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Praise for ‘The Excellent Customer Journey
Experience’

Invaluable reference

Hoogveld’s book is an invaluable reference for organizations planning and
implementing their omnichannel strategy. Most impressive is how the book
aligns all the practical advice that it provides on the omnichannel approach to
established and familiar business strategies for success. The book also provides
a unique blend of practically motivated content with research-based facts thanks
to the author’s dual backgrounds. As a result, readers are guided to implement
omnichannel in a way that is most likely to generate both customer equity and
business value.

Akin Arikan, bestselling author of ‘Multichannel Marketing: Metrics and Methods for
On and Offline Success’

Must read for today’s manager

This book hits home on a fundamental aspect of our daily lives. Life around us
has become more complex. We all have a multitude of channel choices to satisfy
our needs. This unique book describes this very well. Through research and
practical examples, it highlights for companies the importance of reaching out
to their customer base via multiple channels to ultimately improve their ROI.
Hoogveld has made a very clear and practical case for the need for companies to
devise and execute a cross channel strategy in order to avoid becoming the dino-
saur of their respective industry.

Marco ten Bruggencate, General Manager Dow Building Solutions, Dow Chemical

Web Analysts: read this first!
Coming from the domain of online customer analytics, an area of constant inno-

vation, I find it’s important to stay connected to the fundamentals of channel
marketing and customer centricity. All too often, we get caught up in the excite-
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ment and challenges of yet another channel (did I hear you say social, mobile?)
— with its promise of reach and relevance. The guiding principles of cross chan-
nel customer insight, as laid out in chapters 6 to g of this excellent book, are a
must-read for all practitioners in the field of online marketing. The practical
tools that Hoogveld offers, guarantee that this book will often be reached for as
a source of guidance, long after the initial reading.

PJ Verhoef, President Location Based Marketing Association Europe / Account Execu-
tive Adobe Digital Marketing

Outstanding book, strongly recommended for marketers

This subject is interesting and of great value to every marketer. After reading the
first 97 pages you are right at home with this topic and you have an overview of
the whole field. It’s a fine reference book with a checklist covering every possible
channel. The strengths of this book are its complete coverage and the theoretical
framework. It is of scientific value without a doubt, I know of no other book that
describes the subject matter in such depth. Despite the extensive coverage of
theory the book is very readable as a result of the structure and sub-divisions of
the text, the images, diagrams, examples, conclusions and summaries.

Excerpts from the review on Managementboek.nl by Johan Bel RM

Well worth reading

Ever since Ogilvy introduced ‘Orchestration” we have known that integrated
communication works more effectively. When you also want to completely inte-
grate marketing, sales, service, ICT and HR then you can without doubt call that
a ‘tour de force’ for the writer. Given the breadth and depth of the theoretical
framework within which the purpose and necessity of the various aspects of
omnichannel excellence are presented on the basis of research, models, and
checklists, Mike Hoogveld’s book is a brilliant success. The same applies to the
overview of channels and the related explanations. By means of the omnichan-
nel cycle the reader is taken along on the long march from theory to the details
of implementation. The cycle has been thoroughly developed in eight steps on
the basis of the plan-do-check-act principles.

An excerpt from the review in the Tijdschrift voor Marketing magazine, by Nick van
Loendersloot
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Directly applicable in practice

This book really adds something to marketing literature. It gives every market-
ing and sales manager detailed insight into how their business can innovate
with the implementation of channels. The suggested methods are very sound as
the book is founded on extensive scientific research that has all been tested in
practice. Hoogveld’s style of writing is very accessible and the eight-step plan
enables you to apply the theory directly in concrete, practical implementations.
Really a must-read!

