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Increasingly there are fewer performance differences
between products. Where differences do exist, they
are likely to have been built on a more ethereal basis,
around branding, image and associated equity, appealing
to the understated needs and emotions of consumers.
Shortened time-to-market by competition and fast
moving consumer goods trends often quickly negate
any significant advantage.Therefore, having a thorough
and current view of the total market – the underlying
attitudes, need states (often by occasion) and beliefs
that ultimately define consumer behavior – through
strategic research provides an increasingly important road
map necessary for strategy development, innovation
and brand planning.

Putting Attitudes 
and Needs in Perspective

Understanding the attitudes, needs and emotions
operating in a market, from basic instinct to brand-
generated subtlety, is a way to unlock the consumer
code, maximize product and brand differentiation and
refine consumer targeting. In its latest iteration, this is
typified by the buzz around neuromarketing. Although
the spin may be new, in trying to understand the 
relationship between the consumer and the markets in
which they operate, marketers and researchers have
for decades cycled through a gamut of potential keys
to better define, identify and capitalize on the dynam-
ics of their markets. Psychographics, values, lifestyles,
lifestages, socio-demographics, geo-demographics,
and attitudes and behaviors have all played parts in a
variety of segmentation schemes. However, at the end
of the day, the vast majority of purchases – including
those that are seemingly impulse purchases – are made
due to products and brands meeting inherent needs.

Needs can range from basic – physiological, comfort,
security – to less tangible, emotionally-based such 
as self-esteem and fulfillment. Need states today are
undoubtedly more complex than those defined by
Maslow half a century ago: they intertwine functional
and emotional aspects that are often confounded 
by post-rationalization.1 They can be continuous,
intermittent or infrequent; evolve organically as
fashion or novelty (as defined by Platt); and be 
deliberately created.2

Some can change fairly rapidly, while others evolve
more slowly. While needs are more easy to identify in
the aggregate, it is at the subgroup, and even the
individual, level that they are most actionable. Never-
theless, they are not always linked to easily identifiable
or visible variables such as gender, age, income, social
status, and geography. In some situations needs are
obvious and clearly reflected in behavior, while in other
cases, less so. They can also vary quite substantially 
by occasion, consumer segment and category involve-
ment. Therefore, identifying and evaluating needs in
the market context is critical to generating actionable
implications.

Gaining Strategic Understanding
from Market Research

As the fundamental underpinning of consumer
choice, needs are critical inputs to the marketing
innovation process. Understanding, realizing and ulti-
mately meeting consumer needs is the key to new
product development and success in the marketplace.
However, this process should not be regarded as a
one-time isolated activity, but rather as a long-term
commitment in terms of defining and redefining
needs and then monitoring marketplace and brand
performance. Market research studies that embrace
needs identification include attitude and usage (A&U)
studies, segmentation, market studies, and market
structure and landscaping studies.

1 A. H. Maslow, “A Theory of Human Motivation,” Psychological Review 55 (1943): 370 – 396.

2 J. R. Platt, quoted in T. Scitovsky, The Joyless Economy: An Inquiry Into Human Satisfaction and Consumer Dissatisfaction, rev. ed. (New York: Oxford University Press, 1992)
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These types of studies range respectively from small
scale, low added value projects to large, more complex
undertakings. It has been suggested by Fennel and
Allenby that this whole area of research designed to
identify needs is to some extent in disarray and requires
an integrated, sequential approach.3 We agree there is
confusion. However, we do not feel that multi-stage
research is necessarily required; in many cases, timelines
are just too short. At Ipsos Marketing we believe that 
a complete, holistic understanding and maximum value
can be derived from a single market study encom-
passing attitudes, needs, key drivers, triggers, barriers,
brand image/equity, current buying behaviors and
perception of the brand structure or landscape.
All contribute to the level of consumer involvement.
Involvement level is tied to loyalty, brand and channel
decision-making and the desire for and acceptance 
of new products, the basis for innovation.
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However, we take the market study a step further to
become a complete market landscape4 study geared
to providing a definitive and detailed picture of the
current marketplace and strategic road map generally
sustainable for three years or more depending on
market activity. Our unique approach to market 
landscape research combines our state-of-the-art 
proprietary models with our in-depth experience and
practical knowledge, the result of which is a unified,
actionable piece of strategic research.

