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1. Introduction

The rapid development of information and communication technologies over the last two decades
has led to the emergence of new means of communication, which have been widely used in all
spheres where there is a need for communication. However, postal services continue to be in
demand, at the same time, their structure and quality are subject to higher demands. The Universal
Postal Union (UPU) is smoothly working to improve the marketing strategies of the mail business,
consolidating the participants of the postal community and it is the main forum for their cooperation,
analyzing the market of postal services, etc. As a result, the UPU regulates the rules of international
postal items and makes recommendations for development of postal service for developing countries
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(Teahan, 2015). At the same time, state-owned national postal operators in developing countries are
faced with fierce competition from private postal operators that are either part of already existing mail
systems or are actively forming their own and capturing the postal services market (Andersson et al.,
2018; Bradley et al., 2018; Eccles et al., 2018; Falch & Henten, 2018). The world market of postal
communication is modernized under the influence of a variety of factors (mainly due to the emergence
of opportunities related to the development of modern technologies), and “mimics”, trying to incor-
porate elements of other service markets, for example, financial market (Bender et al., 2016;
Kovaltchuk et al., 2017). In addition, there is a global trend towards forming the gap between the real
economy, mail business and e-commerce, which is due to the global development of electronic payment
systems (this gap is especially marked in developing countries), i.e. e-commerce, in fact, challenged
the real economy. Thus, for the state-owned national postal operators of developing countries, there
is a problem of survival in stiff competition with other communications providers, banks, financial
organizations, etc.

1.1. Recent research and publications analysis

The efficiency problems of the mail business and marketing in the sphere of postal communication
in developing countries are studied according to UPU programs, as researcher writes: “In order to
optimize customer experience in the use of electronic trading, you can improve and move faster”
(Goater, 2015, p. 17). Researcher notes that: “UPU research shows growth of postal economy, growing
gap with real economy” (Redstone, 2017b, p. 15). Consequently, there is a positive dynamics of
business development in the sphere of postal communication, while increasing the gap with the real
economy indicators; in addition, we need to pay more attention to export issues in mail (Redstone, 2017a,
p. 10). Koch (2016) considers that particular attention should be paid to the quality of mail work in
developing countries, which undoubtedly should be supported by the Service Quality Improvement
Fund, although there are a number of problems related to the insufficient level of development of the
economies around the world (Koch, 2016, p.16). The marketing problems of the mail business are
well studied (Mclean, 2015; Kolotov & Igushov, 2011; Savenkova, 2013; Deren & Chernyshov, 2014;
Okholm et al., 2018).

1.2. Parts of problem unsolved previously

The conducted studies allow assessing marketing problems of the mail business in developing countries.
However, from our point of view, there is a need to systematize and detail these approaches in
the context of separate regions and countries. Thus, despite the marketing aid for developing countries
(Cremer et al., 2002) specially developed by the UPU, the management of postal operators in
these countries faces a number of “unsolvable” problems due to the peculiarities both functioning of
the national mail business and the development of national economies. In this regard, they are of
interest: evaluation and comparison of the main directions of the development of the postal
communication market; identification of strong and weak mail marketing strategies, their analysis, with
the aim of regulating the marketing concept of postal operators in developing countries. In this
regard, the assessment and comparison of the main directions of the development of the postal
communication market, identification of strong and weak mail marketing strategies, and their analysis
to regulate the marketing concept of postal operators in developing countries are of interest.

1.3. The purpose of the study

We aim to develop proposals on improving the marketing concept for postal operators in developing
countries under present-day conditions. Thus we need to identify the main directions for the development
of the world postal market; to analyze marketing strategies of postal operators and to develop
proposals on adjusting the marketing concept of postal operators in developing countries under
present-day circumstances.
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2. Methodology
The statistical observation, comparison and generalization methods are used to conduct a study.
3. Results and discussion

The activities of postal operators around the world are regulated by the UPU provisions and imple-
mented in accordance with the concerted Strategy for its member countries (UPU, 2016). The main
provisions for 2017-2020 ar e adopted in Istanbul, where, in particular “the postal sector is seen as a
means of inclusive development and an essential component of the global economy” (UPU, 2016, p. 6).