Pieter Paul van Oerle, Senior Manager Accenture

The future of marketing

In this bestseller Mike Hoogveld opens up the secret of design and implementa-
tion of omnichannel management. It is the fruit of his scientific research into
success factors in omnichannel management. Furthermore, his practical experi-
ence (literally) speaks volumes in the many helpful overviews and checklists.
However, I think the significance of his book extends further. Mike makes it
crystal clear how the Marketing and Sales disciplines can be successfully put on
the map again. In a period in which the media landscape is changing continu-
ously, seamless integration of the Marketing and Sales strategies, channels,
structures and processes is a must. Deming, the inventor of the PDCA cycle,
would be delighted to see that after making inroads in the production sector his
cycle has now found its place in the commercial sector.

Leo Kerklaan, author of several books on quality management and learning organisa-
tions, Associate Partner Passionned and Director Franeker Management Academy

Unique book about customer communication

How can you approach customers and prospects in the most effective and effi-
cient manner? This is a central question in a time when there are more commu-
nication channels than ever available. In his book Mike Hoogveld makes a brave
and successful attempt to provide an integral answer to this question. By on the
one hand taking theory and research as his basis and on the other hand by pro-
viding guidelines to implementation. It is a successful attempt to combine the-
ory and practice. Every modern marketer should become acquainted with this.

Wil Wurtz, Partner Metrics & More — Ambassador CRM Association NL
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Foreword

In the olden days we only had a single channel: the front door. The front door
was our only access to the outside world. If we wanted to know what the weather
was doing we stuck our head outside. Those who wanted to look something up
went through the front door to the library. Those who wanted to book a journey
or buy some clothes went through the front door ‘to town’.

We have recently been given an additional front door; a digital front door that
has changed the world once and for all. Weather sites are among the most fre-
quently visited, we use search engines to find all kinds of information and many
travel agents and shops have been forced to close their doors.

With this new digital front door an entirely new industry has arisen that is thriv-
ing and growing in spite of every recession. Recent years have seen a spectacular
increase in expenditure via the Internet. And the end to this growth is not yet in
sight.

New business models have made their appearance. And so it turns out that
knowledge of our search behaviour is worth a lot of money. Search engines and
comparison sites are flourishing because they resell that information to those
who are offering all kinds of goods and services.

Has this rendered the traditional front door redundant? Not at all. Orienting
yourself on the Internet and subsequently buying in the shop has become a very
common sequence. But it’s possible to do it the other way round: seeing, touch-
ing, trying on or trying out in the shop and subsequently buying the best online
offer on the Internet is an alternative sequence.

It is notable that the consumer is much more in the lead in this process than he
used to be. He or she has many more possibilities to choose from and has far
more information available than ever before. Through the enormous growth of
social media, non-commercial word of mouth product appraisals are available to
everyone everywhere at any time.

7



FOREWORD

All this has a tremendous impact on businesses and especially on marketing.
We are on a tipping point from push marketing to pull marketing. From target
groups to followers groups. From making publicity to being found.

It is remarkable that for many companies this tipping point is passing by very
slowly. Apparently their traditional way of working is firmly ingrained and they
only achieve the necessary commercial innovation with great difficulty. Lack of
knowledge and experience certainly plays a significant role here.

Multichannel and cross channel management are a daunting challenge for
many. Practical problems arise especially from the need for consultation and

coordination between the various departments involved.

In this book by Mike Hoogveld you find an extremely practical approach whose
success has been amply demonstrated in practice.

Prof. dr. John Koster

Nyenrode Business University
Holland Consulting Group
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1 Introduction

“Make love, not war”

(Franklin Rosemont)

1.1 Suez and Panama

Until the early 20th century ships with intercontinental freight were obliged to
take the route around Cape Hoorn, the southernmost point of South America.
Firstly the French started work on the Panama Canal in 1881 and subsequently,
after an interruption of 15 years, the Americans took on construction of the canal
that would join the Pacific Ocean to the Caribbean Sea. More than 275 million
dollars were invested (6.33 billion dollars at current value). Nearly 250 million
cubic metres of soil were excavated and more than 27,000 men lost their lives.
When the Panama Canal was opened on 15 August 1914, with a length of 50
miles and a breadth of up to 770 yards, it was no longer necessary to circum-
navigate the whole South American continent. This shortened the distance to be
travelled by approximately 8,000 miles and eliminated the need to sail in the
extremely dangerous Southern Ocean.

