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Deryck White
deryck@dcwconcepts.com

Education:  BSc — Accounting, Towson University 1993

Experience: 1993 —2003: Healthcare - Medicare and Medicaid Auditor

2000 - Present: Freelance Graphic Designer, Web Developer, Video Editor, Business
Communications Specialist

2014 - 2016: Graphic Designer and Web Developer, Adventure Productions

2016 - 2017: Graphic Designer and Web Developer, Quality Business Solutions
2017 - 2019 - Marketing and Communications Manager, The Society of Naval
Architects and Marine Engineers

Design Applications and Management Tools: Adobe Creative Cloud Apps, Microsoft Office Apps

Web Tools: HTML, CSS, IS, PHP, WordPress, Drupal, GitHub, Cloud Hosting and Admin

Association Tools: CMS and CRM software

Content Creation Specialist: Business Articles, Copywriting, Press Releases, Social Media posting,
Scriptwriting, Editing, Ghostwriting

2017 - 2019: Marketing and Communications Manager, The Society of Naval Architects and Marine

Engineers

Web Development
e Maintenance of Association’s main website (Higher Logic) and local event microsites
(WordPress, Higher Logic)
e Design and maintenance of Annual Convention websites (WordPress)
e Membership database integration with association’s website (NetForum)
e Membership database maintenance, data querying, storefront configuration

Web Analytics and Advertising
e Use Google Analytics, Facebook Business Manager, LinkedIn Page Manager to administer,
implement, and report on association’s outreach strategies
e Administer news aggregator service to post relevant industry items to association’s
members and followers

Social Media: Facebook, Twitter, LinkedIn
e  Membership related updates and targeted event campaigns
e Industry updates
e Design relevant graphics and animation treatments for posts
e Administer association’s LinkedIn group, LinkedIn page and Facebook pages

Email Marketing
o Compile and distribute weekly electronic newsletter for association’s members and other
subscribers
e Prepare and distribute association’s section event promotions



e Conduct electronic feedback surveys and membership polling surveys
e Design and track email messages sent through external vendors to targeted lists

Design
e Design web banners, web graphics, web ads, social media graphics
Design and produce branded promotional items
e Design membership mailings and direct mail pieces
e Design internal stationery, business cards, flyers, handouts
Create infographics and data visualizations
e Conceptualize and design trade show booths and advertising material

Video Production, Photography, Presentations
e Shoot and edit stills and videos
e Edit and post-produce video supplied by external vendors
e Prepare PowerPoint and Keynote presentations

Publications/Branding
e Design and layout of technical papers
e Design and layout of association’s quarterly journals and annual chronicle
e Print and digital asset collateral maintenance for internal and external
e Ensure integrity of association brand across multiple platforms
e Develop and maintain style guide for consistent use of logos, colors, fonts, imagery

2016 — 2017: Graphic Designer and Web Developer, Quality Business Solutions

Web Development and Graphic Design
e Design and maintain portfolio of WordPress websites for company’s clients
e Use Google Analytics to perform analysis of user trends and track site performance
e Use Google AdWords to develop and implement ad strategies
e Overhaul of company’s online store and customer interface
e Design promotional material for marketing events

2014 - 2016: Graphic Designer and Web Developer, Adventure Productions

Web Development and Graphic Design
e Redesign and launch company’s websites from the ground up using WordPress themes,
customized PHP/plugins, JS applets, and CSS styling
e Design company promotional collateral
e Maintain digital design assets and ensure brand consistency
e Assist in the editing and review of client video production
e Prepare graphic elements for post-production use



Freelance Graphic Design Highlights

O
O

O O O O

Design and layout of the monthly newsletter of a Washington, D.C. marketing trade association
Design and layout of the annual report for the specialty division of a Washington, D.C.
agricultural trade association

Layout and distribution of quarterly e-mail newsletters for a Washington, D.C. educational
foundation

Design and layout of the biannual electronic newsletters for two specialty divisions of a
Washington, D.C. agricultural trade association

Meeting, program, conference collateral production for a Washington, D.C. professional
executive organization

Work with client editors to ensure thematic consistency and to communicate editorial concepts
through graphic treatments

Work with client print vendors to deliver proofs according to client and production house
specifications

Create original illustrations and graphic treatments

Maintain style sheets, master templates, and branding consistency for all client output

