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Business and Marketing

Rok 2004* sa niesol aj v oblasti marketingu v znameni velkych zmien, ktoré pozitivne ovplyvnili
jednak strukturu marketingu, ako aj efektivnost jednotlivych marketingovych ¢innosti. V ramci
organizacnych zmien bol Usek obchodu a marketingu posilneny v oblasti predaja, propagacie

aj rozvoja produktov.

The year of 2004* brought great changes also in the field of marketing, which positively
influenced marketing structure as well as individual marketing activities effectiveness. Within
organisational changes the business and marketing division was strengthened in the field

of sale, promotion and products development.



Obchod a marketing

Nosnou Ulohou v oblasti obchodu a predaja, vzhladom
na prebiehajluce zmeny, bolo dosiahnutie zasadnej zmeny
v ponimani obchodu ako celku, v systéme predaja produk-
tov a sluzieb, v systéme ziskavania zakaznikov a starostli-
vosti o nich. Nemenej dbélezita bola aj snaha o zjednotenie
vSetkych manazérov obchodu a ich stotoznenie sa s mys-
lienkou aktivneho pristupu k obchodu a ponuke produktov.

Od 1. juna 2004 zacal svoju ¢innost novy odbor, odbor pria-
meho predaja produktov a sluzieb. Jeho strategickym cielom
je vytvorenie systému aktivneho predaja produktov a sluzieb
Slovenskej posty na regionélnej a celoslovenskej Urovni.

Nosnou Ulohou odboru bolo dosiahnutie zdsadnej zmeny
v ponimani obchodu ako celku, v systéme predaja produk-
tov a sluzieb, v systéme ziskavania zakaznikov a starostli-
vosti o nich. Nemenej délezita bola aj snaha o zjednotenie
vSetkych manazérov obchodu a ich stotoznenie sa s mys-
lienkou aktivneho pristupu k obchodu a ponuke produktov.
Silne konkurenénou vyhodou Slovenskej posty su posty,
,obchodné* miesta, ktoré su aj v odlahlejsich miestach, pre-
to bola v roku 2004 obchodné politika odboru zamerana aj
na aktivny predaj a ponuku na postach.

Odbor priamo riadi ¢innost zakaznickeho servisu, metodicky
riadi a odborne usmernuje ¢innost regionalnych postovych
centier, Specializovanych stredisk a centier v oblasti obcho-
du, resp. priameho predaja produktov a sluzieb, zabezpecu-
je zvySovanie odbornej Urovne a zdokonalovanie obchod-
nych zruénosti obchodnikov formou tréningov a odbornych
Skoleni.

Svojou pbsobnostou a zameranim doplnil rozsah dinnosti
odboru predaja produktov, ktorého aktivity st zamerané na
predaj sluzieb vyznamnym - klucovym zakaznikom Sloven-
skej posty. Implementaciou uvedeného systému sa vytvoril
dynamicky tim obchodnikov s profesionalnym pristupom,
ktorych cielom bolo zabezpedit konkurencieschopnost Slo-
venskej, dosiahnut spokojnost zakaznikov s poskytovanymi
sluzbami a zabezpecit dosiahnutie rastu vynosov Slovenske;j
posty. Tento systém umoznil realizovat priamu komunikaciu
a starostlivost s cca 1 000 najvyznamnejSimi obchodnymi
zakaznikmi, ktori pokryvaju skupinu klucovych a velkych
obchodnych zéakaznikov a generuju priblizne 54 % vynosov
z podaja. Podiel zakaznickych skupin na podavani je uvede-
ny v grafe:
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Considering current changes, the main task in field of busi-
ness and sale was to reach the turning point in understanding
of business as a whole in the system of products and services
sale, as well as in the system of canvassing new customers
and care for them. Equally important was also the effort to
unite all business managers and their identification with the
idea of active approach to the business and product offer.

A new department started its activities from 1 June 2004 - the
Direct products and services sale department. Its strategic ob-
jective is to create a system of active sale of products and
services of the Slovak Post on regional and nation-wide level.

