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Simplifying 
Strategy 

And  
Execution 

by 
Remacue CEO 

Ian Berry 

Strategy is the simplest, most effective and efficient, 
good for people and planet way to move from where 
we are to where we want to be. 
 
Tactics are the essential actions we must take to 
execute our strategy. 

Where are you going? 
 
“If you don’t know where you’re going, 
You’ll end up somewhere else. 
Yogi Berra 

I am surprised at the number of business leaders who don’t know where they 
are going.  I am not surprised at their surprise when they end up somewhere 
they don’t want to be. 
 
From the past 17 years of working up close and personal with business 
leaders and those they wish would follow them, I have concluded that part of 
the challenge, and therefore opportunity, lies in most people’s cynicism and 
skepticism concerning vision, mission and values. 
 
Almost 9 years ago today I was waiting in the foyer of one of my clients 
premises with a tingle of expectation. I  had been called in to receive a signed 
and framed copy of the vision, mission, and values statement I had assisted 
the executive team to create, and which hung ostentatiously on the wall above 
where I sat. 
 
Two female employees walked past me and as one glanced at the sign she 
said.  “What a bunch of crap that is.”  I was born curious and so I followed the 
two down the hallway and at an appropriate time asked.  “I couldn’t help but 
hear what you said about the vision, mission, and values sign in the foyer, 
what did you mean?  She said “Well some consultant got paid a fortune to 
create that with our managers, and no one around here believes a word of it 
because not one of the managers is ever going to do what it says.”  I said “I 
was the consultant.”  The other woman said “You should be ashamed of 
yourself.”  I was ashamed.  And I made a vow to never do what I did ever 
again.  I haven’t and it has changed me forever. 
 
What hangs on your foyer wall?  What are the words of your strategic 
plan? Do you live them?  I beg of you if you don't please take them off 
the wall today and burn your plan because it is doing you what could 
even be permanent damage. 
 
The insight these two wonderful women gave me also presented me with a 
problem.  My core business then was helping executives to create vision, 
mission, and value statements, and associated strategic plans!  I was forced 
into re-inventing my business.  I still work with executive teams concerning 
vision, mission and values (not words I use anymore) and strategy (see back 
page for details), however I am very particular about what happens before and 
after my work.   
 
This special report is a snapshot of the 7 big lessons I began to learn (I’ve still 
got my L plates on) about strategy and execution on that turning point day 9 
years ago.   
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living  the written 

words of your 
vision, mission, 

and  values, 
get rid of the words 

today! 
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Lesson one:  all stakeholders are important 
 
The following diagram illustrates the main stakeholders of most organisations. 
 

All stakeholders 
are  important 

Community Planet Suppliers Performance 
Partners 

Directors LeaderManagers™ Employees Customers 

Shareholders Governments NGO’s 
Strategic 
Alliances 

In most countries company directors have a fiduciary responsibility to 
shareholders. This will change in time because the reality of business is that 
we live in an age (it’s not going to change) where all stakeholders have needs 
and wants satisfied and unless we deliver these to all, we will soon be out of 
business. 
 
Regardless of our products and / or services we are all in the same business; 
the delivery of the value to all stakeholders that they demand, desire, and feel 
they deserve. 
 
The first step in determining the strategy to move your business from 
where it is to where you want it to be, is to know intimately the value all 
your stakeholders demand, desire, and feel they deserve. 
 
If you don’t know find out quick! Surviving in your business let alone thriving 
depends on this. 
 
I am often asked what is the easiest way to find out what stakeholders want? 
My answer annoys some people.  Ask them! 
 
There are numerous ways to ask.  If you would like advice on this please 
contact me. 
 
The next step is to understand how fully your stakeholders are engaged 
with you. 
 
Again there are numerous ways to find out.  I highly recommend engaging 
professionals to help you.  There are a number of folk in our Remacue 
community who have the expertise.  Contact me and we can discuss the 
specifics of your organisation and I will then provide you with some 
recommendations including if appropriate experts who are not apart of our 
community. 
 
Knowing intimately the value all your stakeholders demand, desire, and 
feel they deserve, and how fully they are engaged with you is essential 
information.  Without it any strategy you decide on is flawed. 

Know  intimately 
the value all your 

stakeholders 
demand, 
desire, 

and  fell they deserve 

How  fully are your 
stakeholders 

engaged with you? 



