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Abstract

A brand community is a specialized, non-
geographically bound community, based on a
structured set of social relations among admirers of a
brand. By employing mainly social behavior theories
(e.g., Social Identity Theory), existing studies have
tried to identify how a brand community forms,
develops, and functions. Findings indicate that
community participation can result in brand identity
and, consequently, can maintain and improve brand
loyalty, therefore, it can be regarded as an effective
customer loyalty maintenance device. We will attempt
to build an integrated framework, based on existing
research and relevant theories, to describe and depict
how a brand community works. We also argue that
more relevant variables such as self-esteem, self-
awareness, and social identity threat, should be
incorporated into research on brand communities.
Finally, cultural differences must be taken into account
in indigenous research.
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1. Theoretical background
1.1. Community

Owning to its various definitions, we consider
community to be an organization consisting of

individuals or sub-groups with aggregating intention
and mutual responsibility [1][2]. To Gusfield,

Wang Yong
Institute of Psychology, Chinese Academy of
Sciences, Beijing, China
wangy@psych.ac.cn

community can be considered as both a traditional
territorial community (e.g., a neighborhood, town, or
region) and a relational community concerned with
human relationships (e.g., religious groups, fan clubs)
[3]. However, there is no essential difference between
the two categories concerning the emotion and
affection of their members to community [4].

Anderson proposed the concept of imagined
communities to describe the fact that members
understand that there are other members of the
community, just like them, in other far-away places
[5]. After virtual communities emerged [6], members
in them tended to share their experiences and solve
problems together using the Internet [7]. Different
from a brand community, some researchers indentified
the peer-to-peer problem solving community (P3
community) to define communities that involve
information about different brands rather than a
particular one [8].

1.2. Brand community

Muniz et al. define a brand community as a
specialized, non-geographically bound community,
based on a structured set of social relations among
admirers of a brand [4]. They argue that brand
communities exhibit three core components: (1) shared
consciousness, (2) rituals and traditions, and (3) a
sense of moral responsibility. Shared consciousness, or
consciousness of kind, refers to the intrinsic connection
that members feel toward one another, and the
collective sense of difference from others not in the
community. Rituals and traditions are wused to
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perpetuate the history and culture of the community,
and a sense of moral responsibility leads to
community-oriented  actions, such as sharing
information about the products offered by the brand
and encouraging fellow members to remain loyal to the
brand and community.

2. Previous studies

Many product categories have been involved in
brand community research, including vehicles
[4][9][10][11], motorcycles  [12][13], personal
computers [14][15], software and hardware [16][17],
watches [18], theme parks [19], and sports groups [14].

Muniz et al. argue that a brand community can be
both a traditional territorial community and a relational
community [4]. Consumers may join a community due
to brand preference, and then participate in online
communication or brand-relevant activities. Some
researchers believe that brand relationship will affect
an individual’s brand loyalty and willingness to
participate in a community [9][20], and believe that a
brand community can increase consumer satisfaction
[21]. However, Algesheimer cautions that normative
community pressures in a brand community could
generate reactance and endanger the loyalty [9].

Shared consciousness can result in oppositional
brand loyalty [4]. Luedicke and Schembri have
revealed a “dark side” of brand communities: users of
certain brands (e.g., Hummer and Harley-Davidson)
are inclined to consider and declare that the competing
brand and its users are inferior [10][13]. However, this
is not the case for members with overlapping
identities—that is, those who simultaneously possess
memberships in competing communities. More
specifically, active participation of these members may
somehow lead to competing brand purchases [17].

3. Theoretical explanations

3.1. How brand community forms: Social
identity

Social Identity Theory is employed to justify
ethnocentrism in intergroup behavior, including in-
group favoritism and out-group derogation [22]. Tajfel
defines social identity as the individual’s self-
awareness that he belongs to certain social groups
together with some emotional and value significance to
him of the group membership [23]. As for brand
communities, there are three components of social
identity (cognitive, evaluative, and emotional) [24] that
significantly bring about brand identity and purchase
behavior [12]. Therefore, we can cautiously say that a
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brand community is in part based on social identity
[15].

