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Home Delivery Acquisition

STANDARDIZATION
SALES CHANNELS
MONTHLY and QUARTERLY SALES PLANS
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Subscriber Retention
95 S hHbhscriber Touch Pol nt ¢

Robo Calls—8
Email — 6

_ive Call-4
nvoice —4
_etter — 2
Carrier- 1




Standardization

New Start Source

Promo Code (Reason or Campaign Codes)
Promotion Recap

Cost Per Order

Stop Reason

Retention by Channel

Complaint Reason



HMG START SOURCE CODES

DTI Code

Telemkt

Kiosk

DirectML

Email

Social

Internet

Carrier

DM

Employee

RevTel

Event

Crew

SCinsert

Postit

OutMedia

Description/Example Pressure
Sold by a campaign to new subs

Sold by a campaign to former subs

Sold by a campaign to convert current subs to DS

Sold by a campaign using employees

Sold by a company you contract with (store or event)

Sold by an employee/contractor you manage

Sold by a campaign directed to new subs only

Sold by a campaign directed to former subs

Sold by a campaign directed to convert subs to DS

Sold as a result of an email campaign or enewsletter

Sold as a result of an offer on social media

Sold as a result of a specific campaign created for

a website - other than | Services

Sold by carrier from sampling or requested sample

Sold by a District Manager from sampling

Sold by an employee from company promotion

Sold by calling in to a company set up to take call
Sold by calling in to a CSR set up to take a call

(Both are in response to a contest giveaway or event)

Sold by an employee or independent at an event

Sold to a new sub at door by a company or ind cont

Sold to a former sub at door by a company or ind ct

Sold by an offer in single copy, magazine, or TMC

Sold by an offer on a post-it on paper, insert, or TMC

Sold by a radio, tv, outdoor billboard, or magazine

advertising or a 3rd party website with a general

message to call in to subscribe

Codes

Effective March 27, 2015
Voluntary Metrics Reporting Channel
Telemarketing ™™

Telemarketing ~ TF

Telemarketing TC

Telemarketing ~ TE

Kiosk KC
Kiosk KI
Direct Mail DN
Direct Mail DF
Direct Mail DC
Internet IE
Internet IS
Internet w
Carrier cs
District Manager DM
District Manager DE

Reverse Telemarketing RT

Reverse Telemarketing RE

Events (not 3rd party)  EE

Door to Door Programs CN

Door to Door Programs CF

Single Copy Inserts Sl
Single Copy Inserts SP
All Other OA

Subsource



o Codes

CAMPAIGN CODES

22-Aug
ALL NEW SALES PRESSURE ACTIVITY MUST HAVE A CAMPAIGN CODE SET UP
Created by each newspaper when setting up a new marketing campaign
Currently NOT BEING USED FOR NEW ORDERS Links to Reason and Rate Codes
Always eight characters Example OKC71310
First Newspaper Name o Newspaper Name (Ocala)
Second/Third Metrics Channel (see Start Source List) KC Kiosk Company
Fourth Frequency of Delivery 7 Daily and Sunday
Fifth/Sixth Length of Initial Term 13 13 weeks
Seventh/Eighth Offer Rate 10 10% Discount off full rate
EXAMPLES
1 2and3 4 Sand6 7and8
INewspaper etrics Channels [Explanation Frequency lLength of [offer
Name Jof Delivery [Term Rate
First letter of a ™ [Tele to New Subs |7 = D/S or 7 day 04 = 4 wks |10 = 10% off
INewspaper L3 [Tele To Former Subs /6 = Daily only 1M =1mo I50 = 50% off
ou share on T [Tele Conversion FOD l4=4Days 108 = 8 wk 0= Full price
Jserver or cloud TE [Tele By Employee 3=3Days 13 = 13 wk B3 =33%off
for your edition KC iosk Company [1 = 1 Day or Sun 1Y =1yr [1m = 1 mo free
[Example Ois Ki iosk with Inhouse lexamples Bm =3 mo free
[Ocala DN IDir Mail to New Subs L_ = Easy Pay
DF IDir Mail to Former xamples
DC IDir Mail Conv FOD
IE Internet via email
1S ocial Media (FB)
w internet Website SUBSOURCE
cs [carrier Sampling
DM pistrict Manager INew campaigns will need to
DE ompany emp program have a subsource. This is the
RT Rev Tel - use company. endor you are using, such as
RE ev Tel - use Employee lthe telemarketing, kiosk, or
EE Event using employee direct mail company. If using an
CN [Crew to New Subs lemployee or inhouse, then
CF ICrew to Former Subs lname can be used as a subsource
st C Inserts
sp. C Post-it-note
oA JOther advertising




