢




Tae monitoring/evaluaticn of wholesale distribution coverage, pipeline duration and
stock condition.

The identification and impiementation of suitable recruitment training and development
programumes together with the procurement of associated equipment.

The identification, impiernentation and management of 2 suitable universe management
system.

These actvities will be carried out in Saigon, Hanoi and at least one other major
provincial center during 1995 and irrespective of which of the following options are
adopted will require to e funded.

1. BAT Viemam recruits, trains, develops and emplays its own trade marketing
structure.  Obviousiy this is the most preferred option as we would rewin direc:
control with all the benefits of focus and productiviry.

We encourage, incentivise or even fund the racruitment of suizable trade marketing
personnel through Virawmbe Saigon. BAT Vietnam would tain and develop and
sesk to manage.

i3

b

Identify and 2ppeir: a third party, (Incheape, SUTIL, exc) te undertake this activiny
on our behal? Indeed ssme limited formar aiong these lines wiil be required to, 2zt
least, zndertajke inizal Javnek merchandising.

The kev issue is therafors whether and to what exzan we view Vinziaba Saigon as our
leng term business parmer.

They have za-nperated cpasiy and have expressed kesn imreresy in our discibution
#2 transfer and assistancs 1o make the transition into a marke: sconomy.

n

Treir consumer markezing is stiil very basic and trade marketng suecture non existen:,
(20 represemiziives nadenmwide menaging wholeszsie and undenaking quasi ressarch
projecs;.

A= thjs mage everything is open 1o negodation, however, the exent and spesd with
wiich we can infuence them remains unknown,

The option of appointing and possidly funding a third party is discounted. We would
no: retain comtrol and it would most likely cost 23 much.

The favoured option, in the short term, is that BAT Vietnam set up their own structure
whith could/would in time be transferred 1o any furure expandec joint venmurs. It.is
recognised that this opton will have a significant impact upon BAT/Vietnam
compiiment and operating costs.

65$216910¢
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1998 Target Markets

The two major markets where significant consumer demand for interarional brands
have been identified as follows:

|3 HO CHI MINH (Saigon) - CAN THO -VUNG TRIANGLE
(=/- 10 miilion population and increasing)

[

HANQI - HAIPONG CORRIDOR
(=/- 7 million population)

Seconcary targer market identification is 2 95 objective but will most likeiy include
large provincial cenmes such as:

DA NANG
{~7- 2 miilion population)

Obvicusiy thers wiil be "pockers” of distibution and consumer demand in most
provincial arsas. however, the magnitude of the task in front of us in Saigon and Hanoi
will limiz acziviry during the first half of 95.

Re:zij universe 2nd channe! information is unavailzble, (ancther mystery 1o Vinaraba).
Zven aiowing for 2 innibiting influsnces of the currsar political and economic
envirenment it il be significant numericaily if not in quaiity. A comparison of
culrurally similzr Tarkets in cjose geographical proximity wouid indicate a reall outler
rer hesz:z of peruiation of berween one in 200 to ene in 400. The combinsd recail
uriverss within HznoiSaigon is thersfore conservatively estimated to be around
+5.00C outlers. Zewever it couid be significantly higher desending upon Horacs

A rough saicuiztcn pased upan SEI33 volume into Viemam would supper 2 universe
2ssurnption of at jsest this size:

Monzhiy voiweme - say 85 millions
HanolSzigen share - say 68 millions, (80%%;
Estimared rerad - say 40,000

. Average wesiy volume - 1700 cigarertes
per outle:

Tris is possible however it does suggest that either the universe is larger than
esumated or Hanoi/Saigon share of total business is oversated.
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D

Retail Universe 1dentification/Classificatian

As stated earfier we require to impiement immediately a programme of universe
identification, classification, evaluation. It is envisaged that 2 very simpie voiume
based evaluarion mode! #ill be utilised and while the method of identification is simple
it will require significan: IT resource and suppor.

Trade Marketing Activicy and Call Cveles

It is envisaged that Tzde marksung personne! will be engaged to undertake the
following 1asks:

1) Reszil universe idantiSeation

2} Presencs meskeung in both Convenience and Horeca channels
3) Presance mzricening in the kev sub distributors channel

4) Inital distibetien oflegal MIV within Horeca,

Ir is the 4th objective izt will have the greatest impast upon sumbers and progressive
universe expansion. Cument 533 is llegal and not stocked within this channel. It
remains ic be seen wﬂ-z ner consumer demand will ensure contimuity of distibution
folowing the i 2, Shouid we require 10 "manage” distriouton within this
chenne! on an ""'ﬂou*_ asls it witl have 3 major impact upon call gyeles and soucturs.
We have taksn L..c asump for. (pernans incorrectly), that consumer demand wiil
susiain districunion SHlcs '.."g eriod of consolidzuon.

Manoower Plannine

Manpower recuiremencs i3 iargelv hinge upon our reguirements t¢ conwrol physical
rezail distribution. As rreviousiy stared this would appear not 1o be a probiem within
convenience however Ecrecz may impast on manpower, obviously presence marketing
cail cyetes are much exzended compared 1o Distribution. (However, assuming that we
ars not tied 10 disrizuzon then the folowing cvcle planning assumptions are likely to
asply).

Assumption - Total Eanot’Saigon universe = 40,000.

Assumption - All cuders will require regular artention however 40% high quality
and 60% low quality call frequencies (16,000 + 24,000)

Assumption - Represenzatives will average berwesn 20 -25 calls per day.

Assumption - We wiil achieve 5-3 productive days per week.

13
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Assumption - A call cycle of oncs every two wesks for high quality calls and
once every 4 wesks for standard cails. (This is most likely to
be extended).

- The average T.M. temitory will be berween 350-440 calls (110 high
quality 220 standard qualiry}. _

- We couid need berween 90 10 120 representatives to service
40,000 qurlers,

The limitng faciors that wili inisizily inhibit universe expansion will be our abiliry 10
recruit, train and deveiop =guip and possible fund the T.M. division. Assuming our
programme can artract and handle 10 to 15 peopie per month thus our universe would
daveiop as foitows:

Universe Caicuiated Universe Calculated
@ 10 additional peogpie @ 15 addisional peopie
per month and an averzge  per month and an averags

Territory size of 350 Territory size of 400
People Universe Peonle Universe
Novamber 1962 ic 3,500 13 6,000
Decemper 1982 2¢ 7,0CC 30 12,0C0
January 1995 30 10,500 43 18,000
Tebruary 1962 40 12,000 &5 24,000
Mareh {683 b1 17,50C 5 30,000
A-ri |03 &0 ~1.000 8 36,00C
May 1993 70 4,500 i04Q 40,000
June 1993 80 28.00C
Juiv 1995 90 31.500
Augus: 1992 100 35,300
Sertember 1993 1i¢ 38,500
Qctober 1995 114 39,900

Assuming thar the universe and the recruitment, TED programme is as planned, (it
won't be) we will be int a position at the end of the frst quarter to meaningfully project
manpower needs. Full call cycles will have besn established and a retail universe of
some substances will have hesn astablished.

Graham Robertson

18 September 1994

Gr:ip
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