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RIMS President Carolyn Snow will explore risk management
strategies to effectively enhance an organization’s ability to

maintain consumer trust in the face of increasing threats.

Thank you so much for having me here today. It is an absolute
honor to serve as RIMS 60th president, to represent the Society
here in Japan and to speak to you about reputational risk, a topic
that I find extremely fascinating and that has become a top

concern for board directors around the world.
SNOW Introduction

Before I get started, I wanted to introduce myself and provide you
with some background on me and share my views on the future of

the profession.

I am the 2014 President of RIMS and the Director of Risk
Management for Humana. Humana is a Fortune 100 company
headquartered in Louisville, Kentucky that markets and
administers health insurance to more than 11 million customers
in the United States. We have approximately 50,000 employees
worldwide, a market cap of over 13 billion U.S. dollars and about
$40 billion in revenue. As a company we are greatly invested in
promoting health and wellness and one of our goals is to help

people achieve lifelong wellbeing.

I began my career as an underwriter which is often a typical
career path for many risk professionals. After spending time in
company marketing and underwriting management, I switched
to the brokerage side of the business as Vice President of

Marketing for Aon Risk Services.

There are many similarities among the three disciplines. Much
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like risk professionals, marketing executives and underwriters
must also have a deep understanding of all facets of the business,
they must understand and apply the organization’s vision,
mission and strategic goals in everything they do. It was a great

experience and an incredible segue into my current role.

I started at Humana 14 years ago as Insurance Program Manager,
was later promoted to Director and then about two years ago, we
reorganized our department and I took over as the director of the

entire risk management area.

A large part of what of I do is centered on the organization’s
corporate insurance programs. In addition, I am responsible
for operational and clinical risk management as we own several
physicians groups, urgent care clinics and other health care
facilities, except hospitals. We are concerned with managing
clinical risks, specifically those exposures that impact our
practicing doctors and nurses, the security of our patients’

information and even property management.

We work closely with IT Security, Internal Audit, Global Security,
Employee Health and Safety, Human Resources and our legal
areas. We review all corporate communications, review leases
and work with our purchasing department to review other

contracts.
PRESIDENTIAL THEMES

Having the opportunity to work on all sides of the risk and
insurance dynamic, I wanted to create goals for my presidency

that address the evolution of the profession.

With clarity, precision and intensity, my goal is to set an agenda
for this Society that will propel it through the year 2020 and
beyond.

To do this, we will continue our focus on tomorrow’s leaders,
exploring and pursuing global opportunities and the continued
development of RIMS’ collective body of knowledge and

expertise.
TOPIC INTRODUCTION

Even as our profession changes, the potential damage that can
be incurred by the fall of a company’s reputation remains a top
risk concern that requires constant management and attention in

order to sustain organizational performance.

Corporate reputation can have a direct impact on the bottom line.
Companies with positive reputations attract more consumer and
stockholder interest and frequently see their market share improve,

while those on the other end of the spectrum may quickly find that
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their days in the marketplace are numbered. As a result, gauging
reputation and figuring out ways to improve it have become a

priority for many companies as they strive for future success.

Although the public had grown increasingly disillusioned with
big business in general as the economy faltered, many companies
have still been able to see their reputations improve and their

businesses thrive.

Considering the level of success it has achieved, it is little surprise,
then, that Amazon.com and Apple have the best reputation among
the U.S. public. And, this is according to Harris Interactive’s

annual brand reputation poll.

The poll measures the reputations of the 60 most visible
companies in the U.S. along six dimensions: social responsibility,
emotional appeal, products and services, vision and leadership,

financial performance, and workplace environment.

Amazon and Apple’s top position led a strong showing for the
consumer technology and retail sectors in general, which have
increasingly been valued by consumers for their perceived strong
leadership and ability to be innovative, often across multiple
business areas. The Walt Disney Company, Google, Johnson &
Johnson and The Coca-Cola Company completed the top six all
with scores above 80, which ranks them all as “excellent” on this

particular scale.

Even though it’s nearly six years later, it is probably not a surprise
that the damage caused by the economic downturn continues
to hurt the reputation of financial companies and those in the

banking sector.