1otion Reca

SALES PRESSURROMOTION RECAP FOFRREASON CODE REQUEST 17-Sep
Newspaper PROMOTION CODE
Initial
Start Date Payment Promotion Code set up in DTl as REASON CODE
End Date Metrics Source Channel
circle one)

Promotion Description (Include FOD, initial term, offer rate) ™ [Tele to New Subs

L3 [Tele To Former Subs

T [Tele Conversion FOD

TE [Tele By Employee

KC Kiosk Company

Ki Kiosk with Inhouse
Rate Code: New or Existing (circle) DN Dir Mail to New Subs

OF Dir Mail to Former
Number sent or called e |pir Mail Conv FOD.

3 internet via email
Orders sold (at end date) Is Isocial Media (F8)

w internet Website
Response Percent cs Icarrier sampling

oM District Manager
Promotion Created By DE Icompany emp program

RT Rev Tel - use company
Date completed RE [Rev Tel - use Employee

EE fEvent using employee
Vendor/Sub Source N Icrew to New Subs

cF Icrew to Former Subs
Target Audience for this promotion: st IsC Inserts

Sp. IsC Post-it-note

oA Jother advertising
Additional Description or Comments:
[} Entered in Date:

Approval: Date: DTI by:




COST PER ORDER CALCULATION
Metrics Reporting

er Order

Description

Effective October 1, 2014
Cost Per Order

[Telemarketing
[Telemarketing

[Telemarketing

TN Sold by a campaign to new subs
ITF  Sold by a campaign to former subs

ITC _Sold by a campaign to increase Freq of del

Direct invoice from telemarkting
icompany / divided by the number of

orders

[Telemarketing

[TE__Sold by a campaign using employees

Employee costs / divided by orders

Kiosk IKC _Sold by a company you contract with [Company bill & premiums divided by orders
Kiosk KI__Sold by an employee/contractor you manage Employee costs & premiums / divided by orders
Direct Mail IDN  Sold by a campaign directed to new subs only [Total cost of printing and mailing,

Direct Mail IDF  Sold by a campaign directed to former subs lincluding design and return postage /

Direct Mail [DC _Sold by a campaign to increase Freq of del divided by orders

IE__ Sold as a result of receiving an email

ICost of setting up and/or sending out emails

lor posting on a site / divided by orders

IS__Sold as a result of an offer on social media
IW__Sold as a result of an offer on a website

foServ (VOL)

[Sold from offer on your paper websitéo subscribe

|This is a voluntary ordemwith no CPO

|Carrier

|CS Sold by carrier from sampling

Cost of printing flyers, wraps or bags and

commission or del fee paid / divided by orders

District Manager

[District Manager

IDM  Sold by a District Manager from sampling

IDE_Sold by an employee from company campaign

|Any direct costs-commission, bonus, booth, bags,

premiums and flyers / divided by orders

Reverse Telemarketinj

Reverse Telemarketinj

IRT __Sold by callinga company set up to take call

Direct invoice from company / divided by orders

RE__Sold by callingin to a CSR set up to take a call

Employee cost / divided by orders

Events (not sold by
hird party)

[EE  Sold by an employee at an event

ny direct costs inlcuding booth, bags, premiums,
lyers and employee costs / divided by orders

