





FORTESTA® Gel Launch Combines Resources

(cont’d)

“What | like about being on
the advisory board is that
they really take our
suggestions to heart,” said
Ferguson, a 10-year industry
veteran. “It’s one of the first
boards I've worked on
where they truly make you
feel part of a team and that
you can make a difference.
They want honest opinions, honest answers, and if there
is a problem they set out to fix it. The brand team and
others in the home office have worked very hard to create
the new materials we're using in the field.”

Mike McDonald

THE FORTESTA® GEL
DIFFERENCE
Those materials highlight
FORTESTA Gel key
differentiators:
{tis the first and only
topical testosterone gel
approved to be applied

Heather Ferguson

1 2-gram dose of FORTESTA Gel provides 40 mg of
testosterone in a small amount of gel

11 pump = 10 mgq of testosterone in 0.5 g of gel
(2% concentration)

Btarting dose is 2 grams, 4 pumps
{tis applied with a convenient, travel-size pump
Ttis a clear, colorless, and odorless gel

1ts precision-metered dose pump provides flexible
dosing in increments of 10 mg of testosterone

Healthcare Professionals and patients both find these
product features appealing.

“Patient compliance with this drug is very important,”
Ferguson said.“If a patient doesn't like the way a product
smells or feels, or where it has to be applied, he might be
less likely to use it. What's great about FORTESTA Gel is
that it’s clear, colorless, and odorless, and patients apply it
to clean, dry, intact skin of the front and inner thighs with
one finger.”

McDonald added, “The fact that the metered dose
pump can deliver seven different doses makes it flexible for
Healthcare Professionals and gives them more options.”

titrate a patient to his effective dose, and putting a
patient on a drug like FORTESTA Gel is great for that
approach,”she said.

Both Ferguson and McDonald say they spend a
considerable amount of time discussing the disease state
with their customers.

“It's very much a dlinical sell with Urologists,” Ferguson
said. “And Low T is not a black-and-white situation. There
is no magic number for what a man’s testosterone level
should be because every man is different. There’s a really
crucial thinking process that Healthcare Professionals go
through when considering treatment options for
addressing Low T."

TOTAL OFFICE CONSULTANTS
(alling mostly on Primary Care Physicians, McDonald
takes a consultative selling approach.

“Everything is built around the product, but you can't be
successful just selling product,”he said. I try to talk about
disease state, how it affects patients, and how we can
help the doctor educate the patient about treating Low T

Because of his consultative approach, McDonald said he
gets phone calls from Healthcare Professionals requesting

directly to each front or That is important, Ferguson noted, because Healthcare  him to come in to answer their questions. “That's when
inner thigh Professionals are likely to vary the doses they prescribe for  you really feel like you're doing the right thing,” he said.
individual patients.“It’s likely to be a step process to
® - - -
FORTESTA® Gel: the first and only topical testosterone gel
approved for application to each front or inner thigh’
o
2 Yo 1
concentration finger ~
testosterone gel recommended to apply
starting dose .
@ One pump of @ 4 pumpsisthe @@ 1finger to apply C
5 FORTESTA Gel has low-volume FORTESTA Gel' i
= 10 mg testosterone recommended C
'Ti in0.5 g of gel starting dose )
g (2% concentration)' (40 mg testosterone C
in2gofgel]' )
O
IMPORTANT SAFETY INFORMATION _\
@® To minimize the potential for transfer to others, strict adherence to the following is advised: -
—Children and women should avoid contact with unwashed or unclothed application sitels] in -
men using FORTESTA Gel -
—To minimize the potential for transfer to others, patients using FORTESTA Gel should ~
apply the product as directed and strictly adhere to the following: 1) Wash hands _J
with soap and water after application; 2) Cover the application site with clothing ~
after the gel has dried; 3) Wash the application site thoroughly with soap and O
e t ituati h kin-to-ski tact of th licati it i
xa;;x{;\‘%rerupa;zosrl‘ :;aalr?;:c\:\éazzs in-to-skin contact of the application site FORTESTA o
—If unwashed or uncovered skin to which FORTESTA Gel was applied comes I (testosterone) Gel & —
m in direct contact with the skin of another persan, the area of contact should \
be washed with seap and water as soon as possible
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Ferguson also pointed out the importance of making
the total office call.

