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Welcome 

[Cover] 

• Thank you Shawn for that kind introduction.  Good

afternoon.  I’m pleased and honored to be here and

have the opportunity to address the 22nd annual

Executive Conference sponsored by National

Underwriter.

[Slide 1] 

• As we head toward year end, it seems like the world is

spinning faster and faster.  Politicians’ bickering and

self-promotion gets louder and louder.  It reminds me

of the man who went to his doctor for a check-up.  He

was told his hearing was being affected by his drinking

and he should cut back a bit.  Sometime later during a

follow-up exam, his hearing was even worse.  The

doctor reminded him he must reduce his drinking.  The

man thought about this and replied he liked what he

was drinking more than what he was hearing.  [PAUSE]

I’m hoping that isn’t your attitude after my remarks

today, but if so there’s a great bar in the lobby!
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• This afternoon, I’d like to give you a brief overview of 

our segment within AIG, SunAmerica Financial Group; 

then comment on the incredibly strong macro-factors 

driving demand in the life insurance and retirement 

savings industry in the United States; and offer some 

suggestions on how we, as an industry, can better 

serve our customers and improve our value in the 

marketplace. 

 

• Steven Jobs delivered a memorable commencement 

address at Stanford in the summer of 2005.  At one 

point, he recalls the lessons he learned from having 

been fired from the company he created, Apple, and 

how it ultimately turned out to be a good thing for him.  

The moral of the story, he tells the graduates, is that 

it’s absolutely critical that in life you need to find work 

that you’re passionate about.  That you love.  
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• “…I’m convinced that the only thing that kept me 

going” [said Jobs] “was that I loved what I did.  You’ve 

got to find what you love.  Your work is going to fill a 

large part of your life, and the only way to be truly 

satisfied is to do what you believe is great work.  And 

the only way to do great work is to love what you do.” 

 

• So let me tell you from whence I speak.  I was hired by 

Eli Broad in 1986 to help build a retirement savings 

business on a life insurance company chassis—a 

business that ultimately became SunAmerica.  

Demographics was our driver, and our premise was 

that aging baby boomers, in increasing numbers, would 

begin to recognize, and become personally responsible 

for, their retirement savings needs.  We believed the 

life insurance industry could be a premier provider of 

products and solutions to meet these growing customer 

needs.   

 

• SunAmerica was successful and eventually acquired by 

AIG, and then combined with another AIG acquiree, 

American General Corporation, to become SunAmerica 

Financial Group.   
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• So, for the past 25 years, I’ve had the opportunity to 

work in almost every facet of the retirement savings 

and life insurance business, from operations and every 

staff function, to leading an investment management 

organization, to M&A transactions and product 

marketing and distribution, and to being given the 

privilege of serving as CEO for one of the largest life 

and retirement savings businesses in the U.S—

SunAmerica Financial Group. 

 

• In short, I found something I loved.  And I’m guessing 

that you love this industry too.  We are in a business 

where we truly help people –individuals and families 

together – to secure and protect their financial and 

retirement security.  It’s a great vocation and we can 

make a very positive difference in people’s lives.  More 

about that a little later. 

 

SAFG background 

• Let me begin with a brief overview of SunAmerica 

Financial Group.  Along with Chartis, SunAmerica 

Financial Group is one of AIG’s two main core business 

segments. 
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[Slide 2] 

• SunAmerica Financial Group includes American General 

(our primary life insurance platform), AGLA (which 

focuses on providing life products to the middle 

market), VALIC (a leader in group retirement products), 

Western National Life (the number one distributor of 

fixed annuities in the bank channel for 15 consecutive 

years), SunAmerica’s variable annuity and retail asset 

management businesses and, finally, Advisor Group 

(one of the largest networks of independent financial 

advisors in the U.S.).  

 

• We serve more than 18 million customers, offering a 

comprehensive suite of life insurance, investment, 

retirement savings and guaranteed income products.  

 

• As of September 30 of this year, SunAmerica Financial 

Group had $251 billion of assets under management 

and shareholder’s equity of $37 billion.  We generated 

sales of over $23 billion and operating income of $3.4 

billion during the past 12 months, and all major product 

segments have delivered double digit top line growth 

and strong growth in the Value of New Business 

created.  
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[Slide 3] 

• By design, we have maintained balance in our 

business—as you can see on this slide we are balanced 

in terms of sales mix, distribution mix and in-force 

reserves.  This balance, along with our well known 

legacy brands -- SunAmerica, American General, 

Western National and VALIC -- were key ingredients to 

our survival during the Global Financial Crisis.    