Create advertising material for events, seminars, promotions

Expert use of Adobe Creative Cloud as these tools relate to the output of the final product;
InDesign and Acrobat for editorial layout, Photoshop for photo editing and enhancement,
Illustrator for vector-based graphic design

Web Design: From concept to implementation.

o

O
O
O

Design and launch websites using packaged web CMS: WordPress, Drupal
Design websites with HTML, CSS, PHP, and JS

Customize images, graphics, and icons for web

Standardize design and branding across digital and print

Video Editor and Videographer: Shoot, Capture, Edit, Format

o

@)
O
@)

Video Camera Operator

Video Editor with Adobe Premiere and Adobe After Effects, Final Cut Studio
Prepare video for use across multiple distribution platforms

Produce and edit corporate video for training and special events

Promotional and Marketing: Targeted outreach

O
O

@)
©)
©)

Copywriting: Effective Communication

o

@)
@)
@)

Email newsletters using Constant Contact, Mail Chimp, Real Magnet, custom HTML
Mailing list management through CMS, SharePoint, MS Access, MS Excel, and
other database tools

Brochure, print, web design for events and marketing campaigns

Advertising insert creation

Social Media management

Scriptwriting for video content
Article writing for national daily and monthly business publications
Advertising copy for email blasts and newsletters
Press releases and web content



The Wholesale
Plant Sales
Professionals:

A Retrospective

Dave Shs

Wholesale Plant
Sales Profession-
als was started

by Joe Abrahamson in the late
1970s. From the beginning, it was a
committee of the American Nurs-
ery Association (AAN), with the
expressed purpose of plant sellers
sharing information with other
plant sellers. It i still the same
today WPSP promotes and encour-
ages the highest ideals of profes-
sionalism among the plant-selling
community.

1 got involved with the group in
1992, in Ohio. | was impressed by
the people. | met Burt Schwab, Jim

Eason, Brian Worfolk, and others—
guys who are in the Who's Who in
the of the nursery business. Reps
firom Whites Nursery, Monrovia,
Greenleaf, Hines, Studebaker, and
others who were exhibiting at

the show came to the meeting
that took place one hour before
the start of the show. Meetings
were held at most of the major
shows. There was always a speaker
and hot discussions. It was great:
people meeting for the first time,
trading business cards, talking
about their job, territory, product
line. | know many friends were
made.

The Interstate newsletter went
out twice a year that included
Market Reports from different
parts of the country. There were
even classifieds, advertising sales
jobs.

Brian Worfolk started The
Spark about eight years ago. Its

Continued on page 3

Highlights o o ¢ o o o 6 0 0 o o

Face the Facts and | Brian Worfolk and | Everyone’ waitng to hear from
hit the road! Linda | Mike Epp tellus what | you 5o Get Connected with
R s ANLA 6

e Toomey tels

Calendar of Events

2008 ANLA Annual Meeting
July 1113, 2008
Columbus, OH

August 18-21, 2008

v
2008 WNGA/ANLA
Kick the Dirt Tour & Talks
September 9-11, 2008
‘Wilnington, DE, with visis to field and
contaner nurseries in Maryland and
South New Jersey

v
2008 ANLA Landscape
Distribution Tour
September 10-12, 2008
Wilmington, DE, with visis to andscape
disribution centers in Pennsyvania and

rey

Pre-GLEE Tour with Tan Baldwin
September 18-20, 2008
fand

v
2009 Management Clinic
Louisville, KY
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Art Envelopes

Graph Bento

Invading Ants

Blueprint for Mail Design
Annual Report
eNewsletter
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7 Annual Report Financials
8 Conference Booklet

9 Social Media Bronco

10 Websites

A Publication of the Prayers Plus Foundation
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ADream,
Your Vision,

The Opportunty.

ADream,
Your Vision,
The Opportunity.

Cateer Conerence and Expo 2011
Washington D.

Informed
Sustainable
Choices

sa

direct

market-
er,it's important
to make informed
decisions about
the available prod-
ucts, services, and
— e, partnerships that

offer an environ-

mental benefit. According to TerraChoice
- an environmental marketing agency
that published “The Sins of Greenwashing”
in 2007 - the number of “green” products
available has increased by more than 70
percent for two years in a row. Has this
just added to green label confusion?