“The Healthcare Professional writes the prescription,
but often it's the nurse or another person who handles
call-backs from patients with questions, so they need to
be educated about FORTESTA Gel as well,” she said. “Low T
products can also sometimes be a challenge to process
through managed care, so offices have to be diligent.”
Endo is working towards providing tools that will help
offices manage these issues.

“You have to talk about the total package when
discussing FORTESTA Gel,” McDonald said. “For example,
we have a great co-pay card, once the Healthcare
Professionals determine FORTESTA Gel is right for a
patient. | try to sell the value of the whole package: the
application side, dosing flexibility, and a low-volume
starting dose that can help those eligible patients.”

McDonald welcomed the recent addition of FORTESTA
Gel speaker programs.

“My customers are very eager for the speaker programs,”
McDonald said “They really want to be further educated
about this product through their peers and hear from the
doctors who have experience using this drug.”

FORTESTA

(testosterone) Gel &

FORTESTA® Gel Field
Advisory Board
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Robust Model Business

(cont’d)

and New Products Planning Team has been created to guide the
growth of Branded Pharma, and to ensure that we continue to
stock the portfolio with new pharma brands
across our areas of therapeutic expertise.

“We've combined two successful businesses,
Pain Solutions and UEQ, in a way that respects the
individual personalities, legacies, and
contributions of those teams and now we're
looking at ways for us to work together more
effectively and efficiently to drive this
important, thriving business like never
before,”said Lortie, who previously was Senior
Vice President of the Pain Solutions franchise.

“A number of commercial pilots are under
way that in time may combine pieces of the major Endo businesses,” Lortie said. “It may be an opportunity for a
Pain Specialist that includes both Branded and Generic products. It may be that we face our Urology customers
with not only Branded Pharma Sales Representatives, but also account executives from American Medical
Systems, HealthTronics, and our Lab Solutions business. It comes down to how we can best solve the customers’
problems in an integrated fashion.”

Branded
Pharmaceuticals

Devices

: Generics
& Services

ENDO'’S INTEGRATED BUSINESS MODEL

breakthrough thinking. collaboration. customer focus. accountd

CUSTOMER-CENTRIC

For the Branded Pharma team, being that valued solution-provider boils down to one thing: customer focus.

“We've worked very hard to make customer-centricity the core of what we do," Lortie said. “We want to be the
provider of high-quality, differentiated pharmaceutical products that help solve our customers’ clinical and
economic challenges. So, evaluating the products and assets we might acquire, or businesses we might go into,
starts with seeing the world through the eyes of the Pain Management Specialist and the Urologist and asking,
‘What is it that they need to meet the needs of their patients?"”

The same goes for determining the way we approach customers.

“When it comes to how we communicate and interact with the customer, we look at the work through their
eyes,” Lortie said. “The days when the only method to reach a customer was to send a Sales Representative
through the office door are behind us. We need to do more than that and surround the customer with a variety of
communication activities and promotional tactics. That's the best way to support the Sales Force and that feeds
customers the exact information they want, at exactly the time they want it. That allows us to be both really
effective and really efficient”

Lortie said last year’s differential deployment of the Sales Force situated Sales Representatives where they can
be most productive. “We've got an organization that’s right-sized and set for success, deployed where they need
to be, and supported in the very best way possible,” he said.

DELIVERING ON PROMISES

Six months into the new Branded Pharma alignment, Lortie likes what he sees.

“The state of the business is strong and in some situations we've got very robust performance that exceeds
expectations,” Lortie said. “There are a couple of significant areas where we have some catching up to do, but
we've made a few mid-course adjustments and I'm fully confident that by the end of the year we'll have those
brands back on track.”

Lortie is equally confident about the company’s integrated business model, especially because of the people
who are making it a reality.

“There is a tremendous appetite for this strategy throughout Endo. People here get it,” Lortie said. “Now it's
our job to be ambassadors of this concept to our customers and to deliver on the promises.

“It’s going to take some coordination and flexibility, because what we're going to be bringing to our customers
in many, if not all, cases will include pieces from all segments of the business.

“I can't overemphasize the importance of the contribution of everybody involved in the Branded Pharma
business, from the front-line Sales Representatives and Sales Managers to the many cross-functional partners
that support it. With their dedicated efforts, Branded Pharma — and Endo — will continue to thrive and grow.”
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Inside-Out Rotation: A Chance to Grow

Three members of the home office staff who support
Commercial Business recently gained first-hand insight into
how the Sales Force operates in the field. Each spent from six
to 14 weeks working as Sales Representatives as part of the
Inside-Out rotation program.