The 120 mile Suez canal, which was opened as early as 1869 and since then has
been regularly enlarged, is in many respects comparable to the Panama Canal.
By linking the Mediterranean sea with the Red Sea it rendered superfluous the
traditional route around the Cape of Good Hope, the southernmost point of
Africa. This shortened the journey by more than 5,000 miles.

Both canals naturally enabled enormous reductions of time, risk and cost. And
that led to fundamental changes in the transport of goods. Suddenly it was pos-
sible and economically attractive to transport goods with shorter shelf lives and
lower value to volume ratios to distant markets, in spite of the relatively high toll
levies. All this created an impulse for world trade and resulted in great changes
in many markets. Now each year 32,000 ships with almost 950 million tons of
cargo are using the canals.

9
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Hllustration 1.1: The Panama Canal (photo: Canal de Panamd)

The Suez and Panama Canals are, of course, channels in the most literal sense
of the word. But they are very similar to the channels that are discussed in this
book. The use of channels opens up the possibilities for reaching new or exist-
ing target groups with new or existing products and services. And changes of
momentous proportions are occurring regularly. Consider for example Apple’s
innovation with the introduction of iTunes. Since 2001 this new channel has
caused fundamental, permanent changes in the business models for music,
films, games and books. The same applies to Dell, that completely changed the
market for PCs in 1985 by selling directly to customers without going through
resellers.

Itis also interesting to see that the strategic value of the Suez Canal may now be
diminishing. And not because of a new artificial canal, but as a result of climate
change. In the last fifty years the average temperature in the North Pole region
has risen by four degrees so that much ice has melted in the Arctic Ocean and
passage of cargo ships is increasingly feasible. The voyage from Shanghai to
Rotterdam covers roughly 9,500 miles in 35 days by the northern route, com-
pared with 12,000 miles in 48 days by the southern route. Despite the extra cost
of ice breakers, the shipping companies save on balance about 185,000 dollars.
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INTRODUCTION

Furthermore there is the advantage of avoiding the risk of hijacking in the
Indian Ocean. However, the disadvantage is that at the moment the route can
only be used from June to September, when the ice is thin enough.

It should be clear: the future belongs to those who see the possibilities and
opportunities in channels at an early stage and take the chance to exploit them
fully!

1.2 The war between marketing, sales and service

This chapter’s motto, ‘make love, not war’, might suggest that I am an old hip-
pie. But my date of birth was long after that era. So what am I really? An odd
man out! At least, that’s how I've felt all my working life.

Since the start of my career I have actually been working on the intersection
between marketing and sales. The marketers saw me as a salesman and the
salesmen took me to be a marketer. You will appreciate that there are pros and
cons to this situation.

And what strikes me every time I visit an organisation for the first time: there
seems to be war between marketing and sales. Or formulated with a little less
exaggeration: to this very day I am surprised that I have not met a single com-
pany where the marketing and sales departments work together in an effective
manner. Not to mention with the service department.

A random selection of the wonderful quotes that I have come across from the

sales camp:

« ‘The marketing boys have never sold a thing themselves.’

« ‘The marketing department doesn’t understand us.’

‘Al that fancy language and big budgets, but marketing has never provided
us with anything useful’

« ‘All very well, but what does that name recognition and brand experience do
for us®

«  ‘We understand the customers because we talk to them every day. But mar-
keting doesn’t listen to us. They’re sitting in their ivory tower.’

« ‘The marketing department never delivers the tools we really need.’

+ ‘Marketing just throws their leads over the fence, but they are unusable.

« ‘Marketing is very self-important, but if we stopped tomorrow then things
wouldn't keep going here for very long.’