Not necessarily. This is because the in-
creased use of labels is accompanied by
greater scrutiny of green claims and more
reliable green certifications. Whether
you're purchasing a green product, se-
lecting a manufacturing partner that
embraces sustainable practices, or look-
ar

The following is an introduction to the vari-
ous certifications that can help promote
informed choices for environmentally
sustainable products, services, and perfor-
mance standards.

Start with paper. The three leading independent,
nonprofit, nongovernment organizations dedicat-
ed to the mission of responsible management of
the world's forests are FSC, SFI, and PEFC. To gain
hese -

Free Products Association. The association works
with paper companies and governments around
the world to identify PCF and TCF products.

Decreasing or offsetting a company’s carbon foot-
print can be accomplished through the voluntary
purchase of ce enewable Energy Certifi-
cates (REC) and greenhouse gas (GHG) emission-
reduction products (offsets) through companies
like Green-e. Itis the nation's leading certification
program for renewable energy.

nies must submit to a rigorous third-party audit of
purchasing practices and control systems.

FSC - The Forest Stewardship Council is an inter-
national organization and a global-certification
system established for forests and forestry prod-
ucts. FSC certification guarantees that products
come from socially, envi d eco-

RECs provide purchasing
Tow-impact energy from verified sources, includ-
ing wind, solar, biomass, and low-impact hydro
when green power products may not be available
Tocally. Carbon offsets are credits for reductions in
GHG emissions made at another location that can
be purchased to offset greenhouse gas emissions
from transportation, electricity use, and other
d,itpro-

nomically responsible forestry. The certification
process includes “chain of custody” - tracking the
flow of the certified wood from source through
each successive stage to the final product.

SFI-The Sustainable Forestry Iniiative is a forest-
certification program that balances the demand
for wood products with the need for forest sus-
tainability and the protection of biodiversity and
water qualty. SF employs a single internationally

vides financial support to a third-party renewable
energy project.

LEED Certification - Interested in a building de-
sign that embraces sustainability? Developed by
the U.S. Green Building Council, LEED is an inter-
nationally recognized green-building certification
that a building was designed and built to improve
performance metrics in energy savings, water ef-
ficiency, CO2-emissions reduction, improved envi-

recognized standard
ment of North American forests and supports
iber d legal

ronmental qualit resources.

sources.

Green Seal

tion program for products, services, and compa-

nies that meet the rigorous citeria of life-cycle-
i Tl

PEFC-The Programme for
Forest Certification is a global umbrella organiza-
idi ication standards,

ing to improve your carbon
footprint, third-party an

if re
effectively. Look for a certified logo and
understand its meaning. Although a logo
may be associated with a certified prod-
uct, it's important that you
understand the
criteria by which
use of a certified
logo is earned”’

sustainable forest management and chain-of-
9.

Paper can be certified as having met one or more

of these three world standards, but the printer
must also be certified in order

een Seal
symbol identifies environmental leadership and
integrity. Green Seal-certified products include
household items, paper, paint, construction mate-
tials, cleaning products, and hotels.

The Green Power Partnership is not a certification
program. Rather,itis a voluntary program that

FSC, or PEFC logo on the final product.

Ensuring paper has not been whitened using
nbe

ronmental performance and the reduction of ts
carbon footprint through the purchase of green
power from renewable resources such as wind,

lar, geothermal,bi d low-impact hyd

done through the purchase of
paper certified as TCF (Totally
/ Chlorine Free). This certification
is reserved for virgin paper. Pa-
per certified as PCF
(Processed Chlo-
Q/ rine Free) contains
3 recycled content.
< produced with-
@& outelemental

))) chlorine or

chlorine deriva-

This s a brief review of just a few of the
sustainable options available to our indus-
try. It highlights the many opportunities
to positively impact environmental, social,
and economic outcomes through the
choices we or our clients make. Third-party
certification is just one way to add validity
o your own green performance or to your
product/service offering.

m tives, morefi-  hsDie y
Iy, b y dedicated intelligence’
" ble: chlo- g trends, manufacturing
i Paper bear- hancements
issubject  supporty 703

ing either of these |

to ongoing i
enforcement regulated by the Chlorine
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Our Food News

11 The Mouse That Roared
12 Conference t-Shirt

13 Newsletter Editorial

14 Social Media Gothic

15 Web Banner
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Inside Direct Mail Design:
Part |, The Gestalt !

Better Copy, With a
Little Ketchup

+ WORLD TITLE BOUT * )
Undisputed Champion

“Always Delivers”