In addition, the document underlines that the mail business is particularly sensitive to innovation, which
enables it to actively boost the global economy, which is primarily due to a significant acceleration
and increase in turnover of goods, the implementation of opportunities “in a single click”, etc.
However, an individual approach is necessary in terms of priorities and needs of the country or region.
In this regard, we consider the indicators of the development of the world market of postal services in
the context of the regions (Fig. 1).
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Fig. 1. Review of development indicators of postal services in the context of the world regions
Source: Compiled by the author on the basis of data UPU (2016)

The postal statistics data makes it possible to note that the industrialized countries reached the highest
indicators of development of the mail business. At the same time, there is a general trend - a direct link
between the level of development of the economy in the region and the indicators of the development
of the postal market. To confirm this trend, we will rank the countries by the global average
indicator of the development of the postal market (Table 1). For the group of industrialized countries,
the average indicator of 2IPD (Full 2IPD ranking for 2016) is 67.4. The leader of the group is
Switzerland, where the shortest period of the average time of delivery of postal items (both internal
and external), is 1.6 days (for other countries of this group it is 2-5 days), and the lowest
probability of deviations from these terms (up to 2 days, not up to 7 as for other countries in this
group). The second and third places in the ranking are respectively: France (94.8) and Japan
(94.1). Note that the first hundred of the rating includes all 24 industrialized countries in the world.
The average indicator in the Eastern Europe and the CIS countries is 55.1. The leader is Poland (84.9),
which is associated with increased attention to the development of services in the field of e-commerce
and logistics. The first hundred included 26 of the 28 countries in this group. Among them in the first
20 countries are the following: Poland (7), Slovenia (15), Estonia (18), and Greece (19). These are
good indicators. Among the CIS countries, Kazakhstan leads. It takes the 27th place (63.45) and Belarus
takes the 32nd place (60.76).
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Table 1
Ranking of the world first 51 countries on the global average indicator of the mail business development
# Country Full 2IPD # Country Full 2IPD
ranking for 2016 ranking for 2016

1 Switzerland 100 27 Kazakhstan 63

2 France 95 28 Lithuania 63

3 Japan 94 29 Belgium 61

4 Netherlands 94 30 Croatia 61

5 Germany 92 31 Norway 61

6 United Kingdom 86 32 Belarus 61

7 Poland 85 33 Mauritius 60

8 Singapore 84 34 Serbia 59

9 China (People's Rep.) 79 35 Hungary 59

10 Austria 77 36 Sweden 59

11 Korea (Rep.) 75 37 Greece 59

12 New Zealand 74 38 Russian Federation 59

13 United States of America 74 39 Cyprus 58

14 Canada 74 40 Ukraine 58

15 Slovenia 73 41 Latvia 58

16 Finland 73 42 Israel 58

17 India 72 43 Bosnia and Herzegovina 58

18 Estonia 71 44 Moldova 57

19 Czech Rep. 71 45 Malta 55
20 Ireland 70 46 Brazil 55
21 Slovakia 69 47 Spain 55
22 Thailand 66 48 Turkey 54
23 Malaysia 66 49 Nigeria 52
24 Italy 65 50 Iran (Islamic Rep.) 51
25 Luxembourg 65 51 United Arab Emirates 51
26 Australia 63

Source: Compiled by the author on the basis of data UPU (2016)

The average indicator in the countries of the Asia-Pacific region is 38.9. The leader is Singapore,
taking the 8th place in the world rating (83.8), which is due to the high quality of service and the
availability of a wide range of postal delivery services, a developed logistics network, which determines
the high mail traffic per capita (50 times higher than in other countries of the region). The first hundred
of the rating includes 16 out of 28 countries in the region. The average indicator of 2IPD in the Arab
countries is 27.5. The only country in this region that has an indicator above 50 is the United Arab
Emirates with 51st place in the world rating (50.6), which is due to the relatively higher quality of
service, ensuring the delivery of domestic and foreign postal items within one day. Today it is the fastest
postal delivery service in the world. Among the Arab countries 6 countries out of 18 were in the first
hundred of the rating (2IPD): the UAE (51), Tunisia (60), Morocco (61), Saudi Arabia (74),
Lebanon (75), and Jordan (86).