Social identity consists of three processes: social
categorization, comparison, and positive
distinctiveness. Cayla and Eckhardt argue that
consumers from different countries build some kind of
similar bond—that 1is, shared consciousness—in
imagined communities through social categorization
[25]. More specifically, consumers probably would
identify with a “psychological brand community”
without certain social interaction [19], which indicates
the rationality for community construction.

Accordingly, people are apt to apply the positive
distinctiveness principle to exaggerate intergroup
differences in special dimensions for acquiring positive
self-evaluation and promoting self-esteem. Community
members tend to consider the competing brand and its
users to be low-grade [17]; those with a higher level of
brand identity are likely to verbally attack the
competing brand and its users, or experience
schadenfreude when the competitor suffers [14].
However, if an individual fails to benefit from
comparison with the out-group, he or she may face a
threat to social identity [26]. Consumers with low
brand identity or loyalty are inclined to use social
mobility strategy and turn to a competing brand.
Correspondingly, brand advocates may choose ways of
social creativity to bring in new comparing dimensions
(e.g., product appearance) to keep on top, or even use
social competition strategy and cause conflicts [17].
Generally speaking, social identity is conducive to
enhancing group cohesion and perpetuating the
community.

3.2. Why consumers participate

3.2.1. Uncertainty Reduction Theory. A brand
community is based on social identity, thus, repeated
participation of the admirers of a brand is the key to
success. Hogg and Terry argue that the dominant
motivation of social identity is to reduce perceived
uncertainty [27]. Morgan and Hunt define uncertainty
as an individual’s confidence when he or she predicts
and solves problems with his or her own ability [28].
In the view of the Uncertainty Reduction Theory,
difficulties in processing uncertainty result in the
search for extra information [29].

Mohr and Spekman proposed four dimensions of
communication quality: relevance, frequency, duration,
and timeliness [30]. In a brand community, activeness
and duration of membership both have a positive
correlation with brand identity and loyalty [21].
Furthermore, relevance and timeliness are related to
moral responsibility, while offering help to other
members in trouble may be rituals and traditions of



mature communities. Recently, Adjei, Noble, and
Noble proposed that effective communication reduces
a consumer’s perceived uncertainty, and contributes to
positive decision-making [31]. Subjective uncertainty
reduction ought to be a prominent motivation of
community participation.

3.2.2. Theory of Planned Behavior. Some researchers
use the Theory of Planned Behavior (TPB) to probe
consumers’ motivation. TPB is based on the Theory of
Reasoned Action (TRA) [32], and assumes that
behavior intention, which is codetermined by attitude,
subject norm, and perceived behavioral control,
influences an individual’s behavior in company with
perceived behavioral control [33][34].

Somehow as a common sense, attitude has
something to do with behavior. Nonetheless, the effect
of subject norm depends on how serious the individual
perceives the social pressure to be. To be more precise,
members are likely to become increasingly active in
order to satisfy group expectations [12]. However, an
individual may become upset or disturbed and even
exit the community if he or she perceives the
normative community pressure to be too serious [9].
Perugini and Bagozzi proposed the Model of Goal-
directed Behavior (MGB) to supplement TPB [35].
According to MGB, members having transcendent
customer experiences Wwill experience positive
anticipated emotions regarding community activities,
which encourages participation [20].

3.3. What brand community outputs: Social
capital

Some researchers assume that it is the continual
participation of consumers that creates values—
specifically, social capital—for a brand community
[36]. Given the diversity of its definitions, social
capital can be defined as an aggregate property that
exists in an interpersonal relationship and social
structure, and is owned by internal individuals
[371138][39]. Coleman proposed its five forms: (1)
obligation and expectation, (2) information network, (3)
norms and effective punishment, (4) authority relation,
and (5) social organization [38].

