THE ROSE THAT GREW FROM CONCRETE

Did you hear about the rose that grew from a crack in the concrete!?
Proving nature’s law is wrong it learned to walk without having feet

| Funny it seems, but keeping its dreames, it learned to breathe fresh air
Long live the rose that grew from concrete when no one else ever cared

- Tupac Shakur
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ASSETS
Current assets:

Cash and equivalents
Trade rece‘wab\es
|nventories 34,429 29,738
s—net 1,940 1,759
7,657

rred income taxe

Defe
ther assets

Prepaid and 0

Total current assets

Property/net

Goodwill

Intangible assets—net 1,653
11,503

Other assets

6,778

LIABILIT!
Current liabilities:

Accounts payab\e

Accrued liabilities 20,576
taxes payable 2,369
jlities

ncome taxes—’net

1,582

\ncome
Total current liab

Deferred i
Other liabilities

rs equity:

Kk, 7% cumulative
eference of $\5,000

Shareholde
$\ par value,

Preferred stoc

liquidation pr
Common stock, $.01 par value
issued 41,511,193 shares and 41,018,960 4\5
Additional paid-in capital 23,033
Retained earnings 125,262
Treasury stock—at cost:
preferred stock’—\50,000 shares (5,100)
k—-4,032,784 shares (\2,900)

Common stoc
Total shareho\ders’ equity
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