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Impaired Executives
Would You Know What to Do?

By Robert Mines and Whitney Stone

In large corporations, an 
impaired executive may never 
come to the attention of the 

EAP as they have resources and 
access to care that other employ-
ees may not. However, the EAP 
may be utilized to assist in 
impaired executive situations. If 
so, would you know what to do?

Executive Cases are More Visible
Such cases are more complex 

than the usual mandatory referral 
or voluntary self-referral of a typi-
cal employee. For instance, a 
senior executive is often an impor-
tant decision-maker with a direct 
bearing on the EAP’s contract.

Also, when working with the 
“average employee,” the EAP oper-
ates more behind the scenes, but 
with a high-ranking officer the EAP 
is highly visible in the organization, 
such as with the C-Suite and 
Human Resources. All told, this 
may add considerable stress to the 
EA professional managing the case.

Because cases like these are 
more intricate, it may be necessary 
to form a team to address all of the 
necessary concerns. A team might 
include the individual EA coun-
selor, HR, the Board of Directors, 
and professionals specializing in 
treatment, organizational psychol-
ogy, and law.

The EAP also faces potential 
legal entanglements in the form of 
testimony, either in individual or 
class action suits.

Case Study: Background
The following case study illus-

trates the complexities involved 
when an executive is impaired. 
While this is an actual case, for 
confidentiality reasons “Jane” is 
not her real name.

Jane, the CEO of a mid-sized 
manufacturing organization (125-
250 employees) had increased 
revenue by 300% over seven 
years and had personal relation-
ships with some of the board 
members. However, she had not 
provided financials to the board 
for seven quarters.

Other employees suspected she 
might be drinking on the job. 
There were reports of client din-
ners at which Jane appeared intox-
icated, after which male staff 

reported to HR that they had 
received unwelcome comments 
from her. The HR manager had 
been marginalized years before by 
Jane and had no influence in the 
organization or with the board.

The board president contacted 
the EAP for consultation. Jane was 
mandated to report to the EAP for 
an evaluation. Initial reports found 
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Mental Health: Reasonable 
Adjustments are Key

Employers have a responsi-
bility to promote workplace 
well-being and help pre-

vent poor mental health, and it’s 
in their interests to take workplace 
well-being seriously, because 
those that do report having more 
engaged, productive, and loyal 
employees, who are less likely to 
need time off work.

Under the Equality Act of 2010, 
employers have a legal duty to pro-
vide reasonable adjustments for an 
employee who has a disability, 
which can include a mental health 
problem if it has a substantial, 
adverse, and long-term effect on nor-
mal day-to-day activities. Typically, 
when it comes to mental health prob-
lems, these are small, inexpensive 
changes, such as more regular catch 
ups with managers, change of work-
space, working hours, or breaks.

One challenge for employers is 
identifying employees who might 

be struggling with their mental 
health, particularly as we know 
that too often, people don’t feel 
comfortable talking about it.

The “Mind for better mental 
health” organization recently sur-
veyed 15,000 employees from 30 
trailblazing organizations who par-
ticipated in Mind’s first Workplace 
Wellbeing Index. These organiza-
tions got involved in a benchmark of 
best policy and practice when it 
came to supporting the mental health 
and well-being of staff because they 
were committed to improving mental 
health in the workplace.

Only 12 percent of the 15,000 
respondents said their mental 
health was currently poor or very 
poor. However, only one in four 
(26 percent) said they would be 
likely to seek support from their 
manager if they were experiencing 
a mental health problem. That’s 
why it’s important for employers to 

create an environment where staff 
can speak openly.

The Index is one of many ways that 
“Mind” works with HR professionals 
and line managers to create mentally 
healthy workplaces. Typically, they 
advise employers to focus on tackling 
the work-related causes of stress and 
poor mental health at work; supporting 
members of staff experiencing a men-
tal health problem; and promoting 
well-being for all staff. 

“Mind” works with employers of 
all sizes and across a range of sec-
tors to help them tackle the unique 
set of challenges they face in sup-
porting the well-being of their staff. 
Many firms are concerned about 
the costs of implementing well-
being initiatives, but they find that 
investing in staff well-being saves 
money in the long run. 

To learn more, visit www.mind.org.uk/
workplace.