And we could also make a wonderful list of quotes from marketing or service...
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It is my conclusion that channels are one of the last areas in business that is not
yet optimally managed and of which the significance and potential are underes-
timated. Partly because in most organisations there is a Chinese wall between
the marketing, sales and service departments. While they ultimately have the
same goals: making turnover and profit. So ‘make love, not war’ is a logical start-
ing point: cooperation leads to better results.

1.3 New channels and changing customer behaviour

If we stop looking inwards but look outwards, then it’s obvious that things are

changing in the market. One of the most important changes is that more and

more channels have appeared as a result of continuing digitalisation. Let’s take

a look at the current forms of channels and media:

+ (key) account management, field sales force, office sales force;

« contact centres: telephone, email, telefacing, chatting;

. digital publishing: e-books, white papers, newsletters, podcasts, Slideshare,
blogs, RSS, etc.;

« training and education;

« Internet sites, webshops;

« search engines: organic (SEO) and paid (SEA) search results;

. social media: LinkedIn, Facebook, Twitter, etc.;

« smartphones: SMS, MMS, apps, mobile Internet sites;

« content portals: for example YouTube;

« product comparison portals; affiliates;

« links on special interest portals;

« trade shows, events;

. direct mail;

« sponsoring;

« advertising: web, print, outdoor, radio, television (including product placement);

- sponsored magazines;

- mail-order catalogues;

+ shops, wholesalers, agents, dealers, resellers, etc.;

« loyalty programmes.

So, in recent times an impressive number of alternative channels have appeared,
each with their own specific characteristics. And customers in the business and
consumer markets increasingly take advantage of them. Moreover, as shall be
apparent later in the book, customers and prospects are increasingly indepen-
dent in the choices they make in the use of channels in the various phases of
their orientation, purchase and use process.
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1.4 The resulting problems

Gartner' indicates that omnichannel activities fail as a result of the silos within
an organisation and channel centric strategies. Customers show more and more
cross-channel buying behaviour, and as a result loyalty tends to decline. 85% of
consumers want an integrated shopping experience but only 50% actually expe-
rience this. And 72% want an integrated marketing approach, while only 39%
actually receive it. Gartner predicts that up to 2015 80% of the omnichannel
implementations will fail.

So commercial management faces many challenges:

« Marketing, sales and service are not cooperating with each another.

« The large number of available channels is growing rapidly.

« There is inadequate knowledge about these channels and their implementa-
tion.

1 Gartner, Predicts 2012: Retailers will struggle with omnichannel execution 2011
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« Customers and prospects are increasingly individualistic in their choice and
use of channels.

+ Insight into, and understanding of, the needs, desires and behaviour of cus-
tomers and prospects are insufficient.

«  Unexpected competitors enter the market with the skills to play the ‘channel
game’ better.

In short, a kind of Gordian Knot. There is good reason for the typical Chief Com-
mercial Officer to have sleepless nights with a pain in his stomach!

1.5 The solution where everything comes together:
omnichannel management

But I have a hopeful message for those CCOs who despair about the lack of
cooperation between their sales, marketing and service departments and how
this frustrates their customers: rescue is at hand! And it takes the form of a prac-
tical omnichannel approach that can be directly implemented tomorrow: ‘cus-
tomer journey excellence’.

Omnichannel management can best be defined as the process of designing,
implementing, evaluating and improving an integrated set of channels and
media to increase customer value through optimal customer acquisition, reten-
tion and contribution margin, which leads to maximum return on the invest-
ments in marketing, sales and service activities.

In this book we shall discuss a practical way in which organisations can apply
omnichannel management in their specific situation. To do this we have chosen
to go deeply into the substantive and technical aspects of omnichannel manage-
ment. However, ultimately it all depends on one thing and that is behavioural
change. As the saying goes: ‘You can lead a horse to water, but you can’t make it
drink.

For successful implementation of an omnichannel operation it is absolutely nec-
essary that all those concerned embrace the new way of working with urgency
and ambition. And that they therefore accept the consequences that come with
it. Success is impossible without behavioural change. And with this we enter the
field of change management, a completely different ball game. It is of the
utmost importance that the management of this change trajectory engages in
co-creation with their people to prepare very carefully and then to carry out a
completely disciplined secure implementation. That demands a lot from the
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leadership. Not only impeccable exemplary behaviour, transparency and consis-
tency, but also the daring to challenge employees who continue their old, unde-
sirable behaviour.