Mathwick et al. emphasize that to rookies, a brand
community means mainly information value
(information network), but it means social support
(social organization) to veterans [8]. Mature
communities with sufficient regular members who
possess more social capital than visitors are more
attractive to outsiders because of their capacity for
offering communal resources. And owing to
inalienability of social capital, the “richer” members
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are, the less likely they are to become “betrayers.”
Therefore, to some degree, social capital reinforces
brand identity and shared consciousness.

“Obligation and expectation” substantially include
reciprocity and volunteerism [40], which can generate
the trust to brand communities. Putnam emphasizes
that trust, as a critical element of social capital, can
make communication more effective [39] and also
contributes to positive decision-making [31]. Trust can
also improve community participation and social
identity [21], and is hopefully able to generate moral
responsibility among community members. To sum up,
we can deduce that to individuals, social capital can be
deemed as pay and gain for participation, but it means
the output of loyalty maintenance device to brand
communities.

3.4. Loyalty maintenance device: Social
practice
As a loyalty maintenance device, a brand

community’s main function is not to acquire new
consumers, but to promote the loyalty of existing users.
Given that there are many different theories focusing
on different aspects of this device, we make an attempt
here to integrate the relevant theories in the framework
of the Social Practice Theory.

Bourdieu proposed three elements of Social Practice
Theory: field, habitus, and capital [41]. A field is a
setting in which agents and their social positions are
located, and in which people maneuver and struggle in
pursuit of desirable resources. When regarding brand
community as a field, social identity is its cornerstone.
Secondly, habitus can be understood as a structure of
the mind characterized by a set of acquired schemata,
sensibilities,  dispositions  and  taste. =~ With
communication and participation, a member’s
perceived value turns gradually from extra information
to social support [8]. With a cultured habitus,
consumers get involved in this field. Finally, capital is
what people in a field struggle for, which includes
economic, cultural, and social capital. Economic
capital primarily works for brands in the way of repeat
purchases. Cultural capital may exist in the shape of
community culture or even brand culture co-created by
consumers and companies. As an aggregate property,
social capital accumulates in a brand community and
provides public resources to internal members.

In summary, a social community is an automatic
loyalty maintenance device, with Social Practice
Theory as its “shell,” social identity as its “engine” to
form the field, and habitus of uncertainty reduction and
planned behavior as its “gear” and “lever,” which
effectively makes its “outputs” (capital—mainly, but



not limited to, social capital) from particular “inputs”
(consumer participation).

4. Discussion and future research

Researchers employ various kinds of social
behavior theories (e.g., Social Identity Theory) to
indentify and interpret brand community. We attempt
to build an integrated framework through borrowing
ideas and learning from classical theories and existing
studies. Correspondingly, the disadvantages are easy to
identify: there is a lack of in-depth discussion about
referring theory, and the integrated framework needs to
be verified by empirical research.

In the meantime, to probe and clarify the
mechanisms of how a brand community forms,
develops, and functions, we suggest that future study
should carefully consider the following aspects:

(1) Introduce variables such as self-esteem and self-
awareness: Since the nature of a brand community is
social identity, its fundamental motivations including
self-evaluation and self-esteem cannot be ignored. Kim
and Drolet recently asserted that self-awareness and the
attention an individual pays to social status may affect
his or her decision-making [42].

(2) Concentrate on social identity threats: All
brands can be victims of negative events. By focusing
on the key point that differentiates loyal and swaying
consumers at the crucial time, we are able to put
forward feasible implications about brand community
construction and management.

(3) Amend and perfect sampling techniques: Most
existing research has started with, but are limited to,
the very same brand community and ignore the crowds
of loyal consumers still staying outside for unknown
reasons. This kind of deviation may contaminate past
research, and even jeopardize existing conclusions.

(4) Take cultural differences into consideration: The
conception of a brand community, as well as relevant
social behavior theories, derives from the west. Given
the widely acknowledged discrepancy between
individualism and collectivism, a cross-culture study
may reveal a more comprehensive picture.

References

[1] T. J. Glynn, “Neighborhood and sense of community,”

Journal of Community Psychology, vol. 14, pp. 341-352, Apr.

1986.