 

Our crisis is now long past, and for a group of companies 

written off for dead following AIG’s financial crisis in 

September 2008, as the old saying goes, “We’re Back”!  

[Slide 4] 

 

Industry update 

• And we’re back at a remarkably opportune time for our 

industry, but also at a time when our industry is at a 

crossroads.  It is a time of both huge potential and 

major challenges that, if we are not proactive in 

addressing, will mean that our untapped potential may 

go unfulfilled. 
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So what are some of the factors in our favor? [Slide 5] 

•  Today, retirement savings is a $16 trillion market and 

is expected to grow to $20 trillion by 2015.   

• Fueling this $1 trillion per year asset growth is an 

enormous and underserved need in the U.S. life and 

retirement services market.   

[Slide 5a] 

• Ladies and gentlemen, there is a longevity crisis 

building in America.  The number of people who are 

older, living longer and in need of more retirement 

assets and more guaranteed retirement income is 

growing….RAPIDLY!  And this demographic fact of life 

will continue for the next 2 to 3 decades.   
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[Slide 5b] 

• Adding urgency to the challenge, our social safety 

nets—defined benefit pensions (which are stressed due 

to low interest rates and sub-par investment returns), 

Social Security and Medicare—are all seriously fraying.  

We are fast approaching the inflection point where 

more benefits are draining out to more beneficiaries 

than tax revenues and market appreciation are re-

filling the social services bathtub.  In response, our 

politicians and bureaucrats have their heads buried in 

the sand, holding on to unrealistically high assumed 

investment returns and waiting for the next group of 

public officials to fix the problem.  As one elected 

official put it, “We all know what to do, but we don’t 

know how to get reelected once we have done it”.  To 

be honest, I’m not sure our elected officials even do 

know what to do. 

 

After an unrelenting decade of zero growth in the stock 

market, including two 401(k)-eating bear markets and 

persistently high unemployment, more Americans are 

finding themselves approaching retirement age with 

practically no savings. [Slide 5c] 
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• 50% of Americans aged 50-64 years old have 16 

months or less of savings, yet they can expect to live 

10, 20, 30 or more years in retirement. In fact, when 

you consider a couple both age 65, there's a 50% 

chance that at least one spouse will live beyond age 92. 

And a 25% chance that one spouse will live beyond age 

97.  

 

• Americans are unprepared.  Over the past 15 years, 

the U.S. personal savings rate has averaged a paltry 

3.7%, poor when compared to other countries and well 

below the rate necessary to achieve reasonable income 

replacement at retirement.  A recent report from 

McKinsey concludes that the average American family 

faces a 37% shortfall in income they will need in 

retirement—with younger individuals facing even higher 

shortfalls as their elders deplete a dwindling supply of 

defined benefit pension and government entitlement  

program assets.  In other words, the water will be low 

and cold by the time those under 45 are ready for their 

bath. 

• In addition to a shortage of retirement savings, tens of 

millions of people in the United States have absolutely 

no form of basic mortality protection, life insurance. 
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[Slide 5d ] 

• Today, life insurance ownership is at an all-time low, 

with an estimated 35 million un- or underinsured 

households.  4 in 10 U.S. adults have no coverage – 

the lowest level ever.  And for the first time since group 

insurance was introduced, the percentage of adults 

having group life insurance has declined.   

 

• This “Protection Gap” is a national tragedy given the 

critical role life protection products should play as a 

core asset--- 

o protecting a surviving spouse who asks, “Will I be 

able to keep the house;  

o when he or she asks, “Will I be able to send the 

kids to college;  

o when an 80-year-old father is diagnosed with 

dementia and the adult children ask, “Will we be 

able to afford long-term care”;  

o or when a disabled worker asks, “Will I still be 

able to provide for my family”.    
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• As ACLI President, Governor Dirk Kempthorne, likes to 

say, “We are a noble industry and we ought to be able 

to help people answer each one of these questions with 

a resounding YES.”  

 

• We have an incredible calling and opportunity: we are 

charged with helping people protect themselves and 

their families from these challenges and others, and 

providing them with the planning, advice and solutions 

needed to achieve financial peace of mind.   