AIMEE FIRTH

Aimee Firthisa Senior
Analystin Sales Operations
with 14 years experience as a
Sales Data Analyst. Sheisin
her third year with Endo and
in her current role she
manages the creation,
delivery, and enhancement of
Sales Force effectiveness data
in standard reports such as Call Plan, Call Data, Sample Data,
and Sales Reports, as well as ad hoc analyses. She also is
responsible for Sales Representative training for all
standard reports.

Aimee Firth

Rotation summary: Firth went from developing the tools
to utilizing them, working as a Pain Solutions Sales
Representative for six weeks in Harrishurg, Pa. She came
away not only with a greater appreciation of what a Sales
Representative’s job entails, but also with insights into how
the reports that she develops can continue to be enhanced
for greater efficiency and productivity.

“Sales Operations has several different functions that
support the Sales Force, and | was able to really assess the
various processes and equipment and see what worked
well and what needed to be enhanced,” Firth said. “In one
instance, | was able to identify an issue with a report and
correct the problem when | got back into the office later
that week.

“I'had done ride-alongs but those are not even close to
actually doing the job yourself,”Firth said. “It gave me a
newfound respect for what the Sales Representatives do
because | now have a better understanding of how
difficult it really is.”

Manager’s view: “Aimee approached the rotation as if it
were her full time position,” said Glenn Astley, Pain Solution
District Manager in Pittsburgh. “She also took a very positive
approach to the customer base, which has a wide variety of
customers — some Endo-friendly and open to seeing
representatives, others difficult to see and less receptive to
the industry. Aimee quickly learned that her time was best
spent where she could impact the business.

“Aimee demonstrated a number of strengths, the most
impressive being her listening skills and her ability to
interpret customer feedback — two of the most difficult skills
fora Sales Representative to master. During field rides,
Aimee was very quick to implement ideas and tactics that

we would discuss.

“One example was a call for FROVA® on a high deciled
Neurologist. Challenged to ask questions that would get the
customer talking, rather than present the same message as
inother calls, Aimee was able to get this customer to open
up about his approach to treating migraines and where Frova
falls into that treatment algorithm. Aimee was then able to
gain agreement from the customer to utilize FROVA for the
appropriate patient. It was great to see her make an impact
with this important customer!”

ROB COOPER

Rob Cooper is a Business
Development Financial
Analysis Manager. He s in his
fifth year with the company
and has nine years of
experience in various
financial roles. In his current
role, he is responsible for
analyzing and valuing various
acquisition targets and licensing opportunities in support of
the company’s long-term strategic plan. Cooper was most
recently involved with the acquisition of American

Medical Systems.

Rotation summary: Cooper went from analyzing data to
calling on HCPs, working in the field as a Specialty Sales
Consultant for 12 weeks in New Brunswick, N.J.

He came away not only with a greater appreciation of
what the Sales Representative’s job entails, but also a deeper
understanding of how consistent, targeted messaging can
help to establish lasting relationships with HCPs and
ultimately enhance the company’s market share.

“Perhaps my biggest hurdle as a Sales Representative was
establishing meaningful relationships with HCPs in such a
short window of time; however, once | was able to connect
with a physician, | felt that my effectiveness in the field
increased rapidly.

“It$ easy to it behind a desk and envision what a Sales
Representative does on a daily basis; however, it’s quite a
different story to actually experience it firsthand. This
experience has certainly given me a newfound respect for
the Sales Force and what they do to support the financial
success of the company, as well as enhance a patient’s overall
quality of life”

“Id highly recommend the Inside-Out rotation to anyone
in the home office looking for a challenging yet rewarding
experience that provides a unique perspective on how the
company promotes and sells its products.”

