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assign the rights of the Licensed Materials or bulk reproduction or
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available on a computer network except in circumstances such that access
to the Licensed Materials is strictly controlled and limited in to the
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- Licensee may not use the Licensed Materials in any manner other than in
compliance with applicable laws.

Except for the express warranties stated herein, the Licensed Materials are
provided on an "as is" basis, and Pearl Research disclaims any and all
other warranties, conditions, or representations (express, implied, oral or
written), relating to the Licensed Materials or any part thereof, including,
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merchantability or fitness for a particular purpose. Pearl Research further
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