 

Retirement Re-Set 

 

• Earlier this year, we published the SunAmerica 

Retirement Re-Set Study, an in-depth analysis of 

American’s expectations around the purpose, timing 

and funding of retirement.  We surveyed over a 

thousand Americans age 55 and older.   

 

• This year’s study was a follow-up to a similar study we 

conducted exactly a decade ago.  This time around, we 

found a significant shift in attitudes and actions:  
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[Slide 6] 

• We’ve seen a retirement mindset re-set: 54% 

view retirement as a new chapter in life rather 

than a winding down – a significant increase over 

the 38% that held a similar view in 2001.     

[Slide 6a] 

• And retirement no longer means the end of work: 

almost two-thirds say they would ideally like to 

remain productive and include work in retirement.  

Maybe not full time, but perhaps part-time or 

working for 6 months followed by 6 months of 

travel, or volunteerism or classes or all of the 

above, and then back into the workplace. 

[Slide 6b] 

o Not only will retirement include work, but it will 

start later—with respondents saying they plan to 

retire at age 69, 5 years later than they told us 

was their plan a decade ago—all triggered by an 

understanding of our increased longevity and the 

financial impact of the recession on financial 

assets and consumer confidence. 
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[Slide 6c] 

o In addition to needing to provide for themselves, 

nearly half our respondents expect to provide 

intergenerational support for family members and, 

in a new twist on childcare, 70% of those believe 

their adult children will need financial assistance. 

o Given all of this, we weren’t surprised that 

respondents provided a dramatically changed view 

of their investment preferences and risk 

tolerances over the last decade. 

[Slide 6d] 

o The SunAmerica Retirement Re-Set study 

showed that financial peace of mind is now 

6x more important than accumulating wealth: 

82% name it their key financial goal. 

[Slide 6e] 

o Protecting assets is now 5x more important 

than investments that could earn higher 

returns but also carry a higher degree of risk. 
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[Slide 6f] 

o Respondents defined “ideal” investment 

qualities as those guaranteed not to lose 

value and those that protect income from 

market loss and guarantee income for life. 

o Over and over again, both pre-retirees and 

retirees told us that they didn’t want to 

become burdens on their families.  

[Slide 6g] 

o Finally, more and more pre- and post-retirees 

are using professional financial advisors to 

assist with retirement planning than 10 years 

ago (49% versus 40%).  And those who have 

used financial advisors are 72% more likely 

to feel very financially prepared for 

retirement. 

• The SunAmerica Retirement Re-Set Study 

unequivocally demonstrated that the new mindset 

is increased longevity, the related need for greater 

retirement savings for both personal use and 

intergenerational support, and a growing 

preference to work with professional advisors in 

addressing the financial and retirement security 

challenge.   
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[Slide 7] 

• Considering these findings, and all of the favorable 

demand drivers I mentioned earlier – the aging 

population, the fraying of traditional corporate and 

social safety nets, the fact that Americans are woefully 

under saved, increasing awareness of longevity risk 

and an increased interest in guarantees and downside 

protection – these factors have converged to create a 

very powerful opportunity for our industry.  Put most 

simply, today American pre- and post-retirees are 

demanding exactly what our industry can, should and 

must provide.  [PAUSE] 

 

But despite this incredible opportunity, I’m reminded of 

Winston Churchill’s observation, “However beautiful the 

strategy, you should occasionally look at the results”.  

And the results for our industry, right now, are mixed and 

must improve. 



larrymarkcommunications.com                                                                                            917.842.6094 

 16 

  Industry Results 

 

• Earlier I mentioned record low levels of life insurance 

ownership, and that’s really no surprise given that 

industry life sales have actually been stagnant or 

declining.  Through the end of 2010, the 7-year CAGR 

for new premiums for life insurance was zero, for fixed 

deferred annuity sales was -8% and for variable 

annuity sales, the 7-year CAGR was only 1%.  We did 

see growth in index annuity and immediate annuity 

sales during that time period, but those product 

categories are relatively small compared to the 

universe of life and annuity sales. 

 

• And we must acknowledge that the financial markets 

are valuing our industry at extremely low levels.  At a 

P/E ratio of 6x, our industry multiple is at the very 

bottom of all financial services sectors.  And the same 

is true with price to book ratios, where the life industry 

is currently trading around 70% of BV. 
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We’ve got an awful lot of work to do to increase industry 

sales and ownership of our products, to improve the 

valuation of our companies and this industry in the financial 

markets, and to capture the full potential of our marketplace.   