Firms such as AIG, Goldman Sachs, Bank of America, JPMorgan
Chase, Citigroup and Wells Fargo dominated the bottom 10. The
bottom two firms — AIG and Goldman Sachs — each received
reputation scores of below 50, a level that Harris considers to be
critical for a company’s future prospects. The company has only
recorded 12 sub-50 scores in the poll’s history and the majority
of these, including Enron, WorldCom, Adelphia and Global

Crossing, no longer exist.

What this poll reinforces is the importance of reputation
management. AIG is the common example. While the company’s
financial services practices faltered in 2008 and 2009, the entire
organization including its insurance services practices continue
to experience the backlash of its damaged reputation. And, in
spite of AIG’s success in paying back all of its debts with interest,

the blemish on its reputation still remains significant.
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I want to emphasize that AIG continues to be a good business
partner of Humana and good partner for RIMS. I believe this is
because we are informed consumers and understood the situation

where the general public might not.

It doesn’t even have to be your organization that is at fault, a
recent article in RIMS’ Risk Management magazine highlighted
yet another example of how complex reputation management

can be.

Greenpeace, an environmental advocacy association in the United
States, was outraged that a palm oil manufacturer threatened the
habitat of orangutans in Indonesia. The activists decided not to
go after the small, unknown manufacturer but instead attacked

Nestle, a much larger company that used palm oil in its products.

Nestle may not have done anything wrong directly but because
they were associated with a supplier that did and because their
higher profile would give the protest more attention, Nestle

became the target and suffered the consequences.

The examples are endless. In fact, rarely does a day go by without
a news report citing events that may have tangible impacts to the

reputation of an organization, industry or country.

Board directors in privately held, publicly traded companies
and in nonprofit organizations understand the immense impact
reputation has on the future of their entities. They now realize
that the organization’s operations are often the driving force
behind corporate reputation but, collectively, have yet to figure

out just the best way it should be managed.

This uncertainty on how to manage reputation has led many

board directors to ask: “Just how worried should we be?”

THE CHALLENGE

Before we move forward and get to ways to “Protect and Advance
Corporate Reputation” we have to address the challenges

involved.

Each organization is different but, in general, there are four main
challenges that executives face when managing reputational
risks.
1. Lack of clarity and consensus surrounding the definition. I
will get into this shortly, but brand, image and other similar
words are typically used interchangeably. This is incorrect

and creates confusion.
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2. There is a tremendous amount of uncertainty surrounding
the factors or dimensions that influence an organization’s
reputation and, in some cases, that influencer could be issue
specific;

3. Different people within the organization can all have varying
perspectives on reputation and the key factors that support it;

4. Finally, the ability to measure an organization’s reputation
can be problematic.Despite all the research, it is still difficult
to accurately determine where your organization actually

ranks pre- and post-event.
DEFINING OBJECTIVES

So, how does a risk professional begin the reputation risk

management process?

The foundational step in developing a risk program is to ensure
that everyone’s definition of risk, risk management and other

common terms are the same.

The same holds true for managing reputation especially because
so many players within an organization have responsibilities tied

to its success.

RIMS has researched the meanings of Organization Identity,
Image and Reputation, and offers these descriptions to help our

members differentiate them for their organizations.

©When businesses talk about Organizational Identity they are
referring to who or what do they believe they are.

© Organizational Image can be described as: who or what do
they want others to think they are.

® And, then there is Corporate Reputation which represents:

what they are seen to be.

I also wanted to add in here the definition of brand, because I

think it can be confused in this conversation.

Brand should be defined as a distinguishing symbol, mark,
logo, name, word, sentence or a combination of these items that
companies use to distinguish their product from others in the

market.

In RIMS’ recent Executive Report “Understanding Reputational
Risk” we define both Reputation and Reputational Risk.

Reputation is an intangible, dynamic asset that reflects
stakeholder perceptions of institutional or management
credibility, competence and legitimacy in an organization, process

or product.