 

© Remacue 2006—2007 © Remacue 2006—2007 

A few words about some stakeholders referred to in the diagram above. 
 
NGO’s or non government organisations wield tremendous influence around 
the world, arguably more so than governments.  Greenpeace and Amnesty 
International are perhaps the most well known NGO’s.  The last time I checked 
Google there were more than 30000 NGO’s listed.  Many are involved in unique 
arrangements with business.  Which NGO’s should you have a relationship 
with?  And do you? 
 
Strategic alliances are relationships we have with people external to our 
business that further the cause of our business and theirs.  Do you have the 
right strategic alliances with the right people for you and your business? 
 
Performance partners are people external to your business who work with you 
to help you perform at your best.  They are people like me!  We help you 
discover what you don’t know and therefore should be integral to your 
business. 
 
Planet.  What we do affects our planet and therefore she is a stakeholder.  
Unless we do a whole lot better in this area the costs for business are likely to 
send many people broke.  Could you do better! 
 
Community.  We cannot run a remarkable business without working with the 
various community groups within and beyond our operating areas.  Giants such 
as Woolworths have discovered this to their detriment of recent times.  Could 
you have better relationships with community groups who effect and are 
affected by your business? 
 
 
Lesson two: strategy is very tough if not impossible to 
execute without congruency and alignment concerning 
possibility, purpose, and principles 
 
I learnt from Tom Peters the awesome power of management by wandering 
around (WBWA), so when I begin a remarkability review of organisations I 
begin by wandering around and in casual conversations with people I soon find 
out feelings about vision, mission and values, or as I prefer to call them 
possibility, purpose, and principles. 
 
Recently I shocked a new client when he asked me what I thought of the words 
that described his values.  I said “I’ve seen them before.”  “Where!” “The mafia.” 
 
If there is even a hint of cynicism or skepticism at your workplace about vision, 
mission, or values, or any negative association with them, then decide on 
different words as I have possibility (vision), purpose (mission), and 
principles (values). 
 
I like the word possibility because it is in sync with what I see as a key aspect 
of quantum physics, namely we live in a world that is a field of infinite 
possibilities.  Whatever word you choose ensure it is one stakeholders will buy 
into, assuming that is you intend to live your words. 
 
Fellow Remacue Director Paul Bridle and I wrote about purpose and 
principles in the previous issue of Best Practice for Building Your Best 
Business.  Download the report here if you are a new subscriber or you wish to 
re-read it.  Purpose is powerful because it suggests for me our reason for being 
beyond profit, the why of where we are going, and therefore acts like a magnet 
that draws people who are aligned with you, to you.  Principles for me is a 
stronger term for representing what we stand for than values. 

Do you have the  
best possible  
relationships  

you can have with all 
your stakeholders? 

Forget successful 
execution of your 
strategy  if  there 
is  no  congruency 
and  alignment  of 

possibility, 
purpose, 

and  principles 
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“Success 
depends on 

where  intention  is.” 
Gita Bellin 
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Whatever words you use to describe where you are going, why you’re 
going there, and what you stand for, they must capture intent, for as Gita 
Bellin has so wonderfully put it “success depends on where intention 
is.” 
 
So why are you in business?  What is your intent?  It is not to make a profit.  
Profit is a result of being good at business not a reason for being in business. 
 
The more compelling your intent, the easier it will be to attract the like-minded  
employees you must if you want to be remarkable. 
 
Do you know your big reason for being in business? 
 
Can you articulate it in a sentence or two? 
 
Does what you say inspire?  And is it real? 
 
How many of your current employees are aligned with your big reason for 
being in business.  If you can’t persuade those who aren’t, let them go, soon.  
They don’t belong.  It is not that these folk aren’t nice people, they just don’t fit 
at your workplace.  They need the opportunity to find their place (everyone 
has a place) elsewhere. 
 
Before you hire a new employee do you establish beyond reasonable 
doubt the person’s congruency and alignment with where you are going 
(possibility, vision, or whatever), why you’re going there (purpose, 
mission, or whatever), and what you stand for (principles, values, or 
whatever)? 
 