District Manager’s view: “Rob approached his rotation
curious to learn a new side of our business and dedicated to
learning all aspects of the Specialty Sales Consultant

position,”said Dianne McMahon, Pain Solutions DM for
Northern New Jersey.“Rob was responsible for the
promotion of LIDODERM® and for launching FORTESTA® Gel
in his territory. It is always exciting to launch a new product,
50| am glad that he was able to have this special experience
during his rotation. There are definitely several FORTESTA Gel
prescriptions that we can attribute to his efforts! Rob was
committed to learning as much as he could about the Sales
Force data and reporting, territory management, and
product knowledge. He formed a productive relationship
with the two Sales Consultant counterparts in his territory,
and fully participated in our district initiatives in order to
educate our customers. Having Rob as a member of the
Northern New Jersey District also provided the district with
some insights into life in Chadds Ford””

PAT KELLY

Pat Kelly is an Information
Management Analystin the
Information Systems
department and has worked
at Endo for two and a half
years. Two of his primary
duties are working to enhance
and promote the
communication and
collaboration tools offered on @endo, and researching
mobile technology options and upgrades for the Sales Force.

Pat Kelly

Rotation summary: Kelly worked as a Pain Solutions
Sales Representative in Long Branch, N.J,, calling on Primary
Care Doctors and Specialists for LIDODERM® and Voltaren®
Gel."Since | support members of the Commercial
organization, | thought it was a great opportunity to spend
some time in their shoes and see how they are using the
tools we give them and if they are working properly, how
they can be improved, and what other tools we could add to
help the Sales Force be more efficient,”Kelly said.

Kelly's experience in the field reinforced the
importance of two current priorities of his job in IS:
centralizing information on @endo and providing tools
that enhance overall productivity.

“With @endo, we want the Sales Representatives to have
one place to go for all the reports and other data they need,
and also a space to communicate and work together with
their colleagues,” Kelly said. “And providing tools such as an
iPad will enable Representatives to do things like quickly pull
up areport before going in to see a customer, add an
expense entry, update their calendars, or answer an e-mail,
as opposed to having to wait until the end of the day.”

Kelly gained an appreciation for the challenge of
extending time with busy Healthcare Providers on each call.
“It’s a bit of an art form to be able to quickly convey a
meaningful message and get them to respond in kind, but

I EEEEEEEE——————  ———
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when you are able to do that it’s definitely rewarding,” he said.

2011 Outside-In Rotations

Kelly also was impressed by the breadth of knowledge that the Sales Representatives

must exhibit beyond just our products.”l didn't realize how much time they spend
keeping up on things like managed care coverage and other industry trends that are

constantly changing.”

Kelly was grateful for the support he received from the other Sales Representatives in
his district, in particular his territory counterpart Mike Dombrowiecki, as well as District

Manager Dianne McMahon.

“Mike was a huge help from the day | started. | probably called or texted him three or
four times a day,”Kelly said. “And everyone was very open and willing to talk to me and

help me during the rotation. | appreciate their support”.

District manager’s view: “Pat’s dedication to learning about his customers was a key
to his success in this rotation,” said Dianne McMahon, Pain Solutions DM for Northern New
Jersey.”He quickly realized the importance of forging relationships with the Healthcare
Providers, in order to engage them in dialogue about the disease state and product
information. He was able to help drive sales and market share in this territory by quickly
learning about each target office and customer preferences. Pat’s presence in Long
Branch was especially useful as his Footprint partner, Mike Dombrowiecki, was launching
FORTESTA® Gel. Pat was able to maintain a presence with LIDODERM and Voltaren Gel
customers, which allowed Mike to place some extra focus on the launch. Pat was fully
committed to learning as much as he could about the Sales Force data and reporting,
territory management, and product knowledge. He was valuable member of the district

Six members of the Sales Force are participating in Outside-In rotation positions in
the home office this summer. The eight-week assignments in Chadds Ford allow

participants to learn more about internal Commercial Business operations as well as

ROTATION 1: JULY 11-SEPT. 2
Participant: Denise Brudzinski,
UEO Sales Representative

of FORTESTA® Gel
Project Lead: Art Vrecenak

Sales Representative
Department: Sales Operations

Project Lead: Paul Baddeley

Participant: Tami Hayes,

Project: DM Career Ladder
Project Lead: Amy Richards

who was able to take insights from the field Sales Force back to his role in Chadds Ford”"

Long Term Development

Department: Managed Markets
Project: Managed Care Pull Through

Participant: Eric Chung, Pain Solutions

Project: Sales Strategic Planning

Pain Solutions District Manager
Department: Human Resources

lend their expertise and insights from the field to various projects that are under way.