From Our Files

The Valuing Differences Model

The valuing differences model 
empowers relationships so 
that people can work together 

better. The valuing differences model 
is based on the following key points:

• People work best when they 
feel valued.

• People feel most valued when 
they believe that their indi-
vidual and group differences 
have been taken into account.

• The ability to learn from peo-
ple regarded as different is 
the key to becoming fully 
empowered.

• When people feel valued and 
empowered, they are able to 
build relationships in which 
they work interdependently 
and synergistically.

A corporate culture that values 
the differences inherent in a diver-

sified workforce will produce an 
environment that promotes 
increased profits and productivity. 
Each culture, race, sex, and indi-
vidual brings unique gifts to an 
organization. These gifts should be 
encouraged and valued. 

Source: “Workplace Diversity: Valuing 
Differences” by Terry Giles. Editor’s note: 
This is a new feature in EAR commemo-
rating our 20th anniversary. It originally 
appeared in the January 2007 newsletter.
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that she was moderately depressed, 
struggling with marital problems, 
and was abusing alcohol at both 
work and home. Jane admitted to 
drinking most days as soon as she 
arrived at the office and was 
increasingly absent and unavail-
able at work. The EAP recom-
mended that the CEO receive 
substance abuse treatment. She 
resisted treatment until the board 
directed her to follow the EAP’s 
recommendations.

Complications Arise
However, Jane failed at each 

step of care, including outpatient, 
intensive outpatient program (IOP), 
and eventually inpatient. A number 
of complications arose (including 
the CEO’s strong sense of entitle-
ment, wherein she balked at having 
to be treated at competent local 
facilities with “those kind of peo-
ple”), making management of the 
case increasingly complex.

Against the EAP’s counsel, the 
board agreed, as a “last chance,” to 
send her to an out-of-state treatment 
facility, at a cost of over $100,000 
for one month, paid by the company. 
Upon completing treatment, Jane 
resumed drinking immediately on 
the plane ride home.

During Jane’s absence, prob-
lems within the organization 
became apparent. The EAP recom-
mended that organizational psy-
chologists conduct an evaluation at 
the systems level, which the board 
approved and funded.

The extent of the CEO’s finan-
cial mismanagement was discov-
ered at this point. Staff reported 
that workplace culture had turned 
into a “reign of terror” prior to the 
intervention and during the func-
tional absence of the CEO, which 
was perpetuated by the marketing 
director, a friend of Jane’s. The 
organizational psychology team 
recommended that the board fire 

the marketing director on the 
grounds he had sabotaged and 
threatened the organization. The 
interim CEO did not act on this 
recommendation.

Aftermath
Six weeks later, Jane was ter-

minated for violating the last 
chance agreement. Upon learning 
this, the marketing director 
claimed that he was being forced 
into a constructive discharge situ-
ation and was working in a hostile 
environment. An employment 
attorney was consulted, and 
advised that terminating the mar-
keting director at this point could 
be interpreted as retaliation.

Eventually, the marketing direc-
tor and CEO each received negoti-
ated severance pay that cost the 
organization significantly, not to 
mention the attorney and organiza-
tional psychology fees. Jane was 
terminated, the marketing director 
resigned, and both were replaced.

Ongoing organizational psy-
chology was initiated with the 
remaining managers and directors. 
Reporting mechanisms were put in 
place for the board, and the board 
hired outside counsel to assist 
them with bylaw changes that 
were needed to give them more 
latitude in the future if they had 
similar problems in their C-Suite.

Additionally, the marketing direc-
tor threatened litigation against the 
EAP for breach of confidentiality. 
However, the EAP’s thorough docu-
mentation verified that the market-
ing director had self-disclosed the 
information in question. The EAP 
continued its contract with the orga-
nization, and board members were 
appreciative of the EAP’s work dur-
ing this difficult time.

It should be noted that this case 
required a sizable team of EA profes-
sionals and many hours of consulta-
tion and behind-the-scenes work. 

The team included the evaluating 
clinician, a behavioral case man-
ager, two organizational psycholo-
gists, the EAP’s clinical director, an 
external employment law attorney, 
and EAP clinicians who worked 
with affected employees.

Takeaways
When working with an impaired 

executive, the EAP should con-
sider the following points:
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Wellness Trends

Innovative Ideas on Tight Budgets

When employees are 
young and often work-
ing remotely, and when 

wellness budgets are low, if not 
non-existent, Human Resources 
managers have to be creative to 
ensure employees get a healthy 
balance at work.