13



b ra &k 1

eynote Sheech 2014

o XL

AEMEERAEZTL55, MFLIIEHTT. dizid.
ZLThRIZOMBZIENZFIEHENRTVEDOH,
5T ETY,

HDDHFIZT I A E2E~ A4 F ADWRIEN ) 2 7127
D2ET. 7I9ADNM, 2FN I ENH L LITA
BTENDRBLEDOT, SNBEELRRL Y bTT, T2
JHEFERWRER 2 20 TR SN DD TY,

[AFEU X7 ] L - AHROENICL->THI &R X
n-HokgE, FUE, GHili. T8 207 R/ EEEOZ L
T, MR O & SERE. BRI R TG EY. BRI IR 4
CH LW HMCHY 2 EBE L7256 TdDTT,

REER

JGE, JRGEY X 7. ZOMDHFEDHBEN DT R TD R
F—r RNV —ORMTHA SR, BFEY 27 OB
WEET ATy IANEREBLIENFTE TS, MICHBR
EBD., HMBEOPICEAEOMFEEMERFL TV ) AT
DEELERICIOVTOREN BTNz b 0%
QWwEd, Lo THGFY A7 ZHET 2R T
AT—=0RANT—DORRERY AL ehEGEnEd. &
ATF—=7 AFNFT =72 HIMEICEBR LT ETH, 22D
A TT,

AT—=7 FNVT—=ZUTDOLI B ANI2BTT:

oMk, fiER. REVPURT IEERDII =T A
o BB & 3k

CERLAFAT

oHET LEK

o AR =1 F—

o ¥t B

BRI MR, REDPMRTIHBEROIIL=T 4
WFES % O 5 MR R KR ORS, W -
KW REIHRFT 208D, &2TOY A7 2T HRE).
Z L TREDO LN 2 EWTETY .

BN T & LB 5 0384, Bl 2K, 3%
BT St 2 YT 8T T2y ShHDAT—2
RNF—IZloTHRELDIZ, WBRBUADOLFE2/H 572
DO EYIVE B OVEE . HE 0L Bl 2 WIRE PR3 B RED.

14 |UZDRIFINTOOAY 2014 March

Essentially, reputation is trust. How trusted are you? How

trustworthy is your organization?

One’s reputation can present both positive and negative strategic
risks.

That’s important to note because often times the positive
opportunities involved with reputation are forgotten. Also,

reputation is something that is built over time.

Reputational Risk can be defined as the uncertainty related
to those internally and externally generated events, issues,
perceptions and actions that could materially enhance or
detract, either incrementally or abruptly, from the value of an
organization’s assets including performance,

core business practices, and management decisions within and

outside of the organization.
INFLUENCERS

Once the definition of reputation, reputational risk and other
related terms are understood by all stakeholders within the
organizations, you are now ready to take the next step in
identifying the influencers of reputational risk.

As I mentioned earlier, there are many within the organization
who impact and have an opinion on the factors that are most
critical to sustaining the company’s reputation. Therefore,
identifying reputational risks must encompass key stakeholders
expectations. The stakeholders are all interconnected but,
depending on the individual organization, the weight of their

influence may vary.

The list of stakeholders can include:
© Shareholders, creditor and the investment community the
company engages with;
®Regulators and legislators;
oIndustry and media;
©Consumers and clients;
®External partners; and

© Company associates and employees.

For shareholders, creditors and the investment community, the
expectations may focus on strong governance, the opportunity for
steady growth, the ability of the company or entity to maintain
its financial or operational integrity, a demonstrated ability to

manage all risks, and the company’s overall transparency.

For regulators and legislators, the expectations lie with the company
or entity’s ability to comply with laws, regulations, contracts and
operational policies. Also, important to these stakeholders will be

the company’s ability to garner and hold community and political
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support; like transparency, the ability to clearly disclose the nature,
focus and metrics of their operations; and also to demonstrate an

understanding of the company’s risk profile.

For the industry or media stakeholders they will focus on
consistent industry or competitor practices; the innovation
potential of an organization; and the openness of a company to
deliver consistent messaging.

For consumers and clients, the reputational emphasis may be on the
availability of quality and reliable products and services; pricing that
is justified and aligned with the competition; the company’s ability
to protect the personal information of its consumers, especially
where financial or medical transactions are involved. This group
would also place heavy emphasis on community engagement. The
more engaged your organization is with the community, the greater

the exposure there is for positive or negative reputational risks.

External partners would focus on qualities similar to clients and
consumers but they might also include reliable supply chains and

distribution channels, as well as other ethical matters.

And, finally, with the company associates or employees,
reputation expectations are strongly tied to those of their
leadership including set values and objectives. In all of our jobs
we expect equal opportunities, honest communications and, what
has become more prevalent in most successful organizations, a

commitment to initiatives that foster employee engagement.

Now, most of us have been exposed to a wide variety of models,
tools and surveys that were developed and marketed to help our

organizations understand the key dimensions of their reputation.