The main task of the department was to reach the turning
point in understanding of business as a whole in the system
of products and services sale, as well as in the system of can-
vassing new customers and care for them. Equally important
was also the effort to unite all business managers and their
identification with the idea of active approach to the busi-
ness and product offer. Strong competitive advantage of the
Slovak Post comprises “business branches” in distant areas;
that's why the business strategy of the department in 2004
was also aimed at active sale and offer in the post offices.

The department directly manages the activities of the Cus-
tomer service, methodically manages and expertly guides
activities of the Regional Postal Centres, specialised centres
and centres related to business, or direct sale of services
and products, ensures increasing of professional level and
business skills of the businessmen via trainings and profes-
sional courses.

With its competence and orientation the scope of activities
of the Department of product selling was enlarged, whose
activities are aimed at a sale of services to important - key
clients of the Slovak Post. The implementation of the above-
mentioned system created a dynamic team of businessmen
with professional attitude; their objective was to ensure com-
petitiveness of the Slovak Post, to secure customer satisfac-
tion with services provided and to ensure growth of revenues
of the Slovak Post. This system enabled realisation of direct
communication and care with approx. 1,000 most important
clients, covering the group of key and big business custom-
ers and generate approximately 54% of the posting rate rev-
enues. The customer groups share on the posting rate is
given in the chart:
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Podiel zakaznickych skupin na vynosoch
Share of customer groups on revenues

Klucovi zakaznici 3491% Key customers 3491%
1 Velki zékaznici 19,42% [ Large customers 19,42%
Mali a stredni obch. zakaznici 15,03% Small and middle business customers 15,03%
[ Spotrebitelia 1418% [ Consumers 1418%

Podiel zakaznikov podla predmetu ¢innosti
The number of customers by subject of activities

Penaznictvo a poistovnictvo 34,91% Banking and insurance 34.91%
[ 1 Obchod a sluzby 19,42% [ Business and services 19,42%
Verejnéa sprava a obrana 15,03% Public administration and defence 15,03%
[ Doprava, skladovanie a spoje 14,18% [ Transport, storing and communications 1418%
Priemyselnéa vyroba 6,80% Industrial production 6,80%
I Vyroba a rozvod elektriny, plynu a vody 5,84% [ Electricity, gas and water production and distribution 5,84%
Ostatné organizéacie 3,01% Other organisations 3,01%
Il Zdravotnictvo 0,39% I Health sector 0,39%
Skolstvo a vzdelavanie 0,31% Education 0,31%

Il Stavebnictvo 0,11% [ Building industry 0,11%



Obchod a marketing

Uvedené dve skupiny zahffiaju zakaznikov takmer z kazde;
oblasti, najpodstatnejSi podiel na vynosoch z podavania
vSak dosiahli zakaznici z oblasti penaznictva a poistovnictva,
ako je uvedené v nasledujucom grafe.

Okrem prioritného zamerania vSetkych zloziek marketingu
na splnenie finan¢ného planu v oblasti vynosov bolo v cen-
tre zaujmu aj posilnenie trhovej pozicie a zlepSovanie komu-
nikacie so zakaznikmi. Dékazom tychto aktivit je zvySenie
spokojnosti zékaznikov o 3% oproti roku 2003 na Uroven
64,2%, dosiahnutie pozitivneho hospodarskeho vysledku
a splnenie cielov v oblasti predaja.

Uroveri spokojnosti zakaznikov v jednotlivych oblastiach
spolu s porovnanim vyvoja v predchadzajucom roku su vy-
jadrené v nasledujucom grafe:

Uroveii spokojnosti zakaznikov SP, a. s.
Level of satisfaction of SP, a.s. customers

celkovéa spokojnost

general satisfaction

primeranost tarify vzhladom na kvalitu
adequacy of tariffs considering quality
spravanie zamestnancov

behaviour of employees

vybavovanie reklamacii

complaints solving

jednoduchost vyuzivania sluzieb

simplicity of using services

poskytovanie informécii o produktoch
provision of information about products
bezpecnost postovych zasielok

postal items safety

Gas Cakania na poste

waiting time at post offices

rychlost dodavania postovych zasielok
quickness of postal items delivery

sposob vyzdvihnutia zapisanej zasielky
way of picking up a registered item

Cas a frekvencia vyberu post. schranok
time and frequency of checking post boxes
rozsah hodin pre verejnost na postach
extensiveness of working hours at post offices
rozmiestnenie a dostupnost post. schranok
distribution and accessibility of post boxes

rozmiestnenie a dostupnost post
distribution and accessibility of post offices
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The two mentioned customer groups include customers
from almost each area, however the most important share
on the revenues from the posting rate reached the custom-
ers from banking and insurance sector, as stated in the fol-
lowing chart.