Door to Door Programs

ICN__Sold to a new sub at door - company or IC

[Door to Door Programs

|Any direct cost (employee cost, commission,

ICF__Sold to a former sub at door - company or IC

company invoice) / divided by orders

Single Copy Inserts

S| Sold by an offer in single copy or TMC

Cost of printing and inserting total

Sold by an offer on a post-it

jamount / divided by orders

|All Other

IOA Sold by a radio, tv, outdoor billboard, or magazine

magazine with a general message to call in to order

Overall direct cost / divided by the

number of orders

[Keep in mind - Pressure Orders have a cost and Voluntary Orders do not

Note: Employee costs are defined as base pay,

incentive pay, commission paid, and benefits



top Reasons

HMG STOP REASONS Effective October 1, 2014

DTl Code Description Permanent Temporary HMG Stop Reasons
Billing Billing Issue Y Price/Value
CCNoPay Carrier Collect Non-Pay Y Non-Payment
ChgMind Changed Mind Y Uncontrollable
Compet Reads Other Paper X Content
Content Content Y Content
Deceased Deceased Y Uncontrollable
DNO Did Not Order g Bad Order
ExpireSt Cust call to Stop at Expire or mail acct Y All other
Internal Office Use - Need to enter a Remark Y All other
IntrnTmp Office Use Temp - Use Remarks A Temporary
Medical Medical Temp Stop s Temporary
MedPerm Medical Perm Stop Y Uncontrollable
MisUndst Misunderstood Sales Offer Y Bad Order
MoveOut Moving out of Market Del Area Y Uncontrollable
NeverPd Never Paid Sub stop by sys (end of grace) Y Non-Payment
NeverStr Never Started-Customer Cancel Y Service
NonRenew Former Paid Sub stop by sys (end of grace) Y System Non-renew
NoReason No Reason Y All other
NoTime No Time to Read Y Price/Value
Online Reads Online or converting to digital Y Price/Value
Piling Papers Piling Up Y Uncontrollable
PmtDclne Payment Decline - Bad Cr Card Y Price/Value
PoorServ Poor Service \f Service

Price Too Expensive or price increase Y Price/Value
Quality Production Problems - includes ads miss Y Uncontrollable
RetMail Returned Mail or from lock box Y Uncontrollable
SCBuy Single Copy Purchaser Y Price/Value
Sample Sample period ends with no sale Y Price/Value
SeasonT Seasonal Temp Stop (money in account) Y Seasonal
SeasonP Seasonal Perm Stop (no money in act) Y Seasonal
Undeliv Undeliverable - out of delivery area Y Uncontrollable
Vacation Vacation - With restart date ¥ Temporary
VacCall Vacation - Sub will call to restart Y Temporary
VacDon Vacation Stop with Donation Y Temporary
VacPac Vacation Pack with Vac Pac A Temporary

Frequency of Delivery Changes
Downgrad Voluntary call to change to lower FOD Not counted - N/A



omplaint Reasons

HMG COMPLAINT REASONS Effective Sept 3, 2014
Description ReDeliver Dispatch Charge Carrier Delivery Complaint

AltPub Alternate Publication was missed Y Y Y Y
Appeal Customer callback to stop complaint N N N N
Content Editorial Content N N N N
Courtesy Non active sub requests a paper Y. Y- N N
Damage Damaged Paper or Poor Print condition Y Y N Y
Edition Wrong Edition Delivered Y Y Y Y
IncCarr Incomplete Paper - Carrier Error (section) Y X Y. Y.
IncProd Incomplete Paper -Production Error (advertising) Y Y N Y
LateCarr Late Delivery - Carrier N Y e e
LateProd Late Delivery - Production N Y N s
LateWthr Late Delivery - Weather N Y N Y
Missed Missed Delivery Y Y Y Y
MissTom Missed today - Deliver with tomorrow N N Y Y
PropDam Property Damaged N N Y Y
RptReDel Repeat call to redeliver Y Y N N
RptStart Repeat call to start Y Y Y Y
RptStop Repeat call to stop N Y Y Y
Stolen Stolen Paper Y Y N Y
Wet Wet Paper Y Y A4 A4
WrngProd Delivered Wrong Product (Alt pub delivered) Y Y Y Y
WronglLoc Not Delivered to the Requested Location N N Y Y

NOTE: Formal complant is 3 service errors

within a 30 day period (delivery complaint
reasons only)