ROTATION 2: AUG. 15-0CT.7
Participant: Peter Calabrese,

Pain Solutions Sales Representative
Department: Sales Operations
Project: Data and Reporting
Project Lead: Laurie Sutherland

Participant: lan McConkey,
Pain Solutions District Manager
Department: Business Strategy &
New Product Planning
Project: Business Strategy & Analytics
Project Leads: Mahen Gundecha and
Pranay Patel

Participant: Mark Webb,

Pain Solutions District Manager
Department: Sales Training & Development
Project: DM Training Curriculum
Project Lead: Diane Caso

O’Connell Takes Sales Training Experience Back to Field as District Manager

In his four years working in
Sales Training &
Development, Kevin 0'Connell
helped train hundreds of
Endo Sales Representatives,
built a new Leadership
Development Program, and

even nurtured the
Kevin 0'Connell department staff’s

professional growth —
not to mention his own.

Above all perhaps, 0'Connell acquired a passion for the
job of helping people hone their skills and set and reach
career objectives, something that is serving him well now
that he is back in the field as the Pain Solutions District
Manager for the Maryland District.

“We accomplished a lot in Sales Training that we're all
very proud of, but my favorite thing about working there
was leading a team, developing people, and driving success,”
0'Connell said. “ wanted to take those leadership skills out
into the field to drive success with a Sales team. I also have a
lot of experience in Sales Representative development and
I'm excited to be able to bring that aspect to the team. So
whether an individual aspires to become a District Manager

or simply wants to improve his or her skills as a
Representative, I'm prepared to assist them.”

The District Manager role also appealed to 0'Connell
because of the longer time he'll have to enjoy working with
those under his leadership.

“| probably helped train between 400 and 500 Sales
Representatives, but you only have them for a moment in
time,”0'Connell said. “You can help them understand the
‘how’and‘why’ of their jobs, but not so much the nuances of
the job that help them drive business, things like how to talk
to doctors to determine their needs. As a District Manager, I'll
be helping fewer people, but I'll have the opportunity for
much greater impact.”

0'Connell was an Endo Sales Representative, calling on
both Primary Care Doctors and Specialists in the
Parkershurg, West Virginia territory, before moving into
Sales Training, where he rose from Sales Training Manager
to Associate Director.

“It’s nice to have the opportunity to lead a team that
includes people | have trained or worked with in the past,”
0'Connell said. “It’s also a veteran group of high-performers
who have demonstrated success. My challenge is to assist in
making them even more successful.”

0'Connell is doing just that, according to John Gilbert, the

Southeast Region Business Director.

“Kevin has brought a great perspective, not only to his
new team in the Maryland District but to the other District
Managers in the region as well," Gilbert said. “He’s really
engaged the whole group and challenged them to look at
some things a little bit differently. He immersed himself into
the district very quickly and did a good job diagnosing areas
where some improvements could be made. He's made a big
impact in a short period of time.”

Although he’s now back in the field, 0'Connell still draws
support and inspiration from Chadds Ford.

“I was able to build a lot of solid relationships with many
people in the home office, not just the Commercial Business
leadership team but across functions like Compliance and
Legal. That’s a nice advantage to have when | need to get
information or assistance for my team,” he said.

“The other thing | noticed when | was in the home office
was that the people who are really successful are the ones
engaged in high levels of collaboration. That's something I'm
striving for now with Rachel Rohrbach, the new DMin
Virginia; Lori Oliver, my CSO counterpart; and Frank
McDonnell from MCR and Mark Hinke in Urology — working
collaboratively to drive business results.”

I EEEEEEEE——————  ———
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iPad Pilot Takes Off

Sales Force Eager for Further Technology Enhancements to Use to Engage Customers

Pain Solutions Sales
Representative David
Nanney hears one comment
overand over from his
Mid-Atlantic Region
colleagues who are using
iPads in the field as part of a
pilot program this year:
“When can we get it to do
even more?”

“We're seeing how well
the iPad is working with just the digital Master Visual Aid
for Opana® ER available on it," said Nanney, whose tertitory
is West Charlotte, N.C."It’s exciting to think about how we
can use other technologies with the iPad to enhance our
presentations beyond just displaying printed materials and
develop even more in-depth and consultative conversation
with Healthcare Providers.”