I won'’t list them all but dimensions of reputation can include:
®Products and services
©®Workplace environment
®Governance
e External Partners
®Leadership
oIndustry & Media

These are dimensions that most organizations would include in

their reputation risk assessment.

Countless associations and academics have tried to measure
reputation across a variety of these elements to build indices that can
be used to begin to assess or compare the reputational strength or

quality of a company against an individual or group of competitors.

But, reputation is really a dynamic asset where the organization’s
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ability to quickly and accurately identify sources of reputational
advantage or damage, assess negative or positive consequences of
actions or perceptions, and implement a meaningful solution can

be extremely difficult.

Without question, though, understanding both the dimensions
and the impact speed of reputational risk is essential and part
of the process that informs the building, maintaining and,
where needed, repairing activities to nurture and defend the

organization’s reputation.

This whole notion of speed is important factor too, especially
when developing the management process. It takes a long time
to build a reputation, but as we’ve seen in the financial industry,
healthcare and in energy, losing that reputation can happen

overnight.

I would imagine most of you in the room are familiar with the

story of Enron and Arthur Andersen.

In 2001, Enron was considered by many to be one of the most
innovative companies in America. The energy company posted
a 57% increase in sales between 1996 and 2000. And, at its peak,
the company controlled more than 25% of the consumer energy-

trading market.

But, questions started to arise about Enron’s financials. Their
earnings didn’t make sense to analysts and rumors started to
circulate. As rumors started to garner the attention of mainstream
media and regulators, officials at Arthur Andersen LLP, Enron’s

accounting firm of record, began destroying documents.

In November 2001, Enron revised its financials from the previous
five years and it actually showed over $500 million in losses. By
this time, it was too late and the fate of both Enron and Arthur

Andersen was determined. Both are no longer in existence today.

Now, one could argue that the crimes these two companies
committed were the reason for their demise. But, sadly, many
companies have engaged in unethical conduct, have broken laws
and have wronged customers but still operate today. The damage
incurred to the reputation of Enron and Arthur Andersen was
insurmountable and forced these two entities to shut their doors

almost immediately following the discovery of their malpractice.

INDICATORS

The cases of Enron and Arthur Andersen are extremes. Before you

get to that breaking point, there will always be indicators to alert
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you to potential changes in our own organization’s reputational

standing. The trick is, knowing what to look for.

Indicators in the innovation area might include, analysts ratings,
monitoring consumer attitude, the tone of media coverage, the
acceptance of new products and services, the number of product

or new service launches or industry awards and honors.

When dealing with governance, the information you need might
be more available and visible than you realize. Monitoring Bond/
Credit ratings coming from Fitch, Moody’s or Standard & Poor’s

can be key indicators there.

I think what youre going to see with the ratings agencies, in light
of the economic conditions we recently experienced, the notion of
reputation will eventually be quantified and will be built into the

credit ratings of an organization.

And, performance, which tends to focus on whether or not
a company is resilient and sustainable, or if it delivers better
financial results than expected or shows the potential for growth.
These indicators tend to focus on common market share, margins,

sales, and other regularly published financial metrics.
WHO SHOULD MANAGE REPUTATION RISK?

With indicators identified, how and who should monitor them?

Who should manage reputation risks?

Organizations that are most successful at managing reputational
risk understand that no single individual or department can do it
alone.

I can’t emphasize this enough, but collaboration across the
enterprise is critical to effectively managing reputational

dimensions, key influencers and monitoring indicators.

Building reputation, advancing reputation and repairing it when
needed, should flow through an organization beginning at the
top, with Leadership, the Board, CEO and senior management

team would all fall into this grouping.

Individual Business Units will play a key role in managing
reputational risk as their operations are responsible for the
products and services delivered directly to consumers and

external partners.

And, of course, Marketing and Communications are responsible
for messaging, positioning and awareness building activities.

This business function can significantly impact product or
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brand survival, or optimize the organization’s digital or social
media presence and engagement. Their contribution has become

essential for sustaining a competitive advantage today.

Social Media has become a huge concern for organizations in
regards to protecting their reputation. How do you control your
employees’ social media presence? How do you effectively project
your corporate image? And, how do you respond to your critics

via this communication channel?

In 2012, McDonalds chose a very proactive approach to managing

their reputation using social media.