If you don’t, expect disaster.  Lose 10 employees a year on a salary of $40000 
and you will be faced on average with expenses for the next 18 months of 
$600,000 you won’t recover.  Can you afford that?  You can avoid 90% of this 
and much of the associated pain by resolving (no matter how desperate you 
may get) to never hiring anyone who is not aligned with where you are going, 
why you’re going there, and what you stand for. 
 
Get crystal clear on where you are going, why you’re going there, and what 
you stand for; don’t hire or keep employed anyone who is not congruent and 
aligned with these; and you will have begun the amazing journey to becoming 
remarkable in business. 
 
 
Lesson three: strategic intuition precedes strategic 
thinking 
 
Intuition is a human gift.  As a general rule most women have developed the 
gift more than most men.  The great business leaders I meet have a gut feel, 
an inner knowing, a sixth sense, about how best to get where they are going 
within the context of where the world is going. 
 
Do your board members or directors have a feel for the modern world 
and where we are going as a civilization?  Do they have a feel for what all 
your stakeholders demand, desire, feel they deserve, and how best to 
deliver?  If you are a board member or director do you? 
 
If I answered no to these questions in my organisation I would quickly begin to 
plan and execute my exit strategy.  Sadly many board members and directors 
I have observed haven’t got a clue about where the world is going. 

Strategic  Intuition. 
Do your board 
members and  

directors have a 
real feel for where 
the world  is  going? 

Let go anyone who 
is  not aligned with 

where you are going, 
what you  stand  for, 
and  your big  reason 
for being  in business 

Never employ 
anyone  not  aligned 
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The easiest way to get a feel for the most appropriate strategy to get where 
you’re going is to spend time with stakeholders particularly the key deliverers 
of value to stakeholders, employees, and the greatest receivers of value, 
customers.  Ask them if where you think you’re going is a place they would be 
happy to go there with you.  It is not rocket science to work out that if they 
wouldn’t be happy, why we would you want to be headed of in that direction!  
 
If you accept lesson one of this special report then you are already planning 
on speaking with your stakeholders and asking them a few key questions, 
right?  
 
Remarkable board members, directors, and executives spend in person 
time with stakeholders so that they know intimately their feelings and 
thoughts and can therefore make decisions based on reality. 
 
While I am a big advocate of surveying all stakeholders at least once a year to 
assess engagement levels and other vital areas, there is no substitute for face 
to face contact with people so that we can interact on a emotional level. 
 
 
Lesson four: strategic thinking must turn information and 
intuition into strategic insight  
 
I read a 20 year strategic plan recently.  It took me as long to read as a decent 
book.  One thing was glaringly obvious.  Of the 147 actions detailed to execute 
the strategy only 3 were for the long term.  When I suggested to my 
prospective client their strategy may have one or two flaws I was effectively 
shown the door. 
 
There are many people out there that have more information than you can 
poke the proverbial stick at, they even have a genuine feel for where the world 
is going and how their business can capitalize on that, yet lack the 
crucial piece of the puzzle—insight; and therefore a flawed strategy is about to 
be embraced. 
 
I see far too much emphasis being placed on tools like the SWOT analysis as 
a substitute for insight.  SWOT’s and the zillion other tools available are 
great for thinking, however unless the result of our thinking is real 
insight, we have achieved nothing of value to help us in deciding on a 
strategy that will get executed. 
 
5 ways to turn information and intuition into insight  
 
When I reflected on all the information in the 20 year strategic plan referred to 
above I emerged with three key insights; most strategies were for the short 
term; the key executors of the strategies, employees, could not execute the 
strategies in the time frames stated; and, clearly employees weren’t engaged 
because they hadn’t been properly consulted.  If I had been retained to turn 
this information document into a strategy document I would have  
 
1) Met with all stakeholders in person (through 1:1 meetings and focus 
groups) and discovered what each stakeholder group wanted from the 
organisation.  This is fundamental as I have said on more than one occasion.  
Most strategic plans I read are about what the board wants and / or they 
favour one stakeholder group (usually shareholders). What we actually need is 
a realistic view of what all stakeholders want. 
 
2) From all the information and meetings I would have confirmed my insight 
or otherwise and arrived at conclusions about what is worth celebrating and 
what can be better. 

Spend  time 
in person with 

all your 
stakeholders 

Information and 
intuition must 

become insight to have 
any  real value  in 
setting  strategy 
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3) Possibility or vision or whatever you wish to call where you are going is 
often accomplished by simply continuing to be able to celebrate what we are 
and turn the things that can be better into things we can celebrate. 
 