New Subscriber Acquisition

11 Start Channels
Telemarketing

Kiosk

Direct Mai

Internet - Email

Carrier Programs

District Manager Programs
Reverse Telemarketing
Events

Door to Door

Single Copy Inserts
All Other




Telemarketing

Percent of Total - 41%

5 Vendors

Percent Paid - 38%

Retention - 4.3%

Cost Per Order - $36.99

Orders Per Unit - 2.33

Cost Per Unit - $86.03

Calling files managed by Inka Solutions



Kiosk

Percent of Total - 41%

= Vendors

Percent Paid - 98%

Retention - 45%

Cost Per Order - $53.47

Orders Per Unit - 2.22

Cost Per Unit - $118.83

Adding “Sign Me Up” Program with AMG



Direct Mail

Percent of Total - 2%

1 Vendor

Percent Paid - 9go%

Retention - 64%

Cost Per Order - $47.63

Orders Per Unit - 1.56

Cost Per Unit - $74.42

Files Managed by Inka Solutions



Internet and Email

Percent of Total - 5%

3 Vendors

Retention - 71%

Cost Per Order - $19.34

Orders Per Unit - 1.41

Cost Per Unit - $27.24

Files Managed by Inka Solutions



//\/ »

Carrier Programs - Sampling

Percent of Total - 2%
Retention - 60%

Cost Per Order - $30.74
Orders Per Unit - 1.67
Cost Per Unit - $51.24
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District Manager Programs

Percent of Total - 1%
Retention - 74%

Cost Per Order - $3.38
Orders Per Unit - 1.35
Cost Per Unit - $4.57



Reverse Telemarketing

Percent of Total - 1%

1 Vendor

Retention - 41%

Cost Per Order - $83.88
Orders Per Unit - 2.44

Cost Per Unit - $204.57



Events — Employee Sales

Percent of Total - Less than 1%
Retention - 65%

Cost Per Order - $26.42

Orders Per Unit - 1.54

Cost Per Unit - $40.65



Door to Door Sales

Percent of Total - 1%
Retention - 51%

Cost Per Order - $37.17
Orders Per Unit - 1.96
Cost Per Unit - $72.85



/ |

Single Copy Inserts — Post it Notes

Percent of Total - 4%
Retention - 67%

Cost Per Order - $41.40
Orders Per Unit - 1.49
Cost Per Unit - $61.80



All Other

Percent of Total - 2%
Retention - 69%

Cost Per Order - $72.60
Orders Per Unit - 1.45

Cost Per Unit - $105.22



e

Monthly — Quarterly Sales Plans

Monthly plan Monitors HD (and SC) copies YTD —
Daily and Sunday to Budget and Last Year

Reports Copies and % Over or Under, including Units
to make up

Measures starts by channel, CPO, % of total, Budget,
and total to plan

Orders Per Unit and Cost Per Unit, along with sales
offers are included



e

Monthly — Quarterly Sales Plans

Each newspaper receives from me and then completes
their plan

They add Orders sold in the previous month by
channel and compare to monthly budget

Monthly and Quarterly Goals and Plans are added for
each channel

Plans are completed and sent to me and we review on a
call
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onthly HD Plan - Example

HOME DELIVERY |Circulation Director
Sales and Marketing Manager
SEPTEMBER 2015 PLAN Home Delivery Manager
lM_arketing Support
[Publisher
January-July, 2015 Unit Shortage
12015 Actual 2015 Actual T to Date
2015 Actual 2015 Budget | 2014 Actual s Budget Percent s 2014 Percent to Make Up
DAILY 46.00%
Home Delivery [ 52,720 [ 52,274 52,808 446 0.9% 88 -0.2% 0
Last month 415 -0.8% -122 -0.9%
SUNDAY
Home Delivery [ 56,798 [ 56,977 57,110 179 -0.3% 312 -0.5% 346 |
Last month -197 -0.2% -355 -0.8%