Apart from primary orientation of all marketing components
on fulfilling the financial plan in the revenues area, an incre-
ase of the market position and better communication with
customers was also in the centre of interest. A proof of these
activities is an increase of the customer satisfaction rate by
3% in comparison with 2003 to the level of 64.2% and gai-
ning a positive economic result and fulfilment of objectives
in the sales area.

The level of customers’ satisfaction in individual areas, toge-
ther with the comparison of in the previous year are expres-
sed in the following chart:
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Rozvoj produktov bol v roku 2004 orientovany hlavne na
inovaciu produktov. Podnety na zmeny v sluZzbach sa opie-
rali o vysledky zo Specialnych prieskumov trhu, prieskumov

Products development in 2004 was oriented to products
innovations. Stimuli for changes in services were suppor-

ted with results of specialised market surveys, satisfaction
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spokojnosti, podnetov od zakaznikov a sekundarnych zdro-
jov Statistického charakteru. Pozitivne prijal trh motivacné
zlavy v sluzbe Odpovedné zasielky, zmenu cenovej stratégie
v Propagacénych zésielkach, Upravu podmienok technolo-
gickych zliav pre baliky a listy a cenovu akciu na viano¢né
pohladnice. Zavrsena bola inovéacia postového penazného
styku spustenim sluzby Postovy penazny poukaz H. K 1. 10.
2004 boli spolo¢ne s Ceskou postou prijaté podmienky sluz-
by Propagacné zasielky medzinarodného styku.

Podpora predaja bola v SirSom meradle realizovana pri sluz-
bach strategického a perspektivneho charakteru. Vyuzité
boli hlavne formy priameho predaja - osobna ponuka sluzieb
cez manazérov obchodu, key account manazérov a priamy
predaj vybranych sluZieb pri priehradkach p6st. Masmedi-
alne boli podporené expresné sluzby, zasielky 1. triedy, pro-
pagacné zasielky, hybridna posta a filatelia. Pokracovalo sa
v informovani zakaznikov o novinkach a vyhodach sluzieb
prostrednictvom informacného systému post. Osveddila sa
propagacia sluzieb na internete. Slovenska posta sa vyrazne
prezentovala aj na vystavach a konferenciach. V nadvaznosti
na uzatvorenie zmluvy o vzajomnej spolupraci so Swiss Post
International sa Slovenska posta koncom marca zucastnila
na medzinarodnom veltrhu marketingu a reklamy vo Vied-
ni - Publica 2004. Na medzinarodnom veltrhu logistiky
a dopravy v aprili boli prezentované sluzby hybridnej posty
a expresnych sluzieb. Slovenska posta sa zucastnila aj na
odbornych TREND konferenciach zameranych na oblast
marketingoveho a komunalneho manazmentu.

Rok 2004** bol pre Slovensku postu v mnohych oblastiach
prelomovy. Vyraznym spdsobom zasiahli do ¢innosti Useku
obchodu a marketingu organizacné zmeny aj transformacia
na akciovl spolo¢nost.

Personalne posilnenie obchodnych a marketingovych ¢&in-
nosti sa odrazilo na zlepSeni a zvySeni komunikacie s vel-
kymi zakaznikmi, vysledkoch prieskumu spokojnosti aj vyno-
soch. Dokumentuju to nasledovné vysledky:

- oproti roku 2003 Slovenska posta dosiahla pokrok v oblas-
ti kvality, kedZe hodnotenie celkovej spokojnosti sa zvysilo
0 3% na uroven 64,21 %;

- Uroven spokojnosti 300 najvacésich zakaznikov predstavo-
vala 71,8 %;

- nova cenova stratégia pozitivne ovplyvnila hodnotenie pri-
meranosti poplatkov za postové sluzby +10,3%;

- podavanie TOP 1 000 zakaznikov sa zvysilo 0 16,2 %.