4) I would then begin work to align 3) with the intent, purpose (mission), 
principles (values) of the organisation. Usually this means the discovery of 
massive incongruence between what we say and what we do.  The first 
strategy that must be decided and executed is to correct this.       
 
5) While 4) is in progress I would be working with employees, the primary 
deliverers to other stakeholders of what they want, to redesign service 
delivery roles and begin the sometimes painful process of matching people to 
roles. There are 13 attributes every person must know about there roles. Visit 
here for a role clarity statement example and template. 
 
 
Lesson 5: strategic planning is an oxymoron; what is 
essential is individual performance possibility plans for 
each person involved in executing strategy 
 
Strategy a definition 
 
I looked up my trusted Macquarie dictionary for a definition of strategy only to 
find references to war!  War is an old paradigm and therefore has little to offer 
us that is of any real value, except perhaps to shed light on why strategies fail 
such as  
• People breaking rules of engagement 
• Not having rules of engagement 
• Being unprepared for the unexpected 
• Not knowing what we need to know 
 
Most of the many books I have read about strategy are about manoeuvring for 
opportunities or out-manoeuvering competitors, in short being clever.  The 
most powerful strategies I see are those that are more about us being wise 
than they are about us being clever. 
 
For me strategy is the simplest, most effective and efficient, good for 
people and planet way to move from where we are to where we want to 
be.  In the words of Robert Fritz ‘the path of least resistance’ 
 
For me tactics are the essential actions we must take to execute our 
strategy. 
 
Strategy is not a plan in the sense it is not the information, the intuition or the 
insight we have, rather is what we will do to capitalize on these.  Any 
company’s strategy can be detailed on one or two sheets of A4 paper! 
 
Plans for me are the detail of how we will execute strategy and are best 
contained in individual performance possibility plans each person involved in 
executing the strategy must have. 
 
Performance Possibility Plans 
 
In the nine years since that encounter with the two women mentioned on page 
one, I have had the privilege and honour to work with many organisations in a 
myriad of diverse industries, on the formulation and execution of strategy. One 
thing has really stood out.  Employees aligned with the purpose and 
principles of an organisation who are empowered to decide their own goals 
and the strategies to achieve them, set bigger goals than executive teams! 

Strategic 
Planning   is  an 

oxymoron 
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The following is my template for individual performance possibility plans.  
When completed it is usually no more than two sides of an A4 sheet of paper. 
 
Personal Possibility (Goals) 
 
 
Current Performance 
 
 
Key Strategies to move to possibility  
 
 
Key SMART (specific, measurable, attainable, relevant, trackable) Actions to 
execute the strategies 
 
 
 
Business Possibility (Goals) 
 
 
Current Performance 
 
 
Key Strategies to move to possibility 
 
 
Key SMART Actions 
 
 
 
The secret here is that both personal and business goals have equal status.  
Once employees understand and appreciate that their work is critical to 
achieving their personal goals and that you their employer are genuinely 
interested in seeing them achieve their personal goals, they will work much 
harder to help you achieve the goals of your business.  This sounds like 
common sense.  It is.  At the moment however it is an uncommon practice.  In 
the majority of organisations I have observed goal, strategic, or business 
planning is heavily weighted in favour of the business, and personal goals are 
limited to learning and development actions if they rate a mention at all. 
 
Zig Ziglar was right on the money when he said “Help other people get what 
they want, and you will get what you want.” 
 
 
Lesson 6: Plans without a system for follow through 
rarely get executed - people performance systems made 
easy 
 
I have already discussed two of the critical components of a workable people 
performance system, employees aligned to your purpose and principles, and 
matching people to roles where there is great clarity of the roles.  The other 
critical components are 
 
h G.I.V.E 
h Celebrating milestones 
h Truly appreciating people 
h Using praise sparingly and critique wisely 
h Engaging people while they are with you and not losing their wisdom 

when they leave 

Strategy  is  not 
plans.  Plans  are 

for  individuals 

Personal and 
business  goals 

must have  
equal status 
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Goal Alignment or shared view reduces the likelihood of the two 
major causes of human conflict; disagreement about goals or 
disagreement about how goals will be achieved.  Crucial is having 
our shared goals (both personal and business) and how we will 
achieve them written down and signed off by our performance 
partner / s (see below).  This is achieved through individual 
performance possibility plans. 
 