Partly because of the company’s enormous success, McDonald’s
business practices and food standards are constantly being
challenged.

Myths and misconceptions about how their food is prepared,
where it comes from, its lack of nutritional value and the welfare

of its employees continue to circulate on the internet.

Probably with full awareness that the company could not address
and discredit every false accusation, McDonalds launched a

marketing program that centered on transparency.

The McDonalds’ “Our Food. Your Questions.” initiative
featured a YouTube video directing visitors to a website where
they could submit those conspiracy theories and other questions
they might have about the fast-food chain through Twitter or
Facebook.

The moment the program was launched the website was
inundated with questions. Those questions addressed everything
from food additives to tougher questions like “How is it that a
McDonald’s burger does not rot?” or does McDonalds use real

eggs in its breakfast sandwiches?

By April 2013, the organization had answered approximately 20,000

questions and the website received more than two million hits.

McDonalds approach to reputation management might not
work for your organization but, speaking from my own personal
perspective, there is something to be said about McDonalds’
honesty and transparency. And, I think ultimately that is what
consumers are looking for from their preferred retailers or the

businesses they partner with.

And, although I admittedly am not a social media expert, it’s
my opinion that social media is a tremendous asset to deliver

important and honest messaging, in a very immediate way to your



WCRIETAIZTEES LY=L RuEd,

—HTI=YXN » AF4 T 3D % - OMKR O JIGE 2 grig
FTHEHRTFERICOR) T3, LA THEROBIHI %
ET5I)ATRLTHEHETELVWEELDTY,

BFEVA7BMALLI=6DH?

V=2 A4 T IFHERO BT B0 R E
o, ZOFEHBITDbNUONEHICLS>THEETT, €02
EiF [HEEY ZA 27 3 L72d DD, ZOMOEEY
A7 #)EL BB TE LD o72720 DR RE LTHEE %
5 (B L) VAZBO»? JL 0w BRICO LAY 3,

JAEEY 27 % EoMEPLRTH, ERPHO TEMRS
. WM ERETHY, EHERBIN RS2 ET S
DTHAHIEITEBILVTLE),

WMFEDOLZMNE., WBE5 2 EE, EERIIOVT
TR LTEF L228 A2 ST 5113 uime T 7
U‘—‘?‘ﬁi‘{/)%‘,@yé—o

CCTBRETLIDIE RIMSOLZEY 54 THEHIC
PIMEI N TV AT, Kby iR YMCA A3 EGE
A7 EDIHIEBR LTV 2 MiFLL 72D TY,

COBHATIIAGE) 27 0B, WEEICZED LS
ZUEE REERYPDH Y Dz ORBEOMIE R E Y A A
EFNVEEITLEERRREENEEDBALEA L Lo
EHEICED LD BRERICOLRY 25002 BRT S
LERNO—HLLTVET,

RIMS O 5 EHOER Z L IEW IR R D B> 72 JWFF O

GO Z VL 22HIFTnE T, Thbid:

O ANIELRREB L+ 74— F 3y 7 Bk

oK. K. BREE MR L~

oNNWHE. BhA. X2V T4, MB AR EIZERLZEN
DA

CHRE RN T F = VARSIV T, AT RV —
LR, BV vaz vy, TV RRMERED DT
DD ZF DD~ DPEE

e ZLTHURLENS, MELRGREMROTFMZ EDTE
T,

WEICH ) —D, IR X RO OOFHZHEL
TBLEFTIEIWTEFRA, TOFTMIZEERAT—27F
W=7z HI@HM L. EMCERERER ) A

Z O FE RIS D FHWN A — B 7 PR B OWEA R 512

clients and future clients.

But, social media opens up new opportunities for attacks on your
reputation so it cannot be overlooked when developing an internal

regulation policy.
IS REPUTATION A STAND ALONE RISK?

So, managing social media use is on all of our radars because we
realize the impact it can have on organization’s reputation. That
sparks this debate: is reputation a category of risk on its own or is
it more of a consequence of the failure to adequately recognize or

address one or more core risks?

Whichever way you view reputational risk, most of you will
probably agree that reputation is a highly valued, and strategic
asset that, like other critical assets, deserves attention and active

management.

The various reputation dimensions, influencers and drivers
we touched on earlier, suggest that having a broad approach to

managing reputational risk is necessary.