Transformacia Slovenskej posty mala v oblasti obchodu hlav-
ne vplyv na vztahy s velkymi a strednymi zéakaznikmi. Zvysili

surveys, customers’ suggestions and secondary sources of
a statistical nature. Positively accepted incentives include
discounts for the service Reply mail items, change of the pri-
ce strategy for Promotion items, adjustment of conditions for
technology discounts for parcels and letters and price dis-
count on Christmas postcards. Innovation of postal moneta-
ry traffic was finished through starting a new Postal money
order H service. As of 1 October 2004, common conditions
for the service Promotion items of international traffic were
adopted together with the Czech Post.

Sale promotion was generally realised in a broad sense for
services of strategic and promising nature. Especially forms
of direct sale were used - personal offer of services throu-
gh business managers, key account managers and direct
sale of chosen services at postal counters. Express services,
1st class items, Promotion items, Hybrid post and Philately
were promoted in mass media. Customers were continuous-
ly informed about news and advantages through the postal
information system. Internet promotion of services proved
right. The Slovak Post noticeably presented itself at exhi-
bitions and conferences. With regard to conclusion of the
contract on mutual cooperation with Swiss Post Internatio-
nal, the Slovak Post participated at the international fair of
marketing and advertising in Vienna - Publica 2004 at the
end of March. At the international fair of logistics and trans-
port in April, express services and hybrid post services were
presented. The Slovak Post participated also at professional
TREND conferences focused on the marketing and commu-
nity management area.

Year 2004** was a breakthrough one for the Slovak Post in
many areas. Organisational changes and the transformation
into a joint stock company considerably influenced the ac-
tivities of the business and marketing department.

Personnel support of business and marketing activities
caused an increase and improvement of communication
with large customers, satisfaction surveys results and rev-
enues. Is is evidence by the following results:

- in comparison with 2003 the Slovak Post reached an im-
provement in the quality area, as the general satisfaction as-
sessment increased by 3% to the level of 64.21%;

- the satisfaction level of 300 largest customers reached the
level of 71.8%;

-the new price strategy positively influenced the assessment
of adequacy of charges for postal services +10.3%;

- the posting rate of top 1,000 customers increased by
16.2%.
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sa poziadavky na Upravy cien, motivacnu cenovu politiku
a na individuélny pristup k poziadavkam technologického
zabezpedenia sluzieb. Rozvoj sluzieb bol teda orientovany
na inovacie sluzieb (zavedenie motivacnych zliav Odpoved-
nej sluzby, akcia a zmeny cien Propagacnych zasielok, roz-
Sirenie sluzby Propagacéné zasielky o podavanie do Ceskej
republiky, Uprava technologickych zliav, akciovy predaj po-
hladnic). Inovacia postového penazného styku bola ukon-
¢ena zavedenim sluzby Postovy penazny poukaz H 1. a 2.
triedy.

V zaujme zvySenia vynosov a dosiahnutia stanoveného plé-
nu predaja boli vykonané viaceré podporné aktivity. Mas-
medialnou kampanou, priamym predajom pri priehradke
a aktivnou Cinnostou manazérov predaja sa dosiahol vyraz-
ny rast podavania v oblasti strategickych sluzieb (expresné
sluzby, zasielky 1. triedy, propagacné zasielky, postové pe-
nazné poukazy a doporucené zasielky). V zaujme neusta-
leho zlepSovania informovanosti zakaznikov o novinkach
a podmienkach sluzieb bol informacny systém p&st rozSire-
ny na viaceré posty. ZvySena pozornost sa venovala aj elek-
tronickej propagacii (e-mail, internet), ktora je pre zédkaznikov
SP délezitym aj Ziadanym zdrojom informacii. V nadvaznosti
na pozitivnu odozvu sa pokracovalo v prezentacii SP a jej
sluzieb na konferenciach. V oktobri bola SP reklamnym part-
nerom medzinarodného kongresu Trade and marketing fo-
rum a bronzovym partnerom kongresu ITAPA zameraného
na informacéné technoldgie a verejnu spravu. V novembri sa
konala konferencia TREND-u - TOP manaZzment 2004.