* ke w (D) kK & K shatre
No.1 Contender

i osit

Food from more th§n Music by
twenty of the area’s the fun-loving
best restaurants Melonheads

Restaurant Eve/Majestic %
AlaLucia

Del Merei Grille Children’s

P ” Southside 815 Entertainment
Bread and Chocolate
Young and Hungry 8th Annual Cook-Off fres
sha's q
Bubo Sunday, April 25 Raffle for

E

Gummg fo 2 20 1] i pmedpm G,
' ' Fish Market at The Birchmere

Mallbox near Yo“ nn beyond tj';‘("k';:n”;g' 3701 Mt. Vernon Ave -

Warehouse/Wharf Alexandria, VA
Neighborhood Restaurant Group.
The Birchmere

The Lighthorse

Adults $40 * Children $5 * Kids 5 and under FREE!
Call 703-548-7500, ext.231 for tickets or more information
or visit www.carpentersshelter.org

16 & Calder

17 decw's View

18 In This Corner!!!
19 Eat, Play, Share
20 Attack The Box

wai*% ;C \“X“(




t
o5 1 (O SAR
P 5@ ® §iLS)
brs" 7 f A
/ 3 00@ e
" ) t

) o ) B

i olé2y li/alé2y
pderbergamot /| |pineapple orange coconut!
AN

3ry sage mint!
massage oil N\

massage oil

Ingredients: Exira

Vitgin i O, % D
Pineapple, Orange, Q z
Cotonutals
o @ Py~
" L4 i -~
@ & wwwelologycom
) .
eyaﬂégy

pineapple orange coconut!
massage oil N/

Ingredients: Exira AY

Virgin Ol O, -/
Pineapple, Orange, a®
Cotonut cis

o owm Py~
" L4 & N
# & wwweliologycom (v

) .
@_ﬂyoﬂ.égy
pineapple orange coconut
massage oil \‘ /

igas [?mwn Ug. I V.” dughter Fdep,
3 Delbiul partper i
Selection f Een”é’f With the .

www_e/lxo/ugy.mm

&/

massage oil

Net Wi g o,

For external yse onfy
\

W

- it Ingredients: Extra N
e Ol -/ q Vitgin Olive Oil, -/
Eﬂ;‘e a® - Pineapple, Orange, o ®
A s Ry Gantos g o o\ @
[ 4 . N . - : < . - - N
‘wwwelxologycom -+ " =& wweliologycom [ 4 wwweliologycom

21 Love Cloud
22 Spa Products Branding
23 Fleeing Sagittarius




MARKETING ADVENTTS JULY 2013

v

Technology Is Your Partner, Meet at The Bridge

hen it comes to direct marketing in

2013, technology is your helpmate, go-

to assistant, top seller, and committed
partner. And we've got the speakers to prove it

Content Curation and Delivery
w a world of information scarcity,
it made sense for organizations to view ourselves
(and for our constituents to rely on us) as primary
sources of original content. We're no longer

Action Mailers
Larry Mills
Imills@actionmalercom
stion: Action is a leader

have an open calog with us

a multitude of materials,

mail with an approved USPS
partner can help you achieve
the following benefits for your
it mail campaigr:

friendly and die-cutting...the

for gvea(er paslage dws:aun(s’
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MARKETING ADVENTS JULY 2013

Telemarketing
“Integration” is the biggest fundraising imperative
in our industry right now. Whether cross-channel
synergy is your singular focus or next on your
to-do st telemarketing is a core piece of a
winning strategy. Don't believe me? Consider your
online donors. The phone is the strongest tool for

Online Conversion
Implementing a welcome series is a must
to capitalize on recent engagement with an
organization. Since introducing a welcome series,
one organization has seen a 50 percent boost in
performance.

Rick Malchow, Vice President of Analytics

me
don't really know what that

In 2013, along with the usual array of C-suite in that world. Our constituents have plenty of means, fibat can you tll sky is the limit there. redictable in-hor conversion to multi-channel givers, in some cases Avalon Consulting Group

superstars like “president” and “CEO," we're information—too much, in fact. Our job is to me about a recent job that ge:“‘“y allows m"s'sge”'t net profiting three times more than direct mail.

coming on strong with experts bearing tech-sawy  help them make sense of and find meaning made use of enhariced merge- delvey to plan your direc 1t the gold standard of sustainer conversion,

titles .. vice president of analytics, vice president
of digital strates r VP data solutions,
online fundraising manager, principal fundraising
analyst

Well, we hope you get the picture.