The Dimensions of a 
Market Landscape Study

The framework in which a market structure or landscape
study is conducted can be as broad or as narrow as
required. It can be based solely around the immediate
category, the cookie market for example, or it can
extend to include a wider array of competitive products.
In the broader context, cookies compete with other
snacks such as savory products, fruit and candy. 

Market landscape studies can be conducted either
through central location testing or online. Both are
effective methodologies, each appropriate for different
scenarios. Our online approach to landscaping enables
us to obtain the similarity/adjacency measures for each
product / SKU among a subset of respondents to pre-
vent respondent fatigue. For very large scale studies or
when several layers of diagnostic measures are included
that drive the interview length to be 60 minutes 
or greater, central location studies are recommended.  

Central location requires a minimum ending sample
of about 600 interviews and an interview length that
often ranges between 60 and 90 minutes.5 Central
location allows for the most control, long interviews,
and hard to reach samples. Online interviewing 
is preferred for studies of a slightly smaller scope
(typically when less than 100 products / SKUs are being
evaluated). Online requires a minimum ending sample
of 1,000 interviews, typically 30–45 minutes in length.
The online methodology employs a similarity/adjacency
rating over a sort. This technique is particularly 
useful in categories with multiple levels of product
discrimination /choice, thus providing a more detailed
understanding of the market landscape.

Qualitative Foundation

The market landscape and existing need states must
be formulated from a clean slate. Preconceptions that
may stem from the marketing team or from existing
tangential research, although valuable input, should
not be the sole foundation of the quantification.
Consumer-defined needs must drive the process.
This means that exploratory qualitative research, most
likely in the form of focus groups, is a key initial 
component. The role of qualitative is to determine that
all consumer needs, functional and emotional, are
covered in the widest context across all potential
occasions relative to both the category in question
and the need occurrence. 

3 G. Fennell and M. Allenby, “An Integrated Approach: Market Definition, Market Segmentation and Brand Positioning Create a Powerful Combination,”
Marketing Research, 17, no.1 (2004). 

4 This should not be confused with behavioral structure studies derived from panel and retail audit data.

5 Larger ending samples (in the range of 750 to 1,000 respondents) may be required to analyze derived segments and subgroups.
Augmented samples may also be necessary to achieve measurable bases among low incidence populations. 
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It is also important to establish the associated
consumer language and expression of such needs and
not let them be driven by marketing assumptions 
or terminology. Such exploration must extend beyond
the needs per se to establish how they fit into attitude
and belief frameworks, how they are presently fulfilled
and how they play into the brand landscape in terms
of inherent benefits, triggers, barriers, imagery and
equity. As this qualitative work is the precursor to
quantification, it has to get underneath the obvious and
look for the more subtle and perhaps more predictive
underlying motivations that can then be translated
into a survey instrument to quantify the needs states
in the context of the perceptual market structure.

The Perceptual Landscape

Typically, studies commence with a similarity sort or
rating exercise of current products in the category and
potentially allied categories to determine how the
consumer sees the market structured. This can often
result in a different taxonomy than accepted trade
classifications and is just one potentially very revealing
perspective that emerges from this structuring exercise.

For central location, the task itself involves the 
respondent sorting up to 150 SKUs or products (usually
in the form of package photographs) based on their
similarity of use and their difference from the products
in the other piles. In certain categories, the similarity
sort should be conducted within major occasions or
need states, as products can have differences within
each key occasion. After the initial sorting task is
complete, new product ideas ranging from close in to
further out can be likewise sorted (with a provision
for creating new piles).6 To further define the piles that
are created, it is possible for respondents to attach
descriptors from a predefined list to each pile 
as appropriate. 

For online projects, the respondent rates how similar
one product is to other products on a 10-point scale.
This provides additional sensitivity over a sorting 
technique and is particularly useful for categories with
more complex levels of discrimination /choice. The
similarity ratings exercise is repeated for several sets
of products for each individual. However, to keep 
the survey manageable, each respondent rates only 
a subset of the products, yet the online sample is set
large enough to provide robust samples for each
product / SKU. Again, when the task is complete, new
product ideas can be compared to existing product
ideas to gauge their similarity to current products.