V oblasti obchodu a predaja pokracovala realizacia zmien
nastartovanych v predchadzajicom obdobi. Ich cielom bolo
zabezpecCenie rozvoja obchodnych aktivit prostrednictvom
uceleného systému zameraného na udrzanie sucasnych
zakaznikov, akviziciu a ziskavanie novych zakaznikov v ob-
lasti podnikatelskej sféry, ale v neposlednom rade aj bez-
nych spotrebitelov. Z hladiska starostlivosti a poCetnosti islo
o skupinu cca 1 000 zakaznikov v ramci celého Slovenska,
ktorych vysledky podavania boli pravidelne analyzované
z Udajov v existujucom informaénom systéme. Do skupiny
vo velkej miere patrili zakaznici z oblasti penaZnictva, Stat-
nej spravy, komunalnej sféry, ale aj dynamicky sa rozvijajuce
obchodné firmy. Z hladiska vynosov z podavania tejto sku-
piny zékaznikov tvori najpodstatnejSiu ¢ast podavanie listov
nasledované reklamnymi adresovanymi zasielkami. Podrob-
nejsSie Udaje su uvedené v grafe:

Business and Marketing

Slovak Post transformation in the area of sales was influenc-
ing mainly relations with large and medium customers. Re-
quirements for prices adjustment, incentive price policy and
individual approach to the requirements of technological
provision increased. Services development was oriented on
services innovation (establishment of incentive discounts for
the Reply mail service, price changes and discount on Pro-
motion items, extending of the Promotion items service by
posting to the Czech Republic, adjustment of technological
discounts, sale of postcards with a discount). Postal mone-
tary traffic innovation was finished before starting the service
Money order H of the 1st and 2nd class.

In order to increase revenues and achieve stated sales plan,
several support activities were realised. A significant increase
in posting rates of strategic services (express services, 1st
class items, promotion items, money orders and registered
items) was reached through a mass media campaign, direct
sale at counters and active operation of sales managers. In
order to constantly increase the customers’ awareness of
news and services conditions, the postal information system
was extended to more post offices. An increased attention
was paid to electronic promotion (e-mail, Internet), which is
an important and requested source of information for SP
customers. With regard to the positive feedback, the SP
continued to present itself and its services at conferences.
In October, SP was an advertising partner of the international
congress Trade and Marketing Forum and a bronze partner
of an ITAPA congress focused on information technologies
and public administration. In November, the TREND confer-
ence - TOP Management 2004 took place.

In the area of business and sales, implementation of changes
started in the previous period whose objective was to ensure
the development of business activities through an integral
system aimed at keeping existing customers, acquisition
and winning new customers from the business sector as well
as ordinary customers continued. From the viewpoint of the
care and count there was a group of some 1,000 customers
within entire Slovakia, whose results of the posting rate were
regularly analysed according to data in the existing informa-
tion system. This group consisted mainly of customers from
the banking sector, public administration, communal sphere
and also dynamically developing business companies. From
the viewpoint of revenues from the posting rate of this group
of customers the most important part is posting letters fol-
lowed by posting advertisements items. For more details see
the the chart:

65




Obchod a marketing

Business and Marketing

Sluzby vyuzivané obchodnymi zakaznikmi
Services used by business customers

Listy 1. trieda 0,69%
LT Listy 2. trieda 72,75%
Baliky 1. trieda 017 %
71 Baliky 2. trieda 5,82%
Expresneé sluzby 0,16%
B Raz 18,19%
Penazné poukazy 1,92%
Bl Ostatné 0,30%

K dosiahnutiu stanovenych cielov Slovenskej posty v roku
2004 vo vysokej miere pomahal aj zakaznicky servis, prostred-
nictvom ktorého zakaznici Slovenskej posty ziskavali presné
a aktualne informacie o postovych produktoch a sluzbach.
KedZe marketing je nepretrzity riadiaci manazérsky proces,
ktorého podstatou je dosledna orientacia na trh, zakladnym
heslom profesionalneho marketingu je orientacia na zakazni-
ka a uspokojovanie jeho potrieb v sicinnosti s vytvaranim pri-
meraného zisku v podniku. Zakaznicky servis je preto jednou
z najefektivnejsich ciest k poznaniu tychto potrieb.