Take for instance the vehicle 
company Carproof. Carproof 
started a wellness program in 2012 
with a weight-loss contest, said 
Heather Coy-Robinson, the com-
pany’s Human Resources manager, 
at the recent 2017 Benefits and 
Pension Summit in Toronto.

Thirty percent of the workforce 
competed to see who could lose 
the most weight and, since there 
was no budget, each staff member 
paid to play. The top loser got to 
keep 80 percent of the pot and the 
runner-up kept the rest. Results 
were impressive: Employees 
became healthier and more 
engaged, and as an unexpected 
benefit, the proportion of smokers 
dropped from 30 percent of 
employees down to five percent.

Lakeside Process Controls, an 
automation solution company in 
Mississauga, Ont., developed a 
wellness program similar to 
Carproof. It began with a weight-
loss challenge in 2010, in which 
90 employees participated and col-
lectively lost 803 pounds, said 
Stephanie Enright, director of tal-
ent management and administra-
tion at Lakeside.

In addition, half of the partici-
pants saw their blood pressure, 
glucose levels, and cholesterol lev-
els decrease after the challenge. To 

build on employees’ enthusiasm 
for active living, Enright said the 
organization is planning a variety 
of events, including a team entry 
into the “Tough Mudder” obstacle 
race. She also organizes events to 

boost healthy eating, such as a 
guacamole challenge to discourage 
eating processed foods and teach 
basic cooking skills, and to boost 

mental health, such as knitting 
workshops and paint nights.

The wellness strategies have paid 
off. Lakeside has not had any dis-
ability claims for nine years, and it’s 
saved $140,000 in renegotiated pre-
miums because employees were sig-
nificantly healthier. 

“There is a hard financial bottom-
line impact we can make in the orga-
nization in terms of wellness,” Enright 
said. And because of the programs’ 
demonstrated success, Lakeside now 
budgets $113 per employee per year 
for wellness activities.

Moral of the story: Think well-
ness programs aren’t worth the 
time or effort because you or your 
client don’t have the money? 
Think again. 

Source: Benefits Canada.

Brown Baggers as Webinars!
Another part of the big changes to EAR in celebration of our  

20th year will be the first EAR Brown Bagger webinar on work-
place bullying. Held in conjunction with Civility Partners, the 
free webinar, “How to Spot, Understand, and Solve Workplace 
Bullying” will be held on Wednesday, July 20.

The presentation will be led by Catherine Mattice, an interna-
tionally recognized bullying expert and head of Civility Partners, 
and Mike Jacquart, EAR editor and publisher.

For more info and to register visit https://civilitypartners.lpages.
co/eap-webinar-registration-page/.

Brown 
   Bagger

  EMPLOYEE 
  ASSISTANCE REPORT
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Editor’s Notebook
doing to ensure that their pro-
grams and/or policies are working. 
In either case, the EAP is in a 
perfect position to help. (See this 
month’s Brown Bagger.)

*****
I want to thank Chuck Austin 

and the planning committee for 
allowing me to present on the topic, 
“Raising Awareness of Your EAP” 
at the 2017 Greater Wisconsin 
EAPA Chapter conference in 
Milwaukee. It was a real learning 
experience, and I greatly appreciate 
the opportunity. If you want to 
know more, shoot me an email.

*****
Finally, several readers suggested 

an article on “managing up.” I hope 
the main story in this month’s 
Lifestyle TIPS insert fills the bill. 

Mike Jacquart, Editor
(715) 445-4386

madjac@tds.net

As opposed to 
the customary 
“average 
employee”, has 
your EAP ever been 
called in to assist in 

a delicate situation in which it is a 
C-Suite executive with a substance 
abuse problem? In this issue’s cover 
story, authors Robert Mines and 
Whitney Stone present what they 
learned from an impaired executive 
case their EAP was asked to address.

While the article focuses on a 
high-ranking exec, it would not be 
difficult to imagine similar intrica-
cies that could be involved with 
an impaired mid-management 
supervisor or manager. 