Changing Industry 

• But just doing more of what we have always done is 

not going to get us to the promised land.  Our industry 

is facing a sea change - our customers’ needs are 

changing, our distribution is shrinking and the 

complexity of our products and the regulatory 

environment in which we operate is increasing.  It is a 

very different industry than the one I started working 

in 25 years ago.  In the words of Yogi Berra, “The 

future just isn’t what it used to be.” 

 

• In the wake of the recession, our customers have 

shifted their priorities and concerns. As the first 

members of the baby boomer generation began turning 

65 this past January, many are working longer, have 

suffered losses in their investment portfolios and home 

values, have adult children returning home and have 

parents needing care.    
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• Our customers are realizing that they can’t do it 

themselves and that they need professional guidance.  

But the question remains: who will seize the 

opportunity to serve them into the future?  According 

to LIMRA and Cerulli, new agent and financial advisor  

recruiting has been fairly consistent over the past two 

decades, however, the number of agents and advisors  

leaving the industry is increasing –  due to lingering 

damage from the financial crisis or, even more 

significant as we move forward, the growing number of 

producers  retiring.  Like the general population, the 

producers who sell our products are aging and we have 

fallen short in attracting new talent that can quickly 

and effectively produce results. 
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• And new life agents and financial advisors will need our 

support more than ever as the complexity in our 

industry continues to increase.  As we’ve endeavored to 

provide our customers with much needed guarantees 

and downside market protection, the products have 

become more complicated – from GMWBs to 

guaranteed universal life strategies to indexed 

universal life offerings.  Adding to this product feature 

complexity, we constantly have to assess and re-assess 

the likelihood of passage of numerous tax proposals 

that could potentially change, reduce or eliminate the 

tax treatment and benefits of our various products.  

New producers will be dealing with a complex and 

changing landscape for the foreseeable future. 

 

Call to Action 

So given all of this change, what do we need to do?  I 

certainly don’t have all the answers, but let me offer 5 

suggestions for you to consider and improve upon that I 

believe will move our industry in the right direction. 
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[Slide 8] 

1. First, we need to better educate producers and 

consumers on the value of mortality and longevity 

protection and the other benefits our products provide.   

o In this regard, we may be able to learn something 

from our colleagues in Japan.  Japan is an 

interesting place in that over 93% of the 

population owns at least 1 life insurance policy, 

with an average of more than 4 policies per 

person.  The Japanese also annuitize their 

contracts more often - appreciating the protection 

afforded by longevity insurance.  My colleagues in 

Japan say the high ownership rate was mostly due 

to a concerted industry education effort - with 

tremendous collective industry talent and money 

applied to advertising and outreach on the general 

need for mortality and longevity protection.  Of 

course, in addition to these industry efforts in 

Japan, each life company showed how their 

individual products and services could meet 

customer needs.  
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Why can’t our industry come together and more 

effectively educate the American public on the value 

of the mortality and longevity protection, and other 

benefits, our products have to offer? 

 

o One of our greatest challenges has been 

successfully educating consumers on the value of 

immediate annuities and annuitization.  Although 

there has been growth in immediate annuity sales, 

the absolute level of sales compared to other 

products is still extremely low and the 

annuitization rate for deferred annuities is 

negligible.  Consumers are concerned about not 

getting their money back if they die too soon.  

However, consumers do seem to understand the 

concept of term life insurance – they don’t receive 

the benefit unless a catastrophic event occurs – 

their death.  We need to help them understand 

that protecting against the catastrophic event of 

living longer, with insufficient financial resources 

to take care of themselves and their family 

members who rely on their support, is just as 

important, or possibly even more critical, as 

protecting against their early or unexpected death.   
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I believe we are just beginning to make real progress 

in this regard as guaranteed “income streams for 

life”, which are provided by living benefits affixed to 

variable and indexed annuities, have become very 

popular alternatives to traditional annuitization. 

o We’re also making progress ensuring that 

producers and customers fully understand our 

increasingly complex product features.  The NAIC 

Model Suitability Regulation annuity training 

requirements and other similar legislation has 

been or will be enacted by states across the 

country - requiring both general annuity training 

as well as specific product training.  However, I 

believe we need to go beyond the required 

training and improve our communication with 

distribution partners, including better use of 

technology in the form of product webinars and 

online libraries of pre-approved, high quality 

education materials, all in plain English.  For our 

customers, the best sales illustrations include 

information to help people understand the product 

features and also include specific disclosures, with 

compliance in mind, that help ensure the moving 

parts are understood.   
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Consumers want education, not industry jargon.  We 

need to do our part to help them better understand 

not only what we are selling, but exactly what they  

are buying. 