I pulled a framework from the RIMS Executive Report that
illustrates, in a simple way, how the YMCA of Greater Toronto

manages reputational risk.

This framework suggests that the process of managing
reputational risk starts with understanding the dimensions and
drivers of reputation, and the potential consequences of not
effectively addressing or leveraging the key drivers tied to your

organization’s strategy or business model.

The authors of RIMS’ report offered some quick examples of
reputation management activities that have proven to be highly
effective. They include:
® investing in fair workplace practices and robust feedback
mechanisms;
© investing in processes like policy, training, talent management;
edriving innovation with a focus on quality, safety, security and
ethics;
® investing in robust performance monitoring, stakeholder
relations, positioning and other strategies to strengthen brand
awareness; and

® of course, having solid crisis management protocols in place.
I’d like to add to that last one. It is not enough to just have a crisis
plan in place. The plan needs to be circulated to key stakeholders

and updated periodically.

And, part of that crisis plan could include the implementation of
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commercial coverages or even a captive.

Some brokers actually offer products specifically designed to

cover losses during a reputation crisis.

For example, let’s go back to that scenario of Nestle and its
engagement with an unethical supplier. If Nestle had decided to
end its relationship with that supplier and stop production until
a new palm oil manufacturer was identified, losses during that
transition period could potentially be covered under a business

disruption type of policy.

Captives also provide insurance cover to protect organizations
from financial losses due to a crisis, and have done so for years.
In fact, some captives can specifically cover reputational risk

damages.

An insurance program, whether it involves the use of a captive
or not, can be complex because quantifying the value lost due to
reputational damage or poor communications might seem too

difficult to calculate.

Within our risk management programs, most of us are already
engaging in scenario planning and have an idea of the scale,
scope and speed of their risks and how they will impact the

organization.

With that information, the calculations needed to design a risk
financing program that covers reputation damage will be easier
to create, making it a valuable piece to your crisis response plan.
Additionally, with a captive, business directors can feel a little bit
more secure knowing that the process for recouping insurance

has already been outlined.

I would just emphasize that risk financing is a way to cope with
reputation damage or protect the future of the organization not
a way to protect reputation itself. It can be a great backstop and
should be considered in organizations’ crisis strategies as merely a

tool to get the organization back up and running post-event.

THE ROLE OF THE RISK PROFESSIONAL

Risk financing programs are typically responsibilities of the
organization’s risk practitioner. But, there are a lot of moving
parts when talking about reputation management. So, the role
the risk professional in managing reputation risks must be clearly
defined.

An engaged, risk professional with a strategic view of risk

can bring a lot of value to the table. He or she can help
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drive discussions and facilitate the implementation of a risk

management framework.

Practitioners that are successful in advancing risk management
strategy within their organizations tend to possess some key
competencies, that Anette Mikes in a recent Harvard Business
Review article describes as essential to gain influence in an

organization.

The four competencies were:

oTrailblazing... the ability to find new ways or opportunities to
use your risk management expertise to create value;

® The ability to Translate... or more effectively deliver
information to senior management and strengthen their
understanding of complex risks like reputational risk;

® Toolmaking... being able to design, develop and deploy
various tools that build risk management capabilities within
your organization;

© And finally... Teamwork... I said it before, you can’t do this
work alone. The success of your risk management program
hinges on the engagement of your leadership and department
managers. Their input is a vital component to managing all

risks, not just reputation.
CONCLUSION

Still many questions remain about the most effective risk
management strategy to address corporate reputation. And, I
think the biggest challenge risk professionals face, is quantifying

the value of their organization’s reputation.

But, if you approach losses due to reputation damage as a
consequence of failing to address a core risk, then you will have a
more defined starting point when you initiate the development of

the organization’s reputation risk response plan.

I hope my remarks today highlighted the challenges we face
and provided some insight on the initial steps risk professionals
can take to better understand reputational risk, as well as the
opportunities available to more efficiently protect and advance

your organization’s corporate reputation.

RIMS continues to produce outstanding reports and surveys
on topics like reputational risk, enterprise and strategic risk
management, cyber risk and many other of the most pressing
issues facing today’s risk professional. I urge you all to visit our

Risk Knowledge Library located on our website: www.RIMS.org.

Once again, I would like to thank you for inviting me here and
wish you all continued success in 2014 and beyond.

Thank you.
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