Many good books have been written about change management and to go deeply
into the subject falls outside the scope of this book. However, given the enor-
mous importance of the subject we have chosen to discuss the most important
principles of successful change management in chapter 7.

1.6 Managers’ questions about omnichannel management
as the basis for this book

In our consultancy practice we find that managers are struggling with many
questions about omnichannel management. Among other things they are won-
dering about the following:
«  What do customers and prospects want?
o What, in fact, are their real needs?
o Which channels do they use?
o What do they use those channels for?
o Are we missing things in our channels that they really want?
o Does our value proposition match well with their needs?
«  Which channels are our competitors using and why?
o What works well for them and what does not?
o What can we learn from that?
«  What should our strategy look like?
o Which target groups, value propositions and channels best fit our strategy?
o How do I make them fit together?
o What basis do I have for determining that?
o What does the Internet mean to me?
«  Which channels are best for us?
o Do we have to use more channels than we have now?
o Should we be using fewer channels?
o Should we be using other channels than we have now?
o And why?
o What is it going to cost?
o And what will it do for us?
+ How do we determine the best channel mix?
« How do we build up a new channel?
«  How do we deal with channel conflict?
o How do we keep control over our indirect channels?
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« How can we steer customers and prospects in their use of channels?

« How do we see whether or not a channel is generating a good contribution?
o Which results should we be looking at?
o How do we measure them?
o How do we analyse and report that?

«  How do we optimise an existing channel?
o How do we increase the yields?
o How do we reduce the costs?

«  How should we structure our organisation to get better performance from
marketing, sales and service?

«  How should we manage and reward our people to get them to think outside
their own ‘channel silo’?

«  How should we best implement an omnichannel approach in our organisa-
tion?

«  What is the best way to achieve structural management of an integrated
omnichannel approach?

«  How should we organise our ICT to be able to execute good omnichannel
management?

We have used these questions as far as possible as the starting points for com-
posing this book.

1.7 Science as the basis for daily practice

Besides my consultancy practice I also have an association with a university
where I am doing doctoral research into omnichannel management. And in car-
rying out that research it repeatedly strikes me that there is a very persistent
separation between the academic world on the one hand and business practices
on the other. There is a wide range of reasons for this, for example lack of con-
tacts, budget or mutual understanding. Whereas each could be learning a lot
from the other.

For example, there is an enormous amount of useful research into the behaviour
of customers and prospects in omnichannel environments and how organisa-
tions can manage their channels. This provides objective, factual information on
which management in marketing and sales can base their policy. Whereas this
is now mainly done on the basis of personal hobbyhorses, opinions, subjective
experiences, selectively written and interpreted reports, and so on.
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The main principle of this book has therefore been to base everything as far as
possible on scientifically proven theories and ways of working, as a result of
which the chance of success is maximised. And from many years of experience
in our own consultancy practice we have enriched these theories and ways of
working to develop a streetwise practical approach that you can start implement-
ing directly.

1.8 Omnichannel management as the axis on which the
enterprise turns

‘The customer pays your salary’, is an observation that I make regularly to peo-
ple with whom we work in our consultancy practice. That is an irrefutable state-
ment, but nevertheless this notion is generally entirely absent. It is our convic-
tion that the customer should be seen as absolutely central within the
organisation. And if that is so then omnichannel management is the connecting
link between all parts of the organisation (see figure 1.1).

marketing

omnichannel
management

/. | \

Figure 1.1: Omnichannel management as the axis on which the organisation turns

production
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This means that, as far as we are concerned, omnichannel management belongs
on the agenda of the board of management. It’s not only about sales, it’s not only
about marketing, it’s not only about service, because such compartmentalisation
leads to sub-optimisation. It’s about an integrated vision and management of a
complex combination of strategy, target groups, value propositions, channels
and results.