Using a proprietary adaptation of multi-dimensional
scaling, landscape maps are generated to show the
perceptual brand landscape and how and why the
SKUs cluster together. This is based on brand, usage,
occasion, ingredient, package type, form and so 
forth often in combination. The clusters are defined 
mathematically but are interpreted by observation
and /or the supplementary descriptor exercise under-
taken by respondents. 

An example of landscape mapping is shown below.

Market Brand Landscape

6 Ideas are typically communicated as a drawing or photograph of the branded product with a short, non-emotive description.
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Building on the Baseline

Once the baseline perceptual structure of the market
is established a considerable number of analytic
opportunities are afforded, including:

• Comparison to existing hypotheses of the market’s
structure (e.g., trade classification).

• Profiling of consumers in terms of their usage 
of the defined brand /product clusters (who, how
many and why).

• Examination of the differences by key 
socio-demographic, behavioral or user subgroups.

• Overlaying of needs (often by multiple occasions)
and attitudinal segmentation.

• Mapping of brand image and equity across the
defined clusters.

Identifying White Space Opportunities

The landscape map is also a powerful source with
which to identify and profile the “white space” within
the structure. White space is perceptual space where
no, or few, products exist and yet, through the deter-
mination of customer attitudes, needs and beliefs
facilitated by the research, there is potential opportunity
to either reposition an existing brand or to explore
and develop new product ideas. White space evaluation
is further enhanced via the positioning of the new
ideas in the perceptual landscape. Not only can the
extent to which the new ideas occupy the discovered
white space, gravitate to existing clusters or define
new space be established, but also their initial accept-
ability can be assessed. Additionally, via Ipsos Marketing
proprietary adaptations of TURF and Shapley Value
analysis, the optimal combination and reach of the
new ideas can be determined. It should be kept 
in mind that the new product evaluation component 
is not a surrogate for concept evaluation but an 
early assessment of broad opportunity and possible
brand extension opportunity.

Drivers and Need State Segments

Linking key drivers to needs states is an important
analytic process. While some needs are more general
and universally applicable, as already discussed,
in many situations they are also occasion-specific.
Therefore, key occasions have to be predefined and
needs often evaluated in the context of specific 
occasions, either from recall or via a diary. Additionally,
needs may very well vary by the type of consumer

7 For more information on market segmentation, refer to Ipsos Marketing’s White Paper series “Actionable Market Segmentation Guaranteed” 
by Larry Anderson, Ph.D and Jay Weiner, Ph.D available at www.ipsosmarketing.com.

(e.g., socio-demographic groups, heavy users, and
brand-specific users). Consequently, it is important that
there are a sufficient number of respondents in the
sample design to permit subsequent analysis. It is
essential not only to identify the needs hierarchy,
but also to define important unmet needs as well as
those that are commonly met and are often conditional
cost of entry requirements. 

Developing a needs state and attitudinal segmentation
scheme is a natural analytic progression and is often
the core of major strategic work. However, segmenta-
tion is only effective if the derived segments can be
clearly identified in the market. “Food Loving Freezer
Stuffers” may be an intriguing segment name, but
unless members can be pinpointed in the decision and
purchase cycle in the marketplace, the exercise is
somewhat academic.

Segmentation schemes are typically built around 
cluster analysis methodologies. However, many of these
approaches are ineffective due to the compromises
they introduce in terms of the data used to define 
the clusters (often just attitudinal), the number of
clusters formed, or simply the wrong clustering method
applied to the available data. At Ipsos Marketing 
we use several segmentation approaches that can take
into account multiple dimensions encompassing 
attitudinal, usage /behavioral, and socio-demographic
data, thus leading to a greater actionability of the
resulting segments.7

© Ipsos 2006
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Not only can the consumer segments be fully profiled,
and used as analysis criteria in their own right, but
they can also play a strong role in the interpretation of
the perceptual landscape structure. Understanding
which segments operate within each of the perceived
brand /product clusters provides further definition 
of the market dynamics and the consumer, brand and
new product opportunities within the structure. 