But regardless of who has a 
drinking problem, it’s clear that 
alcohol has a huge impact on not 
only individuals’ lives but also on 
companies’ bottom lines. 
Corporate clients that haven’t 
addressed this issue need to do so, 
and even businesses that have 
should reassess what they’re 

v Know the environment. What 
type and size of organization is the 
EAP supporting? Has the EAP 
taken into account general organi-
zational psychology considerations 
such as the organization’s finances, 
structure, and culture; the develop-
mental life span position of the 
organization; work process con-
straints; and strategic planning 
considerations.

v Know your client. Who are 
the stakeholders in the outcome of 
the intervention?

v Be efficient. What (if any) 
additional resources does the exec-
utive and/or organization have 
access to, and how can these exist-
ing resources be of assistance?

v Know your role(s). How many 
“hats” (roles) is the EAP wearing?

v Be organized and accommo-
dating (as appropriate). Who is the 
EAP reporting to? Who is the 
EAP’s contact for the organization/
executive? Availability/accessibil-
ity of the EAP may need to be 
greater for impaired executive 
cases than is typical.

v Be thorough. What documen-
tation and releases does the EAP 
need? Are there additional consid-
erations beyond the usual docu-
ments? Pay special attention to 
transparency and informed consent 
related to any information that will 
be shared with the board or other 
executives.

v Be resourceful. When should 
the EAP expand its team to bring 
in additional resources such as 
organizational psychologists, legal, 
HR, or financial experts?

v Know the obligations and risks. 
What state or federal laws may be 

relevant? By what professional and 
ethical codes is the EAP bound?

v Be crystal clear. Trust and 
rapport can be enhanced in 
impaired executive cases by mak-
ing clear the roles and expectations 
of the EAP. Clarification of bound-
aries with the executive related to 
the EAP relationship is necessary 
and may need to be re-established 
from time to time. 

Robert Mines, PhD, is the chairman and 
former CEO of Mines and Associates in 
Littleton, Colorado. He has been involved 
with C-Suite clients for over 30 years. 
Whitney Stone, LPC, is the president of the 
Colorado EAPA Chapter and is a behavior-
al health and EAP consultant with Anthem, 
Inc. Editor’s note: A longer version of this 
article appeared in the 1st quarter 2016 
“Journal of Employee Assistance” and is 

re-used with the authors’ permission. For 
more information or a list of references 
used in this article, contact the editor at 
madjac@tds.net.
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Being a Type B can be  
a GOOD Thing: Part II

By Travis Bradberry

Part one of this two-part arti-
cle explained how people 
with Type B personalities 

deserve much more credit than 
they get. Insights into their person-
alities were introduced last month, 
with the remainder appearing in 
the conclusion of this article.

v We have a plan. Just because 
we’re not barreling from step one 
to step two at breakneck speed 
doesn’t mean we don’t have a 
plan. We do. We just keep it to 
ourselves and follow it quietly 
rather than assigning time-keepers 
and judges to monitor our progress 
and help us stay on track.

v We care. Being laid-back is 
not the same as being disengaged 
or indifferent. The truth is that we 
care enough to work at the pace 
we’re most effective. If we didn’t 
care, we’d let you rush us even if 
that compromised quality.

v We’re content. We think it’s 
great that you’re so focused on 
your goals, but we simply don’t 
think as much about “What’s 
next?” because we’re pretty happy 
right where we are. In fact, we 
Type B people report a higher 
level of satisfaction with our lives, 
and that lets us enjoy today with-
out worrying so much about what 
we’re going to achieve tomorrow.

v We’re healthier than you 
are. Overall, we suffer less stress, 
which can lead to everything from 
heart disease and insomnia to rela-

tionship problems and substance 
abuse. Our ability to relax not only 
paves the way for better decision-
making, it also helps us maintain a 
healthy weight, avoid cancer, and 
fight off infections. 

v We make great friends. We 
see the best in everyone—including 
you. Since we don’t view life as a 
competition, we’re the first to cheer 
you on and to support you along the 
way. And we cheer and support you, 
not just your achievements. We 
think that Robert Louis Stevenson 
knew what he was talking about 
when he said, “Don’t judge each day 
by the harvest you reap but by the 
seeds that you plant.”

v We work best when we’re 
allowed to color outside of the 
lines. Don’t give us a paint-by-
numbers kit; we’d much rather 
have a blank canvas and a shiny 
new palette of colors. While 
you’re squinting at those small 
spaces, trying to make sure you 
stay within the lines, we’re back-
ing up all the way across the room 
so we can see the big picture. 