[2] D. W. McMillan and D. M. Chavis, “Sense of community:

A definition and theory,” Journal of Community Psychology,
vol. 14, pp. 6-23, Jan. 1986.

[3]1 J. Gusfield, The community: A critical response. New
York: Harper Colophon, 1975.

210

[4] A. M. Jr. Muniz and T. C. O'Guinn, “Brand community,”
Journal of Consumer Research, vol. 27, pp. 412—432, Mar.
2001.

[5] B. Anderson, Imagined communities: Reflections on the
origin and spread of nationalism. London: Verso, 1983.

[6] H. Rheingold, The virtual community: Homestanding on
the electronic frontier. New York: Addison-Wesley, 1993.

[71 C. M. Ridings, D. Gefen, and B. Arinze, “Some
antecedents and effects of trust in virtual communities,”
Journal of Strategic Information Systems, vol. 11, pp. 271—
295, Mar. 2002.

[8] C. Mathwick, C. Wiertz, and K. de Ruyter, “Social
capital production in a virtual P3 community,” Journal of
Consumer Research, vol. 34, pp. 832-849, Jun. 2008.

[9] R. Algesheimer, U. M. Dholakia, and A. Herrmann, “The
social influence of brand community: Evidence from
european car clubs,” Journal of Marketing, vol. 69, pp. 19—
34, Mar. 2005.

[10] M. K. Luedicke, “Brand community under fire: The role
of social environments for the HUMMER brand
community,” Advances in Consumer Research, vol. 33, pp.
486-493, 2006.

[11] J. H. McAlexander, J. W. Schouten, and H. F. Koenig,
“Building brand community,” Journal of Marketing, vol. 66,
pp. 38-54, Jan. 2002.

[12] R. P. Bagozzi and U. M. Dholakia, “Antecedents and
purchase consequences of customer participation in small
group brand communities,” International Journal of
Research in Marketing, vol. 23, pp. 45-61, Jan. 2006.

[13] S. Schembri, “Reframing brand experience: The
experiential meaning of Harley-Davidson,” Journal of
Business Research, vol. 62, pp. 12991310, Dec. 2009.

[14] T. Hickman and J. Ward, “The dark side of brand
community: Inter-group stereotyping, trash talk, and
schadenfreude,” Advances in Consumer Research, vol. 34, pp.
314-319, 2007.

[15] A. M. Jr. Muniz and H. J. Schau, “Religiosity in the
abandoned Apple Newton brand community,” Journal of
Consumer Research, vol. 31, pp. 737-747, Apr. 2005.

[16] J. G. Cromie and M. T. Ewing, “The rejection of brand
hegemony,” Journal of Business Research, vol. 62, pp. 218—
230, Feb. 2009.

[17] S. A. Thompson and R. K. Sinha, “Brand communities
and new product adoption: The influence and limits of
oppositional loyalty,” Journal of Marketing, vol. 72, pp. 65—
80, Jun. 2008.

[18] H. Ouwersloot and G. Odekerken-Schroder, “Who's
who in brand communities - and why,” European Journal of
Marketing, vol. 42, pp. 571-585, May. 2008.

[19] B. D. Carlson, T. A. Suter, and T. J. Brown, “Social
versus psychological brand community: The role of
psychological sense of brand community,” Journal of
Business Research, vol. 61, pp. 284-291, Apr. 2008.

[20] J. W. Schouten, J. H. McAlexander, and H. F. Koenig,
“Transcendent customer experience and brand community,”
Journal of the Academy of Marketing Science, vol. 35, pp.
357-368, Mar. 2007.

[21] L. V. Casalo, C. Flavian, and M. Guinaliu, “Promoting
consumer's participation in virtual brand communities: A
new paradigm in branding strategy,” Journal of Marketing
Communications, vol. 14, pp. 19-36, Jan. 2008.



[22] H. Tajfel, Differentiation between social groups: Studies
in the social psychology of intergroup relations. London:
Academic Press, 1978.

[23] H. Tajfel, “Experiments in ingroup discrimination,”
Scientific American, vol. 223, May. 1970.