 

[Slide 8a] 

2. Second, we can increase sales and build value by better 

meeting the needs of the underserved and 

underinsured middle market. 

o According to LIMRA, the middle market – 

households with an annual income between 

$35,000 and $125,000, over 55% of which have 

less than $50,000 in investable assets –comprises 

46% of all households BUT accounts for 58% of 

the households that have no life insurance 

whatsoever.  We need to focus on helping middle-

market consumers get the insurance they both 

want and need by making the purchase of life 

insurance easier and providing immediate 

coverage. We need to continue driving innovation 

in underwriting, particularly with respect to 

simplifying the underwriting process. 
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o Also, when designing our products for the middle 

market, we need to keep in mind that they are 

trying to stretch their discretionary income to 

cover multiple insurance needs, often 

procrastinating in purchasing insurance due to 

confusion over what to do. Middle market 

consumers ponder if they should get disability 

insurance or life insurance. Or what about critical 

illness or long-term care coverage? We need to 

better help them find an affordable solution to 

cover all of their needs.  For example, at AGLA, 

our company that exclusively focuses on this 

market, we offer a series of products called 

Quality of Life...Insurance® that provide life 

insurance plus financial protection in the event of 

a critical, chronic or terminal illness through a 

feature called an Accelerated Benefit Rider.  We 

refer to this as life insurance you don’t have to die 

to use and the product series has been very 

popular with our middle market customers. 
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[Slide 8b] 

3. Third, we need to address the declining number of 

agents and advisors distributing our products by 

enhancing our efforts to recruit and train the next 

generation of qualified, professional agents and 

registered representatives. 

o As a wise person once said, “there seems to be a 

pretty good correlation between the amount of 

product sales and the number of people selling 

your product”.  

o We all must invest in rigorous training and 

education programs to help new producers 

become effective at needs analysis, gaining their 

customers’ trust, becoming successful salespeople 

and making a decent living. 
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o We should consider more aggressively tapping the 

pool of boomer/career-changers for producer 

positions.  We can plug into what we know is out 

there – the desire of many boomers to work 

longer -- as a way of successfully filling the 

producer gap.  The boomers are a rich source of 

potential talent who can be especially valuable in 

serving their fellow boomers and earning their 

trust. 

o We also need to invest in technology that allows 

producers to spend less time on administrative 

issues and more time educating and serving their 

clients while growing their practices.  Examples of 

technologies that will help our producers be more 

productive include:  supplying quotes and 

submitting cases via smartphones or tablets, 

offering full illustrations digitally, and allowing the 

use of “quick tickets” where producers simply fill 

out a web-based form on their client and the 

insurance company handles the rest.   
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o In addition, we need to work to bolster the 

perception that it's an honorable, noble calling to 

become a professional financial advisor and 

insurance agent. The sophistication, customer-

focus, growth potential and solutions-based efforts 

of our industry have dramatically improved in 

recent years, yet this has not necessarily been 

accepted as fact outside the industry—either to 

the financial markets or to recent graduates and 

young professionals who are needed to become 

the next generation of insurance agents and  

financial advisors.  Reflecting on the SunAmerica 

Retirement Re-Set study finding that use of 

financial planners has increased nearly 25% in the 

past decade, and that customer satisfaction with 

advisors is very high, I can’t think of another 

profession as attractive as financial planning and 

advice for recent grads, young professionals or 

others considering a career change.  
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[Slide 8c] 

4. Fourth suggestion-- we must effectively advocate for 

more flexible rules impacting the decumulation or 

drawdown phase of retirement. 

