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“He who oppresses the poor shows contempt for their Maker,

but whoever is kind to the needy honors God.”
—Proverbs 14:31



This book is dedicated
first, to all the many NGOs, government agencies,
and social marketers who shared their social

survey data for re-analysis in this book;

and second, to my grandson, Bruce Roberto-Garcia,
who died at 14 in a car accident while

| was writing this book. At |10, Bruce learned and
mastered skateboarding solely through

DIY research from YouTube.
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