January-July, 2015

Year to Date Percent Yr to Date Total Orders
HD Sales Pressure Channels Vendor Name Total Orders Cost CPO of Total Orders Plan vs Plan
elemarketing - company and in-house 1953 $81,518 $41.74 39% 2059 -106
Kiosk - company and in-house 2018 $141,700 $70.22 40% 1988 30
Direct Mail - former and conversions 155 $4,980 $32.13 3% 120 35
Internet - Email, Social, Specific Website Post Up 98 $1,587 $16.19 2% 125 -27
52 $760 $14.62 1% 35 17
10 $165 $16.50 0% 15 =3
Reverse Telemarketin, [Telereach 244 $12,906 $52.89 5% 300 -56
Events - sold by employee 5. $50 $10.00 0% 20 -15
Door-to-Door Programs Inhouse 134 $6,186 $46.16 3% 50 84
Single Copy Inserts, Post-its, magazine ads 384 $13,521 $35.21 8% 425 -41
Il Other - Outdoor ad or radio/tv 9. $85 $9.44 0% 25 -16
OTAL 5062 $263,458 $52.05 100% 5162 -100
PLAN FOR SEPTEMBER September August August Budget Orders Cost Offer Price
Budget Actual Budget _ Difference er Unit per Unit (customer pays)
elemarketing - company and in-house 350 312 350 -38 1.28 $53.43 $20.08 /mo DS EZ
[Kiosk - company and in-house 300 351 300 51 1.20 $84.26 $20.08/mo DS EZ
Direct Mail - former and conversions 50 1. 100 -99 1.38 $44.34 $20.08/mo DS EZ
Internet - Email, Social, Specific Website 25 4 25 -21 1.30 $21.05 $16.16/mo DS EZ
5 10 5 5 1.05 $15.01 $21.92/mo DS
0 5 0 5 133 $12.60 $20.08/mo DS EZ
Reverse Telemarketin, 0 90 100 -10 1.01 $55.10 $20.08/mo DS EZ
Events - sold by employee 5 0 5 -5 na
Door-to-Door Programs 0 0 0 0 na
Inserts, Post-its, magazine ads 155 109 155 -46 1.28 $45.07 $16.16/mo DS EZ
JAll Other - Outdoor ad or radio/tv 10 11 10 1 1.26 $11.90 $16.16/mo DS EZ
[TOTAL 900 893 1050 -157
Percent 85%




Example — Newspaper Report

Detailed Information on Plans for Fourth Quarter 2015: Date completed: 9/9/2015

Completed by:

Telemarketing Outbound through NeverStop. Currently calling former/nevers, new movers, and recently suspended (collections).

Changed parameters for Suspend account to Day 3. Talking to PISA group about supplemental campaigns, upgrades etc.

Work with TCN to begin robocall subscribers in grace. Continue to pitch upgrades through customer service for subscribers calling

Working with INKA to send all files through them. Recently change Non-Pay campaign to be a daily file instead of a weekly file.

Kiosk- Added new locations: Agave Mexican Restaurant, Dollar General, Murphy Gas. Purchased new kiosks with branding

graphic printed directly on unit. Offering $0.99 digital as a dropdown.

Direct Mail- In house multi-tiered subdivision specific direct mail campaign: Introduction letter outlining features and benefits,

follow up post card with WE offer, third piece offering to participate in Requested sample program.

Internet - NSS website, PostUp email campaign subscribers in grace - offer $25 dining dough, Post Up email campaign recently suspended -

offer loyalty card, PostUp email campaign former WE and Sunday with $10 gift card offer, Propel email campaign digital-through marketing dept.

Reverse TelemarketingNext campaign will be in October/Novemeber. $2500 Mall Shopping Spree.

Single Copy InsertsSeptember/October: Football themed, Sunday only offer; November: Harvest Themed, WE offer, $10 Publix GC

December: Holiday Themed, Daily offer, "Buy A Gift, Get a Gift"

Door to Door Talking to Newspaper Sales Associates about replacing Brandon Guthrie

Other - Welcome Wagontiered direct mail campaign to new movers: August 1st launch; Requested carrier sampling programubscriber requests

through email/telemarketing/door to door one month sample with survey follow up. 4 targeted pieces included: wrapper, flier, post it, letter.

Waiting Room Programsample copies delivered to waiting room by carrier for one month with subscription flier inserted offering home delivery

special offer targeted towards the business the waiting room is in. Secured for September: Orthopaedic Clinic (4 locations), Physical Therapy Associates

Dunkin' DonutsCashier flierone month program launching August 1st with Dunkin' Donuts , subscription flier handed out with every purchase

premium to be a pre-loaded Dunkin' Donuts loyalty card. Contests/Spiffs for cashiers with the most sales. Also included in partnership: new

kiosk locations.

Introductory Digital Offer:$.99 per month for the first three months, automatically converts to regular rate on the 4th month.