v We like group projects. We 
know you don’t like group proj-
ects, and we know why: there are 
always a few group members who 
don’t feel that every second has to 
be accounted for or who don’t 
share your sense of urgency to do 
everything NOW! We focus on the 
process as well as the outcome. 
We’re happy to share the suc-
cesses, the failures, and the credit, 
and we enjoy the give-and-take 
and collaboration that are part of 

working with a group, even if it 
slows things down a bit.

v We admire and respect 
you—but we wouldn’t trade 
places. We’re awed by your drive 
and by your breathtaking pace. We 
recognize the rewards that come 
your way, and we’re impressed. But 
we’re wise enough to know that 
we’re not wired that way. We’d be 
miserable, and so would everyone 
around us. So, we’re content to 
hang out in the slow lane and see 
you at the finish line. We’ll be the 
ones who are smiling calmly, rather 
than gasping for breath. 

Summary
We really don’t mind ceding the 

limelight to Type A personalities; 
just don’t count us out. We have a lot 
to offer, and we want to contribute. 
We want to succeed at a high level. 
However, we’d rather enjoy the 
game and leave the scorekeeping to 
somebody else. After all, it doesn’t 
matter until the game is over. 

Dr. Travis Bradberry is the award-winning 
co-author of the #1 bestselling book, Emo-
tional Intelligence 2.0, and the co-founder 
of TalentSmart, the world’s leading provider 
of emotional intelligence tests and training.
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Quick Ideas

E-nough Already!
v Cut down on potential dis-

tractions by turning off your 
email alert. Studies show that the 
average person is interrupted at 
work every three minutes, and it 
takes an average of 25 minutes to 
completely concentrate again after 
the interruption.

v Don’t check your email first 
thing in the morning. Most peo-
ple are more focused, energetic, 
and creative early in the day, so 
don’t waste your best brainpower 
by plowing through your inbox.

v Check your email on a 
schedule. For instance, at 11 a.m. 
and 3:30 p.m. If your business 
uses email to deal with customers 
and to process orders, you might 
need to check it more often. 
Otherwise, let the emails pile up 
so you can deal with them all in 
one fell swoop.

v If you go back and forth 
with someone via email three 
times, it’s better to pick up 
the phone. It’s clear that what-
ever you’re discussing is taking 
more time over email than it 
would with a quick back-and-
forth discussion.

v Don’t write novel-length 
responses. Keep emails short, 
stick to the point, and don’t ask 
more than three questions, or 
request more than three actions. 
Studies show that when people 
get a complicated email, they tune 
out after the third or fourth 
request. If your reply requires a 
long email, you may be better off 
calling instead. 

Sources: Neat-o-Rama; John Tesh, Intel-
ligence for Your Life (www.tesh.com).

HR Corner

Ending the Tug-of-War
By Carol Wilson

Does this sound familiar? 
You’re in a meeting. There’s a 
problem to be solved. 

Someone throws out an idea with 
oodles of rationale only to be coun-
tered by someone else with an oppos-
ing idea. Then the volley begins. The 
bystanders choose who to support or 
stay silent on the sidelines. Egos are at 
stake and, instead of solving the prob-
lem, you find yourself looking for a 
compromise for the sake of “team”. If 
compromise becomes the priority, you 
lose credibility with your staff and the 
focus on what’s best for the customer 
or stakeholder is diminished. I certain-
ly don’t have all the answers, but here 
are a few things to end the tug-of-war.

v Make sure you’re solving 
the right problem. When you 
gather folks from various teams or 
departments, you’re likely to have 
several different perceptions of the 
problem. Before jumping into 
solutions, make sure the problem 
is clearly defined by asking some 
of the following questions:

• How did this issue come to light?
• Who is being impacted?
• What is the impact?
• What data is there to measure 

the severity or importance of 
the issue?