The average indicator of 2IPD in Affica is 25.4. There is considerable inequality between states in this
region. Thus, the highest indicator in Mauritius is the 33" place in the world rating (60.1), which is
primarily due to the quality of service, at the same time, other indicators (demand for product portfolio
and services, stability of the business model, average time delivery of mail, etc.) is low. In the
first hundred of the rating there are 16 countries in this region out of 39. The average indicator in Latin
America and the Caribbean is 24.6, the lowest in all regions. However, in a number of countries of this
group there is a significant advance in the development of the postal services market compared to
others. For example, in Brazil (55.0) over the past few years, the number of postal transactions (both
material and financial) per capita has consistently remained 10 times higher than among its regional
partners. Thus, the preliminary scoring-analysis of indicators of the postal services market in the context
of the world regions leads to the conclusion that each of the groups has its own leaders and outsiders.
At the same time, among the developing countries there are also those whose postal market develop-
ment indicators are at the level of the industrialized countries and even exceed them (for example,
Estonia's indicators). Consider the strategies (more precisely, practical marketing strategies) for the
development of the postal segment of the leading countries to identify the factors affecting the position
of countries in the world ranking of the development of the mail business. It should be noted that
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the Directive Marketing Board operates within the framework of the UPU. This is an advisory work
board-group on direct marketing, operating with the active participation of private companies and
industry associations. Its main purpose is “to promote the activation of direct marketing by strength-
ening the mail business by positioning designated operators as the most important direct marketing
channels and promoting economic growth and market expansion by increasing market knowledge and
developing stakeholder experience at all levels” (UPU, 2018). At the same time, 17 limited unions oper-
ate within the framework of the UPU, each of which unites the countries on a number of grounds (mainly
territorial ones) (see Table 2).

Table 2
Membership of the Postal Market Leaders in Limited Unions as of the End of 2016
Leading
countries g
&
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= = 2 £ & 8 C & 8 2 2 & E 2 3§ =
1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17
Switzerland F F
France + + +
Japan 4
Poland + +
Estonia Ak Ak Ak
Kazakhstan +
Belarus F F s
Singapore
China F i
UAE +
Mauritius + +
Nigeria + +
Brazil 4 +

Source: Compiled by the author on the basis of data UPU (2016)

Undoubtedly, the participation of countries in the work of such unions helps them learn from experience
and to study marketing strategies, to receive the latest information and, therefore, development opportu-
nities. Special emphasis should be placed on the activity of Estonia - the post-Soviet country, which man-
aged to achieve significant success in the development of postal services. Estonia is a member of three
limited unions. At the same time, other regional leaders (except the UAE, which are only a member of the
APPC) are members of 2 to 3 limited unions. Also, it should be noted that, for example, Sudan, taking the
128th place in the rating (20.18), is also a member of 2 limited union, but for an Arab country whose
average regional rating is 27.5, such a position is a high indicator. To justify the approaches to the use
of positive marketing experience of the postal market leaders, a statistical study of their activities
for the last 5 years has been performed (Figs. 2-3). Thus, the most effective is the marketing strategy
of Estonia. Belarus demonstrates the stability. There are no data on China available. The comparison of
the GDP (PPP) growth rates per capita and net income from the activity of national postal operators per
capita in developing countries-leaders is of particular interest (see Table 3). The given data shows that,
while in Switzerland (the world leader) the rates of net mail income and growth in PPP per capita
decreases, in developing countries the ratio of net income of mail business per capita grows faster than
PPP per capita, in the other words, the postal sector leads to a higher rate of growth of indicators of the
real economy development. Especially the big gap between the real economy and the postal sector is
observed in Estonia and Belarus (see Table 3).



1614

250
204

200
8 150
o1
2
oy 100 100 100 100
= 100 N 78 83

10 tEEeB o F

0 1 2 3 1 2 3 1 1 2 3 1 2 3 1 2 3
Estonia Belarus Brazil Mauritius China Poland
o2011 97 100 3 50 82 44 100 4 100 1 100
m2012 97 3 100 15 53 81 52 100 4 33 100 1 100
02013 204 100 78 58 83 100 6 100 O 100
02014 196 100 78 55 85 100 0 100
82015 100 86 100 6 100 O 100

1- Percentage of the population, receiving mail at home, %
2- Percentage of items sent through mailboxes, %
3- Average number of letters sent per person, pieces

Fig. 2. Ranking of developing countries-leaders of different regions on the mail performance indicators
Source: Compiled by the author on the basis of data UPU (2018)