[24] N. Ellemers, P. Kortekaas, and J. W. Ouwerkerk, “Self-
categorisation, commitment to the group and group self-
esteem as related but distinct aspects of social identity,”
European Journal of Social Psychology, vol. 29, pp. 371—
389, Feb. 1999.

[25] J. Cayla and G. M. Eckhardt, “Asian brands and the
shaping of a transnational imagined community,” Journal of
Consumer Research, vol. 35, pp. 216-230, Feb. 2008.

[26] H. Tajfel and J. C. Turner, “The social identity theory of
intergroup behavior,” in Psychology of intergroup relations,
S. Worchel and W. Austin, Ed. Chicago: Nelson-Hall, 1986,

pp. 7-24.
[27] M. A. Hogg and D. J. Terry, “Social identity and self-
categorization processes in organizational contexts,”

Academy of Management Review, vol. 25, pp. 121-140, 2000.
[28] R. M. Morgan and S. D. Hunt, “The commitment-trust
theory of relationship marketing,” Journal of Marketing, vol.
58, pp. 20-38, Mar. 1994.

[29] J. R. Carlson and R. W. Zmud, “Channel expansion
theory and the experiential nature of media richness
perceptions,” Academy of Management Journal, vol. 42, pp.
153-170, Feb. 1999.

[30] J. Mohr and R. Spekman, “Characteristics of partnership
success: Partnership attributes, communication behavior, and
conflict resolution techniques,” Strategic Management
Journal, vol. 15, pp. 135-152, Feb. 1994.

[31] M. Adjei, S. Noble, and C. Noble, “The influence of
C2C communications in online brand communities on
customer purchase behavior,” Journal of the Academy of
Marketing Science, to be published [10.1007/s11747-009-
0178-5].

[32] M. Fishbein and 1. Ajzen, Belief, attitude, intention, and
behavior: An introduction to theory and research reading.
MA: Addison-Wesley, 1975.

[33] L Ajzen, “The theory of planned behavior,”
Organizational behavior and human decision processes, vol.
50, pp. 179-217, 1991.

[34] 1. Ajzen, “Perceived behavioral control, self-efficacy,
locus of control, and the theory of planned behavior,”
Journal of Applied Social Psychology, vol. 32, pp. 665-683,
Apr. 2002.

[35] M. Perugini and R. P. Bagozzi, “The role of desires and
anticipated emotions in goal-directed behaviours: Broadening
and deepening the theory of planned behavior,” British
Journal of Social Psychology, vol. 40, pp. 79-98, Jan. 2001.
[36] H. J. Schau, A. M. Jr. Muniz, and E. J. Arnould, “How
brand community practices create value,” Journal of
Marketing, vol. 73, pp. 30-51, May. 2009.

[37] P. Bourdieu, “The forms of capital,” In Handbook of
Theory: Research for the Sociology of Education, .
Richardson Ed. New York: Greenwood, 1986, pp. 241-258.
[38] J. S. Coleman, Foundations of social theory. Cambridge,
MA: Harvard Univesity Press, 1990.

[39] R. D. Putnam, Making democracy work: Civic traditions
in modem Italy. Princeton: Princeton University Press, 1993.

211

[40] P. S. Adler and S. W. Kwon, “Social capital: prospects
for a new concept,” Academy of Management Review, vol. 27,
pp- 1740, Jan. 2002.

[41] P. Bourdieu, Outline of a Theory of Practice. London:
Cambridge University Press, 1977.

[42] H. S. Kim and A. Drolet, “Express your social self:
Cultural differences in choice of brand-name versus generic
products,” Pers Soc Psychol Bull, vol. 35, pp. 1555-1566,
Dec. 2009.