And that is only possible at the highest, coordinating level within an organisa-
tion. Marketing, sales and service decisions are generally taken at just too low a
level!

1.9 The set-up of this book

Chapter 2 discusses the phenomenon of omnichannel management in more
detail. Whereby we deal with such subjects as: what exactly is it comprised of,
what problems are involved, what advantages does it offer? Channel conflicts are
specifically dealt with. Furthermore we examine who exactly are the multichan-
nel customers. Which behaviours do they exhibit, who is most open to use of a
new channel, how do they choose specific channels, etc.

The characteristics of currently available channels are discussed in chapter 3.
This gives insight into matters such as costs, possible returns, advantages, dis-
advantages and applicability of the various alternatives. These aspects form the
basis for the focus of the channels on the yet to be formulated target groups and
value propositions.

In chapter 4 we introduce the ‘omnichannel cycle’. This is based on the method
known as plan-do-check-act or PDCA, that has been scientifically proven to be
successful and is used in all kinds of variants in quality management and learn-
ing organisations. We give a brief explanation of the eight steps in that cycle.

The first step in the cycle is covered in chapter 5: determining the winning strat-
egy by means of the ‘omnichannel crater’. These are based on the insights from
the ‘voice of the customer’.

Chapter 6 is devoted to the next step of the Plan phase, consisting of segmenting
the target groups, developing the value propositions and establishment of the
channels. This is done by means of ‘customer journey mapping’ that gives a
central position to the ultimate customer experience according to the strategy.
This is set out in a so-called target group — value proposition — channel model,
the ‘cross channel cube’.
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In chapter 7 we examine the implementation of measurement: goals, KPIs, tar-
gets, metrics. We discuss how the whole ‘omnichannel intelligence’ system
should be tuned: who is going to measure what, how are they measuring, record-
ing, analysing and reporting? By means of the omnichannel balanced scorecard
and CRM applications we make clear why and how you use data to maximum
effect, as the beating heart of omnichannel management.

The execution of the omnichannel operation is explained in chapter 8. What are
the moments of truth and how should we deal with them? And how can we apply
short cycle iterations to directly achieve ‘quick wins’?

Chapter 9 discusses the ‘voice of the customer’ (VOC), that should always serve
as a starting point. What are the sources and how we make optimal use of them?
It is necessary to gain deep insight into, and understanding of, the needs,
desires, motives, preferences and behaviour of customers and prospects in order
to determine the strategy, to segment the target groups, to develop the value
propositions, to establish the channels, to build the customer journey and cus-
tomer experience and to optimise time and time again. In addition, we discuss
the most frequently used database analysis techniques.

To have an omnichannel operation running optimally it is essential that all
boundary conditions have been fulfilled in the appropriate manner. What are the
critical success factors for omnichannel excellence? In chapter 10 we address,
among other things, the requirements for structure, systems, staffing, skills and
culture.

Chapter 11 addresses the subjects implementation and change management.
Successful implementation and continuous improvement of omnichannel man-
agement is completely dependent on a systematic approach. We discuss the
essentials of such a change strategy.

Subsequently in chapter 12 we discuss the optimisation of the plan-do-check-act
process itself. We consider, at meta level, opportunities for improving this. And
we explain how the success of all the improvements can be objectively measured

in the Plan and Do phases which are then started.

Finally, in chapter 13 we describe some case studies. These serve as additional
explanations of how omnichannel management should work in practice.

In short, lots of food for thought!

29




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Gray Gamma 2.2)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.3
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams true
  /MaxSubsetPct 100
  /Optimize false
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile (None)
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /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
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /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
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages false
  /MonoImageDownsampleType /Average
  /MonoImageResolution 2400
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /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)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
    /NLD (Instellingen met automatisch \(JPEG\) compressie om kleinere bestanden te creeeren.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [595.276 841.890]
>> setpagedevice