0.2 0.1823
0.15
01 0.0849 0.0283
005 H 0.0013 H Bﬁ P 0.0426
x
N 0.0012 ’_L ’. a 0.0017 E
0 [ M = |—|\ m -~
-0.05
-0.1
-0.15
1 2 1 2 1 2 1 2 1 2 1 2
Estonia Brazil Mauritius China Poland Belarus
02011 0.0754 0.0057 0.1573 0.1095 0.0774 0.0602 0.0021 0.0042
m2012 0.1613 0.0006 0.1676 -0.1041 0.0486 0.0021 0.0125
o2013 0.1632 0.0013 0.0448 0.0054 0.0209 0.0021 0.0191
|2014 0.1823 0.0012 0.0013 0.0849 0.0283 0.0017 0.0426
& 2015 0.16684 0.00197 -0.08474 0.05421 0.00870

1- ratio of the number of postal and bank accounts to the population
2- ratio of the mail performancenet resultinthe SDRs to the population

Fig. 3. Ranking of the countries-leaders of different regions on the effectiveness of mail
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Table 3
Comparative performance of postal operators
Countries 2011 2012 2013 2014 2015
1 — GDP per capita
2- Net mail income per capita
1 2 1 2 1 2 1 2 1 2
SDRs per capita

Switzerland 35627,00 8,12 36013,36 7,88  36308,46 7,16 40223.,66 6,09 42227.,50 6,11
Estonia 15630,27 0,08  16539,51 0,16  16849,60 0,16 19117,77 0,18 20483,08 0,17
Belarus 11208,91 0,00 11541,46 0,01 11664,32 0,02 13047,77 0,04 13209,50
Brazil 9848,40 0,16 10055,14 0,17 10272,17 0,04 11257,08 0,00 11323,97 -
Mauritius 10582,24 0,11 11014,01 -0,1 11348,07 0,01 12906,94 14063,35 -0,08
Poland 14752,01 0,06 15155,05 0,05 15376,95 0,02 17487,92 0,03 19167,03 0,01

Source: Compiled by the author on the basis of data UPU (2018)

Using the method of graphical visualization of the data presented in Table 3, the clearly expressed
multidirectionality of lines of the corresponding trends is marked. In view of the foregoing, the marketing
strategy for developing countries should be adjusted on the basis of synergy of existing successful
strategies, using information from the official websites of the respective postal operators.
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Table 4
Basic directions for adjusting the marketing strategies of mail in developing countries
Strategy Tactics
Availability of a long-term vision plan for the Consideration of all national characteristics (economic, geograph-
development of national mail based on national in- ical, political, etc.)
Correspondence of strategic objectives to the Setting real high goals and targets in real time frames

level of economic development

Finding the industry's problems in a trend Membership in international unions, associations Monitoring of
own national problems

Balance of interests Maintaining the required level of profitability, including the inter-
ests of all parties.
Constant use of market conditions (economic, political, geo-
graphic, etc.)

Constant attention to modern requirements regard- Continuous improvement and quality control

ing the quality of services

Balance of diversification and concentration of Reasonable diversification of types of services in order to ensure
types of activity their quality at the appropriate level

Source: Development of the author - the result of the analysis

The data analysis suggests that the basic directions for developing modern postal market are: traditional
postal services, financial (including insurance) services, express logistics services, the formation of a
new direction of e-business. As a result, there is a gradual establishment of a principally new type of
postal and financial institution, which combines the bank of the second and the third level, the mail, the
Center for Entrepreneurship and Logistics. In light of the above, proposals should be developed to
adjust the marketing strategy for the postal business operators in developing countries based on
the synergy of existing successful strategies (see Table 4).

4. Conclusions

The study enabled to form the following conclusions. Analysis of the world market of postal
services has shown that traditional postal services are still in demand. However, the market is
modernized under the influence of the development of info-communication technologies. To increase
the efficiency of the activity, postal operators should respond in a timely manner to changes in service
delivery technologies, as well as develop new lines of activity and, as a result, offer new services.

The main trends of the world postal market development are reveled:

- Accelerated development of direct postal services, financial services and logistics;

- Active development (on the basis of modern postal operators) of electronic entrepreneurship;

- Creation of prerequisites for the formation of structures of a fundamentally new type, combining
the characteristics of the mail, the financial institution and the Center for Entrepreneurship and Logis-
tics.

The need for strategic changes in the activity of postal operators is confirmed through statistical
analysis, which showed the availability of significant gaps between the rates of change in the real
economy and the postal market, e-commerce in developing countries, which enables such countries to
make a breakthrough in their development. Already, in some developing countries, the development
indicators of the postal market are at the level of the industrialized countries and even exceed them.
The example of Estonia is an indicator of a successful marketing strategy in the postal sector. The
experience of successful marketing strategies of the operators of the world postal market made it
possible to develop proposals on adjusting the marketing strategies of postal operators in developing
countries, taking into account the long-term vision plan for the development of national mail based on
national interests, the correspondence of strategic objectives to the level of economic development,
finding the industry's problems in a trend, balance of interests, constant attention to modern requirements
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regarding the quality of services and the balance of diversification and concentration of types of
activity.