One obvious enhancement of the iPad features would
be the addition of a video library that could include such
things as patient profiles, demonstrations of product
applications, and conversations with key opinion leaders.

“Think about a video where a KOL presents a
five-minute discussion about the appropriate patient types

iPad Pilot Field Advisory Board

David Nanney

for Opana ER,"Nanney said. “It gives a whole new level of
credence to the message because it's coming from a
colleague practicing pain management.”’

Or, rather than just three printed images, Nanney
suggested that a video could accurately present how a
patient should handle a LIDODERM® patch, from opening
the pouch, removing the backing, cutting the patch if
needed, and applying it to the affected area.

“Obviously we could only present what is allowable
from a compliance standpoint but, like all of our detail aids,
the videos would be MARC approved, 100 percent accurate,
and unable to be altered, which would help ensure
compliance,Nanney said.

Nanney sees the iPad eventually eliminating the need
to carry several devices.

“We already have access to e-mail and our calendars,”
he said.“What will really be useful is when we can get to
sales reports on @endo and utilize the sales force
automation system to do things like capture signatures
and do sample reconiliation.”

Nanney, a member of the iPad Field Advisory Board, is
hopeful that Endo will continue to invest in this and other
technologies.

“The company wants to determine if the iPad will afford

us more time and higher quality interactions with
Healthcare Providers, and if it will generate more business.
| think the answer is yes to both,” he said.

“There is a lot we can do with technology to enhance
what we do on a daily basis. The possibilities are endless.
We're clearly ahead of the game already and | think wed be
smart to stay there.”

Greg Pyszczymuka, Product Manager, Oral Pain
Solutions and one of the home office liaisons to the iPad
Field Advisory Board, terms the pilot program “extremely
successful.”

“The entire Commercial organization has worked very
closely to ensure that Endo continues to remain on the
forefront of today’s rapidly evolving technology space, and
we are pleased to have received very positive feedback
supporting further use of the Opana ER digital assets and
the iPad device from the iPad Field Advisory Board,”
Pyszczymuka said. “It appears that the DMVA and iPad are
increasing the interaction time and depth of dialogue with
our customers while adding increased efficiencies to our
sales team’s ability to run their businesses. In short, we
appear to be gaining time with our customers and
reducing administrative time for our Representatives. And
that s a winning combination.”

District Manager Steve Chaput Tammy Gober David Nanney i
Autumn Jeter Appalachians Western Tennessee Western North Carolina

Kentucky-Tennessee (S0) Boston Craddock Chris Haycock Suzi Weisner

Sales Representatives Washington, D.C. (CS0) Virginia Maryland

Joe (arranza Cheryl Dearman Erin Keller Bobby Woods

North Carolina (CS0) Eastern North Carolina East Tennessee Kentucky-Tennessee (CSO)

On June 30, the SUPPRELIN® LA team awarded its first winners of the SUPPRELIN LA Leading
Endo Award, for their continued focus on behaviors that lead the Medical Center Representatives
(MCRs) to success.

The Leading Endo Award was established in April to recognize MCRs that successfully
demonstrate behaviors that are in line with the Endo Leadership Attributes. Each quarter, a
different Leadership Attribute is chosen and this quarter’s Leadership Attribute was Customer
Focus. The winners of the award submitted examples of best practices that were customer
focused and helped drive the success of SUPPRELIN LA.

Commenting on the award, Tony DeMarco, UEQ Regional Sales Director, wished to
congratulate this quarter’s winners. “It is determination and commitment that enables an MCR to
attain success, as well as an understanding of the customer’s needs.”

The Leading Endo Award winners for Customer Focus for the second quarter are pictured at left.

Marsha Laurano
(Manager: Frank McDonnell)

Korbet Annis

(Manager: Spencer Pyles)  (Manager: Gary Owens)

Melissa Mitchell
(Manager: Ross Metzler)

Brandon Stallworth
(Manager: Gary Owens)

Dan Pelagalli
(Manager: Ross Metzler)

FORTESTA®, Opana® and SUPPRELIN® LA are registered trademarks of Endo Pharmaceuticals Inc.
LIDODERM® is a registered trademark of Hind Health Care, Inc. e Voltaren® is a registered trademark of Novartis AG ® FROVA® is a registered trademark of Vernalis Development Limited.

PHARMACEUTICALS
CHADDS FORD, PENNSYLVANIA 19317
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