Za jeden z najefektivnejSich nastrojov marketingovej komuni-
kacie mozno povazovat telemarketing. Vzhladom na sucas-
ny vyvoj telekomunikacnych technologii vo svete sa pocita
s dalsim posilfovanim jeho postavenia.

Zakaznicky servis v roku 2004 prevadzkoval najma pasivny
telemarketing ako prostriedok na ziskanie okamzitej reakcie
zakaznikov na aktualnu ponuku. Efektivita telemarketingu
spocivala aj v naslednom spracovani ziskanych dat a ich vy-
uziti na marketingové aktivity. Zaznamenavanie poziadaviek,
navrhov a pripomienok zakaznikov, ale aj pocet prijatych

1st class letters 0,69%
[ 2nd class letters 72,75%
1st class parcels 0,17%
[ 2nd class parcels 5,82%
Express services 0,16%
B Raz 18,19%
Money orders 1,92%
B Others 0,30%

The Customer service helped a lot in achieving set targets
of the Slovak Post in 2004. Through the Customer service
the customers get accurate and up-to-date information on
postal products and services. Since marketing is a continu-
ous controlling management process and its essence is a
strict orientation on the market, the basic slogan of profes-
sional marketing is customer orientation and satisfying cus-
tomers’ needs together with creating an appropriate profit
for the company. That is why the customer service is one of
the most effective ways on how to find out these needs.

Telemarketing can be considered as one of the most effec-
tive tools of marketing communication. Considering the cur-
rent progress in telecommunication technologies all over the
world, its position is likely to strengthen.

The customer service in 2004 ran especially passive telemar-
keting as a means to get the instant customers’ feedback on
the current offer. Telemarketing is effective also because of
the subsequent processing of collected data and their use
for marketing activities. Recording of requirements, sug-
gestions and remarks, the number of calls accepted, time
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hovorov, Casové rozloZenie prijatych hovorov pocCas pra-
covného éasu, priemernéa dizka hovoru, podiel jednotlivych
typov sluzieb pozadovanych zakaznikom - to vSetko boli
velmi dolezité a neocenitelné informacie. Zakaznicky servis
sa zameral taktiez na poskytovanie rad a aktualnych infor-
méacii o produktoch a sluzbéch Slovenskej posty aj pre prie-
hradkovych pracovnikov. Medzi dalSie aktivity zakaznickeho
servisu patrilo vykonavanie kontrolnej ¢innosti aktualizacie
webovej stranky SP, pripadne predlozenie podnetov od za-
kaznikov na doplnenie informacii na tejto webovej stranke.
V roku 2004 zakaznicky servis spolupracoval so zakaznic-
kymi servismi zahrani¢nych postovych sprav pri sledovani
pohybu medzinarodnych zasielok a vybavovani reklamacii
EPG zésielok prostrednictvom softvéru IPC (International
Post Corporation).

Business and Marketing

distribution of phone calls accepted during working hours,
the average call duration, the share of individual services
types required by customers - these all is very important
and priceless information. The customer service focused
also on provision of advice and up-to-date information on
products of the Slovak Post also for personnel at counters.
The customer service also performed control activities of the
SP’s website and submitted suggestions from customers to
amend information on this website. In 2004, the customer
service cooperated with customer services of foreign postal
administrations when tracking international items and solv-
ing complaints on EPG items through IPC (International Post
Corporation) software.

* V obdobi ¢innosti Slovenskej posty ako Statny podnik od 1. 1. 2004
do 30. 9. 2004.

* During the period from 1 January 2004 to 30 September 2004 of the
Slovak Post as a state corporation.

67





<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.3
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /SyntheticBoldness 1.00
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 0
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.00000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.00000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /ENU (Use these settings to create PDF documents with higher image resolution for high quality pre-press printing. The PDF documents can be opened with Acrobat and Reader 5.0 and later. These settings require font embedding.)
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308030d730ea30d730ec30b9537052377528306e00200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /FRA <>
    /DEU <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>






    /HEB (Use these settings to create PDF documents with higher image resolution for high quality pre-press printing. The PDF documents can be opened with Acrobat and Reader 5.0 and later. These settings require font embedding.)
    /CZE <>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [595.276 841.890]
>> setpagedevice