References

Andersson, P., Bengtsson, S. & Eriksson, J. (2018). The Danish problem — Soon everybody’s? — An
analysis of different effects of digitalization on postal services in Denmark and Sweden. 26th
conference on postal and delivery economics, 30 May-2 June, 2018. Split, Croatia.

Bender, C., Dieke, A. & Niederprum, A. (2016). Economies of scope in delivering parcels and letters
together. 24th Conference on Postal and Delivery Economics, 18-21 May, 2016. Florence, Italy.

Bradley, M. D., Colvin, J., & Perkins, M. K. (2018). Simulating Cost Effective Parcel Delivery Methods
for Postal Services. In The Contribution of the Postal and Delivery Sector (pp. 287-298).

Cremer, H., De Rycke, M. & Grimaud, A. (1997). Service quality, competition and regulatory policies
in the postal service. Journal of Regulatory Economics, 11(1), 5-19.

Deren, 1. & Chernyshov, A. (2014). The mechanism of regulation of the regional postal services market
based on the improvement of the organizational parameters of the UFPS of Moscow. Resources
Information Supply Competition, 2, 248-254.

Eccles, R., Jaeger, M., Kohlen, J. & Leroux, F. (2018). Postal Services: Survey of Competition Law
Developments: 2017. Journal of European Competition Law & Practice, 9(5), 343-348.

Falch, M. & Henten, A. (2018). Universal service in a digital world: The demise of postal services.
Nordic and Baltic Journal of Information and Communications Technologies, 2018(11), 207-222.
Goater, C. (2015). We need to facilitate and enable e-commerce, which did not exist at the time when

the traditional processes of the air-cargo supply chain were developed. Union Postale, 1, 14-19.

Koch, D. (2016). QSF boosts postal performance in developing countriesc. Union Postale, 1, 16-17.

Kolotov, Yu. O. & Igushov, A. S. (2011). Development of the Russian market of financial services on
the basis of the infrastructure of the Federal State Unitary Enterprise "Mail of Russia". Russian
Economics: Trends and Prospects, 34(76), 55-57.

Kovaltchuk, A. P., Blinova, E. A. & Miloradov, K. A. (2017). Increasing the competitiveness of the
Russian hotel enterprises under modern conditions. Journal of Environmental Management and
Tourism, 2(18), 407-416.

Mclean, C. (2015). UPU prepares for changes ahead. Union Postale. 2, 10-14.

Okholm, H. B., Basalisco, B., Boivie, A. M. & Gardebrink, J. (2018). Challenges of regulating quality
of service in the postal industry. In New Business and Regulatory Strategies in the Postal Sector.
Cham: Springer, pp. 29-43.

Redstonery, K. (2017a). Cutting the red tape on exports. Union Postale. 1, 10-14p.

Redstonery, K. (2017b). UPU research shows growth of postal economy, growing gap with real econ-
omy. Union Postale, 1, 15-19.

Savenkova, T. I. (2013). Trends in the development of innovative logistics in the field of postal ser-
vices. Innovative development of the economy, 1(13), 77-89.

Teahan, M. H. (2015). Direct and Digital Marketing Guide for Developing and Least Developed Coun-
tries. Retrieved March 1, 2019, from http://www.upu.int/uploads/tx sbdownloader/guideForDevelop-
ingAndLeastDevelopedCountries En.pdf

UPU. (2016). Istanbul World Postal Strategy. Retrieved March 1, 2019, from http://www.upu.int/filead-
min/documentsFiles/theUpu/strategy/strategylstanbul En.pdf

UPU. (2018). Integrated Index for Postal Development (2IPD). Retrieved March 1, 2019, from
http://www.upu.int/en/the- upu/strategy/2ipd.html

© 2019 by the authors; licensee Growing Science, Canada. This is an open access article
@ distributed under the terms and conditions of the Creative Commons Attribution (CC-
BY) license (http://creativecommons.org/licenses/by/4.0/).





<<
  /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 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /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 true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /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 ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /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.)
  >>
  /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 [612.000 792.000]
>> setpagedevice