So, while you're waiting for July 31-August 2,
consider some predictions from just a few of the
high-value speakers you'll be hearing from at the
8" Annual Bridge to Integrated Marketing and
Fundraising.

in an increasingly complex and ambiguous

environment. Content curation is one way to do
that without adding to their burden of information
overload. Join me for “Attention Doesn't Scale” to
find out how.
Elizabeth Engel, CEO & Chief Strategist
Spark Consuling LLC

Multi-Channel Mastery
Prediction: A truly consistent and door-centered
experience from the beginning to the end,
beginning with the appeal (donation, advocacy,

Meet the People
Who Know What
You Don't (Yet)

ur roster of carefully
chosen speakers isn't
the only know-tall
resouirce waiting for you at
the 8" Annual Bridge to
Integrated Marketing and
Fundraising

purge?
Answer: A clent recently took
advantage of our enhanced
merge-purge capabilites to
incorporate purchased lists of
known web-based donors into
their direct mail campaign.
First we purged the lst of
duplicates by comparing
names and addresses. Then
we merged that lst with

their member data, removing
records with duplicate
addresses as we did so.

different, something that will
get opened. What are my
et emelope options ght

Roswer: n s day and
time where ever

mails is pigeon-holed into a
commodi

¥ Commingied cesinaton
eniry mail compared to mail
entered at the local post

offce willget in-home faster

MacKayMlIchell Envelope
s

chllc

Il anufacturer

of enve\npes m e««evy shape,

about this direct mail staple?
Answer: The envelope is the
carrier of a message! It's your

2 key component of donor reinstatement, and a
powerful way to get a fist-time gift from online
activists. To talk more about integrating across
channels, email me at graff@ccah.com. I'd love to
fear your ideas!
G Rat Director ofTelenarketig Stategies
Chapman Cubine Adams + Hussey

Integration
As a direct marketer, the concept of integration
may not seem particularly innovative, but it’s one
I see most often lacking in nonprofit websites.

Social Media
Looking for the next platform, app or innovation
is not going to make your campaign successful.
Using social media tools correctly and
customizing those tools to your audience’s
knowledge will make the difference. Do tell

2 story that will appeal to your audience. Do
use graphics to grab attention. Do use icons to
indicate where you can be found (i.e. Facebook,
Twitter, Linkedin, etc). For the secret on how to
succeed with social, attend my session “Social
Media: A Love Story” at the Bridge Conference.

or whatever) that spans all channels involved M i While it t to favor shi i Kimba Green, Chief Engagement Officer
lembership Cards Onl ile it's tempting to favor shinier online 0 ngage i

We asked these experts to give us their thoughts ~ email, mobile, online advertising, website, Think about the extibtors! mmﬂ Pt the Chanceto'gnotcsd n oo tools like social media and apps, | encourage White Lion Social

on the next six months in 11 major areas of mail, telemarketing, TV, print — and ending with These folks truly mbershpcardscon - e Stack and increases the 1" Color and texiure are marketers to bring these tools together. What you

marketing. Read on the organization’s Donor Care group who will are the direct e describe chance to get opent rtant! Use the quality communicate to your community on your website Content Marketing

Speakers Take A Look Ahead

Mobile Marketing and Fundraising
Multi-channel coordination that provides a
seamless view of the brand empowers the
constituent, supporter, or customer to interact
and transact on their terms. Mobile is not a stand-
alone channel or panacea. It is the action channel

actually be talking with supporters receiving the
appeal. (Not rocket science, by any means, but
sometimes we get 50 caught up in the marketing
and copywriting phases that we forget some of the
basics!)
Kelly Townsend,
e Funiasig Manog Soboruricatnge
mane Society.of the United States

marketing answer people ...
and to prove it we've thrown
some serious questions at
select experts, each of whom
has been exhibiting at the
Bridge Conference six or

ars!