Sometimes this clarification 
process may even reveal that the 
problem was simply a misunder-
standing of expectations and noth-
ing needs to be solved. While it’s 
more fun and energizing to fix 
something, slowing down to deter-
mine what the real issue is will 
save time and energy.

v Gather ideas in advance. 
Once you’ve defined the problem, 
start your quest for solutions in 
advance of a group discussion. 
Why? Because teams that have 
worked together for a while become 
predictable. Ask team members to 
submit their own individual ideas 
prior to the meeting and offer a prize 
for the most out-of-the box thinking. 
Collate the input and wait until the 
meeting to share the ideas.

v Designate a chair in the 
room to represent the customer 
or stakeholder. It’s amazing to me 
how much we (me included) can 
get so invested in having our idea 
“win” that we forget who we’re 
serving. Having the “customer” in 
the room reminds everyone of the 
reason for the company’s existence 
and the importance of considering 
the customer’s perspective.

v Start your meeting by reading 
all the ideas (without identifying the 
authors) and inform the group that 
you don’t think any of them hits 
the mark. Remember the contest for 
the most out-of-the box idea? There 
may be team members who are afraid 
they’ll be ridiculed for their off-the-
wall thinking. By encouraging it, 
you’re more likely to engage creativ-
ity as well as create a safe environ-
ment for some who might otherwise 
remain silent. End the meeting by 
having the group rank the ideas in 
order of feasibility and encourage 
them to consider the top three.

v Sleep on it. In our rush to move 
on to the next issue, we bypass one 
of our best tools for gaining clarity . . 
. our unconscious mind. Our brain 
continues to work the problem even 

when we’ve consciously stopped. 
And when we sleep, our brains go 
into cleansing mode. I think of it as 
the 3rd shift maintenance crew. The 
trash is removed, the equipment is 
sanitized, and your work station is 
filled with all the supplies needed for 
the day. Lastly, your unconscious 
delivers an intuition that either con-
firms your decision or offers alterna-
tives for consideration.

v Reassemble the group and dis-
cuss the options. Encourage discus-
sion with open-ended questions such 
as, “What new thoughts or ideas 
should we consider?” You’ll probably 
end up with options that have been 
modified and/or a brand new idea for 
consideration. After everyone is clear 
on the choice, ask each person to 
choose one with a brief explanation. 
If you end up with consensus….great. 
If not, let the team know what deci-
sion you made and why.

Summary
Avoiding an ego-driven tug-of-

war is one of the best ways to pro-
duce decisions, ideas, and outcomes 
that meet the needs of the organiza-
tion, its mission, and its customers. 
It’s best to let go of the “rope” and 
join hands in collaboration. 

Carol Wilson joined Empathia in 1990. As 
Senior Vice President, Customer Relations 
and COO, she oversees all service opera-
tions at Empathia. Additionally, Carol 
is an experienced corporate trainer and 
consultant who has worked with a number 
of high profile corporate entities. She is an 
associate certified coach and a member of 
the International Coach Federation.

*Specific LifeMatters® services vary from 
company to company, so please speak to 
your company benefits representative or 
call LifeMatters to determine the specific 
services that are available to you.

EAR is Going Green!
This means BIG savings for you, and an oppor-
tunity to advertise for free! More info to come, 

or call Employee Assistance Report,  
(715) 445-4386 or email madjac@tds.net.

  EMPLOYEE 
  ASSISTANCE REPORT

Resources
 A new resource to show 

the real costs of substance use 
to employers was recently 
released. The free, online tool is 
a joint project of the National 
Safety Council, Shatterproof, 
and NORC at the University of 
Chicago. Try it out at www.nsc.
org/drugsatwork. 

 Watch and share Team 
Roswell’s journey and approach 
to community-based research 
efforts in Native American com-
munities. The piece helps create 
awareness, education, and notes 
the importance of Employee 
Assistance Programs as a means 
of prevention and intervention. 
Go to https://www.youtube.com/
watch?v=2IMrU3DA5w0

 Humility is the New 
Smart: Rethinking Human 
Excellence in the Smart 
Machine Age, by Edward Hess 
and Katherine Ludwig, Berrett-
Koehler Publishers, ISBN: 978-
1-626-56875-4, $27.95. The 
authors explain how the key to 
staying employable in the Smart 
Machine Age is to further excel 
at what makes us unique as 
human beings — our real, not 
artificial, emotional and social 
intelligence. 

 The Innovation 
Mentality, by Glenn Llopis, 
www.theinnovationmentality.
com. The author compels lead-
ers and organizations to 
embrace a new mindset – an 
innovation mentality mindset – 
for renewal, reinvention, and 
growth that empowers them to 
stay ahead of the rapid changes 
in the workplace. 