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles false
  /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 /Warning
  /CompatibilityLevel 1.4
  /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 0
  /ParseDSCComments false
  /ParseDSCCommentsForDocInfo false
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo false
  /PreserveFlatness true
  /PreserveHalftoneInfo true
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts false
  /TransferFunctionInfo /Remove
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
    /Arial-Black
    /Arial-BoldItalicMT
    /Arial-BoldMT
    /Arial-ItalicMT
    /ArialMT
    /ArialNarrow
    /ArialNarrow-Bold
    /ArialNarrow-BoldItalic
    /ArialNarrow-Italic
    /ArialUnicodeMS
    /BookAntiqua
    /BookAntiqua-Bold
    /BookAntiqua-BoldItalic
    /BookAntiqua-Italic
    /BookmanOldStyle
    /BookmanOldStyle-Bold
    /BookmanOldStyle-BoldItalic
    /BookmanOldStyle-Italic
    /BookshelfSymbolSeven
    /Century
    /CenturyGothic
    /CenturyGothic-Bold
    /CenturyGothic-BoldItalic
    /CenturyGothic-Italic
    /CenturySchoolbook
    /CenturySchoolbook-Bold
    /CenturySchoolbook-BoldItalic
    /CenturySchoolbook-Italic
    /ComicSansMS
    /ComicSansMS-Bold
    /CourierNewPS-BoldItalicMT
    /CourierNewPS-BoldMT
    /CourierNewPS-ItalicMT
    /CourierNewPSMT
    /EstrangeloEdessa
    /FranklinGothic-Medium
    /FranklinGothic-MediumItalic
    /Garamond
    /Garamond-Bold
    /Garamond-Italic
    /Gautami
    /Georgia
    /Georgia-Bold
    /Georgia-BoldItalic
    /Georgia-Italic
    /Haettenschweiler
    /Impact
    /Kartika
    /Latha
    /LetterGothicMT
    /LetterGothicMT-Bold
    /LetterGothicMT-BoldOblique
    /LetterGothicMT-Oblique
    /LucidaConsole
    /LucidaSans
    /LucidaSans-Demi
    /LucidaSans-DemiItalic
    /LucidaSans-Italic
    /LucidaSansUnicode
    /Mangal-Regular
    /MicrosoftSansSerif
    /MonotypeCorsiva
    /MSReferenceSansSerif
    /MSReferenceSpecialty
    /MVBoli
    /PalatinoLinotype-Bold
    /PalatinoLinotype-BoldItalic
    /PalatinoLinotype-Italic
    /PalatinoLinotype-Roman
    /Raavi
    /Shruti
    /Sylfaen
    /SymbolMT
    /Tahoma
    /Tahoma-Bold
    /TimesNewRomanMT-ExtraBold
    /TimesNewRomanPS-BoldItalicMT
    /TimesNewRomanPS-BoldMT
    /TimesNewRomanPS-ItalicMT
    /TimesNewRomanPSMT
    /Trebuchet-BoldItalic
    /TrebuchetMS
    /TrebuchetMS-Bold
    /TrebuchetMS-Italic
    /Tunga-Regular
    /Verdana
    /Verdana-Bold
    /Verdana-BoldItalic
    /Verdana-Italic
    /Vrinda
    /Webdings
    /Wingdings2
    /Wingdings3
    /Wingdings-Regular
    /ZWAdobeF
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 200
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages false
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /ColorImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 200
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages false
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /GrayImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 400
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 600
  /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 <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e55464e1a65876863768467e5770b548c62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc666e901a554652d965874ef6768467e5770b548c52175370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA (Utilizzare queste impostazioni per creare documenti Adobe PDF adatti per visualizzare e stampare documenti aziendali in modo affidabile. I documenti PDF creati possono essere aperti con Acrobat e Adobe Reader 5.0 e versioni successive.)
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020be44c988b2c8c2a40020bb38c11cb97c0020c548c815c801c73cb85c0020bcf4ace00020c778c1c4d558b2940020b3700020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken waarmee zakelijke documenten betrouwbaar kunnen worden weergegeven en afgedrukt. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create PDFs that match the "Required"  settings for PDF Specification 4.01)
  >>
>> setdistillerparams
<<
  /HWResolution [600 600]
  /PageSize [612.000 792.000]
>> setpagedevice