Enjoy! And, remermiber, there:
are 113 more exhibitors just
ke thee,lned up, spiffed

two temiic membershi
cards you've seen in the past
six months,including how
reciients fceived t
wer: Breat 30
i DgiCard that features
nd R

certification page on th

McCourt Label Company
Staron g
labe!

szar

Ques tagline is
“Sautions that sck” (uith
an emphasis on customer
service). What's the most
popular innovation in labels

priting avalable rom
litho to enhanced flex

in a creative way to open the
nvelope!

3. Compelling and
intriguing use of opening
devices on the envelope

who will nly “meet” you via your website—while
others will connect with you everywhere. Be sure
donors see a connected picture of your nonprofit
If they don't, perhaps it's time you rethink your
website.
Farra Trompeter, Vice President
Big Duck

The most important innovation in content
marketing over the next six months is

contextual content marketing. We are in the

ge of the customer” where the empowered
“online-everywhere” customer expects

brand communications to be relevant, smart,
and instantaneous. Direct marketers must adapt
content dynamically based on a combination of
historical and real-time behaviors. We need to

} ' notepads with integrated doces onne
standing on the broad shoulders of its “call-to- Social Technology lay ‘20 umﬂﬂ;g et vy the P e inute interactiont See. DRV real-time contextual marketing, which is useful,
action” brethren. What makes it a compelling The convergence of cloud, social, and mobile Qletons i o 1C0 2150 has §mwmg in popularity. This  Sreative 1dose st colutians. It's not s0 much an innovation in DRTV per se, timely, and predictive. This type of marketing
opportunity for marketers and fundraisers are its technologies has created the perfect trifecta Meet Our EXHIBITORS!! 2 Mly magnetized postcard Tee DvEm\um (freemium) 9 but rather the discovery of the power of video in is all about using everything we know about a

coreatributes. Hobile s present personal, and
purposeful. In the next six months, marketer
heed o posion mole s he acton cantarpece
in an integrated channel strates
‘Ron Vassallo, Chief Executive Officer
Kaptivate

Wodeling
“The single most important innovation in modeling
is the ability to go beyond direct mail and layer
in consumer and charitable data from multiple
channels to help build a more holistic profile of
our members, supporters, and donors.
Brenna Holmes, Directo, Interactive Department;
hapman Cubine Adams + Hussey

for intelligent inbound marketing, Combine
this with greater interoperability of traditional
disparate systems, and marketers can now reap
the rewards by blending inbound and outbound in
2 way that will deliver more relevant results. The
commoditization of these cloud-based GRM and
marketing technologies means that smaller, more
nimble organizations are now able to fford and
take advantage of these cutting edge technologies
and will likely lead the way for the next round of
innovation for market

Andy Steggles, President & Chief Social Sl

Higher Logic

More predictions on page 10

s U.S. Postal Service

for example, a refrigerator

Nova Label
Alan Rich
an@novalabel com
Queston: Your converting
capabiltes are pretty
?g:mng (coid ol samping,

{abel optons shouid |
Iocing at gt row

e hnenion « the
cOlaboraton beteen the

that the designers need to

incréase response ates
costeffectively. McCourt
uces return-

address labels with high
quality graphics on time and
within budget, With intimate
knowiedge of ne drect

ail market, McCourt adds
Ve wih Gesign senices
and a library of proven
configurations.

Pitney Bowes
James URJ Came

ingling
Standard Class and Nonprofit

Japs -Olson
Debiie ot

cuestion: Wit rppering
inprin ight now hat excies

Hoawer: The need or

reducing turn times needed
from mufiple mons o doys

et nesiod o riwor and
data, combined with parallel
workflows, an

technologies have provided
our clients with many internal

direct response fundraising, as used in email and
on the website, as well as on mobile devices in
adtion to DRTV.
Geoffrey Peters, President
COR Fundraising Group

@ orive innovation. The 8" Annual Bridg
Marketing & Fundrai
@ connect with the Best

July 31—August 2, 2013

e Experience the Bridge. Notnal Haroon MO (Adcont fo Woshirg

Gyl Nationa Hote and Coference Center

customer to deliver an experience that sets your
brand apart from all the rest,

Blair Lyon, Vice President of Marketing

Monetate

e to Integrated
sing Conference

o0
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CORFEEENCE
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25 Hatching Contacts
26 Agenda Spread
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It's everywhere and it isn't pret
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The 7* International
Symposium on Ship Operations,
Management, and Economics

the 6% annual international SOME symposium —A
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