 
Informal and formal feedback exchange about performance is 
want we all want, however want we don’t want is to be 
uncomfortable about it.  The key to success lies in the questions 
we ask and our ability and willingness to let others answer our 
questions without interruption or judgement from us.  Regular and 
successful informal feedback exchange means formal feedback 
exchange need only be the regular times we celebrate our 
achievements and revise our plan for the future. I recommend that 
formal feedback exchange should occur quarterly. 
 
 
Validation of real and perceived barriers in the way of achieving 
our written plan is important to our self esteem and our reality view 
of current performance in relation to possible performance.  
Validation is achieved through dialogue with our performance 
partners about what is worth celebrating and what needs to 
improve from our own and their perspective.  Regular 180°, 360°, 
and 720° feedback further validates our performance or non 
performance.  
 
 
Engagement in follow through by following up is critical.  
Performance partners help keep us focused and on track through 
regular corridor chats, feedback cards, praise when we exceed 
expectations, and constructive criticism when we do not execute 
our performance possibility plan as desired.  

G 
 
 
I 
 
 
V 
 
 
E 
The Essential Skills of Performance Partners 
 
• Ability and willingness to ask questions and self discipline to not 

necessarily give answers 
• Ability and willingness to actively and reflectively listen and willingness to 

understand in non-judgmental and non-prejudicial ways 
• Ability and willingness to engage in dialogue that inspires others to take 

action in their own way 
• Ability and willingness to share experience in ways others will find valuable 

in making their own decisions and taking action in their own way 
• Ability and willingness to be silent as others focus and think through their 

issues 
• Ability and willingness to give sound advice but more to encourage people 

to find their own way forward  
 
You and each of your employees should have at least two performance 
partners each. 
 
A word or two about 360˚ and balanced scorecard 
 
These are two of the great concepts ever in performance management. The 
problem is that to administer them can be complicated and incredibly time 
consuming leaving many to doubt their value compared to what it takes to use 
them.  Please consult me as to the pros and cons before embarking on their 
use.  They can be highly effective and valuable however much depends on 
your circumstances, intent, and resources.  

You  get 
what you  give 

Performance  
partners must 

have certain skills 
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You can download a simple form for formal performance review here. 
 
Celebrating milestones 
 
Tom Hopkins has said correctly in my view “Success is a journey not a 
destination.” and therefore in my view we should celebrate the journey more 
than when we actually achieve our big goals.  Celebrating milestones no 
matter how small is a great way to do this. 
 
Truly appreciating people 
 
The eminent psychologist William James said “The deepest human craving is 
to be appreciated.”  We can appreciate others in a myriad of ways.  Here are 
just a few 
 
h Saying thank you and sending thank you notes (another Tom Hopkins 

idea) 
h Acknowledging people when they do what needs to be done 
h Giving credit where it is due 
h Paying attention to people when they speak to us 
h Accepting all ideas as coming from the right place 
h Giving people genuine and appropriate compliments 
h Talking up (as opposed to down) to people 
 
Using praise sparingly and offer critique wisely 
 
My take on an old adage “praise in public and offer critique in private”.  We all 
enjoy genuine praise given in genuine ways.  I believe in showing appreciation 
for the everyday things and praising people for above average performance.  
It is never appropriate to offer critique in public, only in private and only then 
with a pure intent for the good of the other person or people. 
 
Engaging people while they are with you and not losing their wisdom 
when they leave 
 
There is much talk today about employee retention and many rate it their 
number one cause of stress.  I think most of the talk is misguided.  The reality 
is that the pattern for most people is that they will work with many 
organisations over the course of their working lives.  The real issue for me is 
engaging people while they are with us and not losing their wisdom when they 
leave. 
 
The key way to engage people is genuine empowerment.  I have 
mentioned a few of the ways this is achieved in this report.  We will turn to this 
subject in more detail in future reports. 
 