Bill Stuffers: Currently inserting 2 pieces in every billing: EZ Pay conversions with a $10 Gift Card to Publix/Walmart or Darden (50 conversions in July!),

and a call to action to register for digital. In September we will be replacing the digital bill stuffer with a targeted WE and SO upgrade piece at a 25% discount




Subscriber Retention

“25 Retention Touch Points”

4 Subscriber Life Cycles
1 to 28 Days After Start
30 to 3 Days Prior to Expiration

7 to 42 Days In Grace
3 to 21 Days After Delivery Stopped
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1 to 28 Days After Start

“25 Retention Touch Points”

3 Robo Calls

2 Mailed Invoices
2 Emails

1 Letter



N

30 to 3 Days Prior to Expiration

“25 Retention Touch Points”

1 Live Call
1 Mailed Invoice

1 Email
1 Robo Call



/ to 42 Days In Grace

“25 Retention Touch Points”

3 Robo Calls

2 Emails

1 Mailed Invoice
1 Live Call

1 Carrier Flyer



N

3 to 21 Days After Delivery Stop

“25 Retention Touch Points”

1 Direct Mail

1 Email
1 Live Call



Subscriber Retention

“25 Retention Touch Points”

One Robo Call for Credit Card Decline
One Live Call for Credit Card Expiration
All Data Managed by Inka Solutions

All Emails sent by Post Up

All Robo Calls by TCN




- 44
25 Subscriber Touch Points Newspaper:
Retention Best Practices Touch
Touch Point to Subscriber Time Process Vendor Status Point #
[First Delviery (new subs or restart with no money in account)
Days After Start
[Call to Verify Delivery started Day 1 Robo call TCN Started | 1
First invoice if not prepaid Day 1 Invoice Standard Reg |0n§oing I 2
[Thank you/Welcome email or letter Day3 Email PostUp iStarted I 3
|(email first - then letter if no email Letter AMMS Developing | 4
[No first payment notification Day 14 Robo call TCN |Started | 5
[Second invoice if not prepaid Day 21 Invoice Standard Reg |Ongoing I 6
[How is service/digital email or call Day 28 Email if avail PostUp Started | 7
to all subs regardless of service) then Robo call TCN Started | 8
[Renewal for paid subs (assume 42 day gr: fore Expiration (not in grace period)
Days Before Expiration
First renewal invoice Day 30 Invoice Standard Reg |0ngoing | 9
Expire Notification email Day 14 Email PostUp Started I 10
[Expire Notification robo call Day 7 Robo call TCN |0ngoing | 11
Expire Notification live call Day3 Live call CSR - ENC |0n§oing I 12
[Renewal for subs (assume 42 day graejter Expiration (in grace period)
Days in Grace
Past Due Notification Day 7 Robo call TCN | 13
[Second renewal invoice Day 14 Invoice Standard Reg | 14
Early In Grace Notification email Day 21 Email PostUp I 15
Past Due-In Grace Notification Day 28 Robo call TCN (Live ENC) | 16
Live call with offer to pay today Day 35 Live Call CSR (Only ENC) | 17
Late in Grace Email - offer to pay today Email PostUp | 18
Final Delivery call - offer to pay today Day 40 Robo call TCN | 19
Last delivery notice with offer to Day 41 Post it or flyer Carrier | 20
lcall and pay today 0 include $25 Rest.com
[Subscriber is stopped at end of grace for Non Payme@ystem Non Renew
Days After Stop
Live call (if no vol restart call day 1-2) Day 3 Live call CSR and ENC |0ngoing | 21
‘e want you back - trigger email Day 7 Email PostUp [Started | 22
[We want you back - trigger direct mail Day 14 Direct Mail AMMS Some papers 23




Summary “25 Touch Points”

ROBO CALLS AVAILABLE DOING

#
TCN
Delivery Start Verification
No First Payment 5
Credit Card Decline 25
Credit Card Expire in upcoming month 24
Delivery Satisfaction (How is service?) 8
Expire Notification (before grace) 11
Final Delivey Tomorrow (end of grace) 19
Complaint Redelivery Verification
Delivery Complaint Follow Up
Digital Activation Reminder
Past Due Notification (in grace) - 2 Calls 13/16
EZ Pay conversion




- Summary “25 Touch Points”

PostUp #
Thank you for subscribing/Welcome 3
How is your service? Sign up for digital? 7
Expire Notification 10
In Grace Notification 15
Pay today with special offer or gift 18
We want you back with offer or gift 22
OTHER CREDIT CARDS

Expire Live Call 24
(2 wk before)

Decline Robo Call TCN 25
(at time of decline)

TOTAL
Email

Robo call

Live call

Invoice
Letter
Carrier

=N [_|o|o




