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Evans Data Corp. (EDC) has made every effort to produce the highest quality research product in this effort. The
customer understands that EDC uses those statistical and data gathering techniques which, in its opinion, are the most accurate
possible. However, inherent in any statistical study is a possibility of error, which must be taken into account in evaluating the
results. Evaluations and interpretations of statistical research findings and decisions based on them are solely the responsibility of
the customer and not EDC. The conclusions, summaries and interpretations provided by EDC are based strictly on the analysis of the
data gathered, and are not to be construed as recommendations; therefore EDC neither warrants their viability or accuracy nor
assumes responsibility for the success or failure of any customer actions subsequently taken.

This report is the exclusive and proprietary property of Evans Data Corp. and is subject to limited distribution and
restricted disclosure only. Any unauthorized use, reproduction, or transfer of this material is strictly prohibited. Clients of this study
may freely distribute this report to full-time employees within their corporate entity, providing that the above requirements are
adhered to by all recipients. Clients may not distribute any of this information outside of their organizations without written
permission from EDC.
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