 

o Our laws and regulations need to reflect the new  

reality of people retiring later, intending to work 

as part of their retirement and needing to save not 

only for their personal needs but to provide inter-

generational support to their families.  For 

example, required minimum distribution rules 

could be changed to allow customers to 

accumulate tax-deferred retirement assets longer 

before having to begin withdrawals.  Congress’ 

decision to take a break from these distribution 

rules during the recent economic turmoil was 

welcome, but the old rules are now back in effect.   
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o We must encourage more young people to save 

for retirement by changing the early withdrawal 

rules.  Today, there is a 10% tax penalty on early 

withdrawals from qualified plans, defined as 

withdrawals prior to attaining age 59-1/2.  One 

suggestion to encourage increased saving by 

younger people is to permit withdrawals from 

retirement plans without the 10% tax penalty 

either (a) upon achieving age 59-1/2 or (b) upon 

maintaining a qualified product for no less than a 

fixed period of time, say 15 years.  This would 

take away the concern of potential younger savers, 

say a 30 year old, who may not be saving today 

because they fear they will pay a tax penalty for 

early withdrawals for the next 29-1/2 years. 

[Slide 8d] 

5. My final suggestion is to come together as an industry 

to promote a more consistent, clear and transparent 

regime of financial reporting—be it GAAP, STAT or IFRS. 
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• I have no doubt that if investors could properly 

assess and compare our results it would lead to an 

improved valuation for our industry.  Today, there 

are almost as many definitions of Operating Income 

across the life industry as there are numbers of life 

insurers.  And life companies are all over the map on 

reporting the results of variable annuities and other 

products that are providing guaranteed living 

benefits or some other form of guaranteed 

retirement income, and the related hedging activities.  

Many stockholders and analysts have thrown up their 

hands and given up trying to fully understand our 

results.  We need to remedy this situation, promptly, 

if we want our companies to be fairly valued by the 

financial markets.  [PAUSE] 

   

The bottom line is evident.  The sooner that we, as an 

industry, focus on actually implementing changes and 

improvements that address the widening protection gap 

and increasing longevity of our citizens, and the clarity and 

consistency of reporting our financial results, the better off 

both we and our customers will be. 

[Slide 9] 
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Positive Signs 

And I don’t want to dismiss positive signs we are seeing for 

our industry:   

 

• The life industry has strengthened its balance sheet 

over the last few years. Capital levels are much higher 

today than in 2008 when the crisis hit.   

 

• The industry has significantly de-risked its balance 

sheet — from both the investment/asset side of the 

balance sheet as well as the product/liability side — 

variable annuities and living benefits are probably the 

best examples of product de-risking. In terms of 

investments, certain asset classes, like RMBS and 

CMBS were written down during the difficult periods of 

2008 and 2009 (and, therefore, asset values and 

resulting surplus are not overstated).  And default rates 

across all asset classes are near historic lows.  In 

essence, our industry is stronger today and better able 

to withstand the challenges we face. 
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• Also, rating agencies are signaling improvements for 

the life/health industry. Earlier this year, A.M. Best 

reported that “after an alarming two-year period ended 

in 2009 — where the life/health industry experienced 

almost five times as many downgrades as upgrades — 

2010 saw more balance in overall rating changes.” A.M. 

Best attributed this improvement to the fact that 

carriers continue to focus on strengthening their 

balance sheets and liquidity profiles.   

 

So let’s capitalize on these positive signs and do everything 

in our power to improve the life and retirement savings 

industry so that it is better recognized by consumers and the 

financial markets for the life protecting, life improving and 

life-changing solutions only WE can provide.  (PAUSE) 
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So let me bring this to a close and open up the conference 

for questions.  As a kid, one of the musicians I idolized was 

Bob Dylan.  You may recognize his words from 1964 to be 

just as relevant today as they were then: 

“Come gather 'round people 
Wherever you roam, 
And admit that the waters 
Around you have grown, 
And accept it that soon 
You'll be drenched to the bone, 
If your time to you 
Is worth savin', 
Then you better start swimmin' 
Or you'll sink like a stone 
For the times they are a-changin'.” 
 

Ladies and gentlemen, our industry is changin’ and we all 

need to start swimming a lot faster.  And change means 

opportunity and potential for all of us to supply the 

innovative solutions needed to meet Americans’ demands to 

fill today’s mortality protection gap, and to proactively solve 

the growing crisis of outliving our financial resources.  I am 

confident that if we work together, proactively, on the 

common industry issues we face today, we will thrive in the 

years ahead.  

[Slide 10] 

And now I look forward to taking any questions that you 

may have.  

### 
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