Not losing people’s wisdom when they leave 
 
I don’t like the term ‘knowledge management’.  I am much more interested in 
wisdom (knowledge applied successfully) than knowledge.  Through a 
people performance system that works we have numerous opportunities to 
capture wisdom for use in the future.  Again we will devote more to this subject 
in future reports.  In the meantime here are some suggestions 
 
h Every time a milestone is celebrated interview those involved about how 

their accomplishments were achieved and use the recording in the future 
h Get permission to use pertinent parts of exit interviews 
h Catalogue all ideas even when they are not proceeded with 
h Keep adding to the written history of your organisation by ensuring 
 everyone who works with you has a section about their  
 accomplishments in it  
h Keep a record of research and the detail of how decisions were made 

Putting  people 
first should be your  

number one strategy 
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Lesson 7: Transparent decision making and problem 
solving processes are essential in deciding and executing 
strategy 
 
I am as staggered by the number of business people who do not have a 
decision making and problem solving process as I am by those who have one 
however its use is not transparent. 
 
If you do not have a decision making and problem solving process please get 
one today.  You can download one here. 
 
When you make a decision or solve a problem share the process you went 
through and you will save yourself much unnecessary heartache and lessen 
the likelihood of cynicism and skepticism. 
 
And to state the obvious; involving stakeholders who will be effected by the 
decision in the process of making the decision is empowering, leads to greater 
levels of engagement, and the sense of ownership that is created leads to 
execution. 
 
 
Executive Summary 
 
1) Know who all your stakeholders are and the value they demand, desire, 
and feel the deserve from you 
 
2) Know how fully engaged all your stakeholders are with you 
  
3) Get crystal clear on where you are going, why you’re going there, and what 
you stand for and be authentic 
 
4) Don’t hire or keep employed anyone who is not congruent and aligned with 
where you are going, why you are going there, and what you stand for 
 
5) Spend time in person with all your stakeholders on a regular basis 
 
6) Turn strategic intuition and thinking into strategic insight 
 
Only now can we really decide on strategy 
 
7) Strategy can be articulated on one or two sheets of A4 paper 
 
8) Individual performance possibility plans are critical to strategy getting 
executed 
 
9) Individual plans without a follow through systems is like gambling, you 
might win big, you most likely won’t 
 
10) Putting people first is your best strategy for being remarkable in business 
 
11) Have a process for making decisions and solving problems and be 
transparent about their use  
 
 
Be remarkable 

Executive 
Summary 
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Remacue® is a community of advisors with unique expertise  
in the art and science of being remarkable in business, 
specifically the personal and professional engagement of all Your stakeholders 

(directors, leadermanagers, employees, customers, suppliers, governments, NGO’s, communities, shareholders, nations, planet). 
 

We are the only professional service providers on the planet 
inspiring businesses to achieve a five-fold bottom line™  

delivery to all your stakeholders of the value 
they desire, demand, and feel they deserve. 

Your Results: 
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Ian Berry is an Insightprenuer™"one who sorts through the bottomless pit 
of information, discovers strategic insight, and then presents insight in 
ways others find inspiring and invaluable." 

He has unique expertise in  
discovering and sustaining congruency and alignment between  

• leadership and management 
• strategy and execution plans 
• personal and business goals 
 
and building businesses of the future today. 
 
Ian is the originator of the five-fold bottom line. 
Visit www.ianberry.au.com and www.remacue.com for further information 
 

Review the business challenge statements below and where they are 
applicable to you click on the link for details of Ian’s and his 
colleagues expertise and programs. 
 
We know what our stakeholders want and we have a strategy to deliver it 
to them...but, it’s just not happening as we expected. 
or 
We struggle to have key employees take ownership of our strategies and 
plans. 
or 
Unresolved issues and unexpected hurdles are slowing us down. 
Ian’s Strategic Insight forum is perfect for you if any of the above three 
statements apply to you 
 
The results of our ‘engagement surveys’ are in; but we’re struggling to 
create a strategy that will include all stakeholders. 
Or 
The strategies that we developed after our last survey(s) aren’t producing 
results. 
A Strategic Advance conducted by Ian in association with one or more of 
his fellow Remacue Directors is what you need if these statements apply to 
you 
 
It is more than a year since we assessed the engagement levels of our 
stakeholders (employees, clients and / or others). 
Or 
We don’t have a strategic or business plan. 
A Remarkability Review of your organisation with Ian and one or more of 
his fellow Remacue Directors is the solution if these statements apply to 
you 
 

About  Ian 

Working  with  Ian 
and  his  

colleagues 

Telephone +61 (0) 418 807 898     ian.berry@remacue.com 