As attitudes and needs condition behavior in the
landscape, beliefs about brands and images of brands
ultimately define consumer choice. Thus a market
landscape should also integrate a full understanding
of brand performance in terms of satisfaction, delivery
against key needs and overall image and equity.
Usually spawned from brand ratings, strengths and
weaknesses are established, performance assessed,
brands mapped against each other and market 
attributes, gaps analyzed and a product performance
map generated:

Feeding the Innovation Cycle

The perceptual landscape identifies white space
opportunities in conjunction with segment/targeting
information and assesses unmet consumer needs.
This information can be used to guide new platform
and prospecting development. Hence, rather than
prospecting many ideas that are not driven by consumer
needs or are in areas that are already well met by
other existing products, the prospecting will be directed
at areas that can fill white space and deliver to unmet
consumer needs within your category. 

As innovation proceeds and new concepts are created
and ready to be tested, they can be evaluated within
the market landscape to ascertain which concept
ideas are indeed falling in white space areas. Similarity
measures are collected when conducting subsequent
rounds of concept testing, which enables the new ideas
to be plotted on the market landscape. An illustration
of the market landscape map that includes concept
testing results is shown below.
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An Essential Road Map

Given the amount of data generated, and the sample
sizes required for detailed analyses, there is little
doubt that market landscape studies are large under-
takings. But they are essential and invaluable road
maps for strategic vision, brand planning and innovation. 

A successful market landscape study:

• Establishes the consumer perceived organizational
structure of the market.

• Determines the specific consumer need states relative
to available choices. 

• Identifies the triggers and barriers (emotional and
functional) to interest in, and usage of, the various
product categories and brands.

• Provides a detailed understanding of current
consumer attitudes and needs within a defined
market and how they condition behavior.

• Defines product use and how product /brand 
selection and purchase relate to occasion, setting,
mood, and so forth.

• Assesses brand /product imagery and performance
within the established market dynamics.

• Identifies, profiles and sizes white space opportunities.

• Examines where new product ideas might play in
the market landscape.

• Adds dimension to the consumer-classified structure
of the marketplace in terms of traditional and 
non-traditional consumer and product segments.

• Provides the basis for innovation strategy.

The market landscape creates a visual representation
of the entire battlefield which allows marketers 
to identify and counter competitive threats, re-deploy
resources (SKUs) where they are needed, and allow
for strategic planning as well as tactical responses.
Except in very fast changing markets with new brand
entries, or a changing consumer base, market studies
do not need to be conducted annually. Nevertheless,
they should still be contemplated on a regular basis.
The investment, which can be amortized over several
years and spread over a number of brands and new
product ideas, proves to be a powerful tool in the
strategic armory.

About Ipsos Marketing

Ipsos Marketing – The Innovation and Brand Research
Specialists – is the Ipsos brand for Marketing Research.

Ipsos Marketing operates under a global structure that
brings clients unequalled research expertise through-
out their innovation and brand development process.
Supported by specialized teams, Ipsos Marketing offers
in-depth understanding of the drivers of consumer
choice and of the marketing challenges faced by our
clients. Our experts provide integrated qualitative and
quantitative research solutions, as well as advanced
modelling and forecasting techniques that include
simulations and linkages to in-market data. 

Ipsos Marketing is present in 55 countries, with 
a leading position in both mature and emerging 
markets. In 2007, it achieved global revenues of 445
million euros, contributing to 48% of Ipsos’ total
global revenues.

Pierre Le Manh is the global head of Ipsos Marketing.
Its Consumer Goods business area is led by Lauren
Demar and its Industry & Services business area,
including Ipsos Vantis, is led by Ed Wolkenmuth.

Ipsos Marketing is a specialization of Ipsos, a global
survey-based market research company that offers
expertise in advertising, customer and employee loyalty,
marketing, media, and public affairs research.

Visit www.ipsosmarketing.com to learn more.



–8–

M A R K E T  L A N D S C A P E  S T U D I E S

November 2006 • © 2006, Ipsos 0 8 - 1 0 - 5 5

w w w . i p s o s m a r k e t i n g . c o m

North America
Europe
Latin America
Asia-Pacific
Middle East



<<
  /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 [595.276 841.890]
>> setpagedevice


