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Abstract

  Customer satisfaction has a powerful impact on firmsʼ performance and is considered
by many companies as an important source of competitive advantage. The consequences
of enhanced customer satisfaction in firms are increased revenue, reduced customer 
acquisition costs, and lower costs of serving repeat purchasers, leading to greater profitability.
While much research has focused on customer satisfaction in business-to-consumer(B2C) 
context, customer satisfaction is important in business-to-business (B2B) context as well.
In organizational buyer-seller relationships, buyer satisfaction is more likely to focus on
long-term benefits and engage in cooperative actions beneficial to both partners in a
relationship, thus enhancing the competitiveness of both partners and reducing transaction
cost.
To date, however, limited attempts have been made to conceptualize buyer satisfaction
and investigate its antecedents and consequences, in particular, in B2B context. The objective
of this study was to propose and empirically analyze the causal influences antecedents
and consequences of buyer satisfaction in B2B context. Based on the previous literature,
this study developed a conceptual framework that considers perceived quality, perceived
value, supplier brand image and supplier competence as antecedents of buyer satisfaction
whereas relationship quality, switching cost and customer loyalty as consequences of buyer
satisfaction in B2B context. In particular, this study examined the mediating role of relationship
quality and switching costs in the impact of buyer satisfaction on customer loyalty and
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explored the direct or indirect effects of buyer satisfaction and customer loyalty. This
study incorporated the complex interrelationships of all these constructs into the framework
and test them in B2B setting.
  The empirical results of the study showed a strong significant relationship from antecedents
of buyer satisfaction, buyer satisfaction, relationship quality and switching costs to customer
loyalty. The results can be summarized as follows: first, it was found that perceived quality,
perceived value and supplier competence positively affected buyer satisfaction, while supplier
brand image had no influence on buyer satisfaction. It indicated that the key factors in
getting buyer satisfaction were quality, value, and supplier competence, not brand image
in B2B context. Therefore suppliers needed to be aware of quality and value what buyers
perceive they are giving for. 
  Second, it was found that buyer satisfaction had positive effect on relationship quality
and customer loyalty, while there was no relationship between buyer satisfaction and
switching cost. However, the result of comparative analysis between direct effect and 
indirect effect showed that the buyer satisfaction affected the switching cost through 
relationship quality. Also relationship quality had positive influence on increasing the
switching cost and customer loyalty. Additionally, switching cost positively affected to 
enhance customer loyalty. The results indicated that suppliers must be concerned with
advancing the relationship with buyers to promote customer loyalty and increase switching
cost. Thus, both enhancing customer satisfaction and increasing relationship quality can
be seen as important strategies that promote customer loyalty.
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t p

X12 0.879 0.922 0.065 14.219 ***
X13 0.945 1.018 0.063 16.087 ***
X14 0.897 0.972 0.066 14.772 ***
X15 0.924 1.044 0.068 15.326 ***
X7 0.875 0.993 0.069 14.383 ***
X9 0.891 0.987 0.066 15.023 ***
X10 0.868 0.982 0.070 14.038 ***
X11 0.888 1.020 0.070 14.544 ***
X1 0.810 0.978 0.080 12.273 ***
X2 0.811 0.956 0.078 12.258 ***
X3 0.857 1.154 0.085 13.610 ***
X4 0.863 1.075 0.078 13.754 ***
X5 0.831 1.168 0.090 12.916 ***
X6 0.840 1.119 0.085 13.091 ***
X16 0.873 0.982 0.070 13.954 ***
X17 0.811 1.013 0.081 12.506 ***
X18 0.858 1.145 0.084 13.654 ***
X19 0.801 1.048 0.085 12.376 ***
X20 0.882 1.230 0.087 14.170 ***
X21 0.803 0.959 0.077 12.489 ***
X22 0.779 0.968 0.082 11.754 ***
X23 0.858 1.097 0.080 13.747 ***
X24 0.825 0.975 0.075 13.024 ***
X25 0.729 0.738 0.068 10.785 ***
X27 0.904 0.947 0.063 15.048 ***
X28 0.903 0.947 0.062 15.216 ***
X29 0.906 0.934 0.062 15.107 ***
X30 0.907 0.969 0.064 15.211 ***
X31 0.848 1.113 0.082 13.496 ***
X32 0.812 0.983 0.077 12.682 ***
X33 0.797 0.944 0.077 12.334 ***
X34 0.885 1.041 0.071 14.746 ***
X35 0.873 1.045 0.074 14.168 ***
X36 0.833 1.006 0.077 13.115 ***
X38 0.825 0.956 0.074 12.913 ***
X39 0.824 0.939 0.073 12.913 ***
X40 0.881 0.978 0.067 14.596 ***
X42 0.914 1.348 0.089 15.168 ***
X43 0.962 1.455 0.088 16.586 ***
X44 0.918 1.350 0.089 15.258 ***
X45 0.812 1.108 0.089 12.512 ***
X46 0.860 1.199 0.087 13.723 ***
X47 0.869 0.963 0.070 13.827 ***
X48 0.877 0.939 0.068 13.882 ***
X49 0.825 0.990 0.076 12.941 ***
X51 0.766 0.837 0.073 11.438 ***
χ2 = 972.823, d.f. = 905, p = 0.058, χ2/d.f. = 1.075, RMSEA = 0.022, CFI = 0.091

< 1> 
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AVE AVE r r2

0.698 0.831 0.498 0.248
0.698 0.775 0.286 0.082
0.698 0.678 0.155 0.024
0.698 0.819 0.532 0.283
0.698 0.710 0.130 0.017
0.698 0.698 0.145 0.021
0.698 0.801 0.413 0.171
0.831 0.775 0.370 0.137
0.831 0.678 0.455 0.207
0.831 0.819 0.218 0.048
0.831 0.710 0.684 0.468
0.831 0.698 0.569 0.324
0.831 0.801 0.687 0.472
0.775 0.678 0.232 0.054
0.775 0.819 0.460 0.212
0.775 0.710 0.583 0.340
0.775 0.698 0.548 0.300
0.775 0.801 0.167 0.028
0.678 0.819 0.222 0.049
0.678 0.710 0.331 0.110
0.678 0.698 0.162 0.026
0.819 0.710 0.090 0.008
0.819 0.698 0.497 0.247
0.819 0.801 0.649 0.421
0.710 0.698 0.116 0.013
0.710 0.801 0.612 0.375
0.698 0.801 0.322 0.104
0.678 0.801 0.484 0.234
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[ 2] 
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C.R. P

H1 0.502 0.553 7.688 ***

H2 0.319 0.328 5.533 ***

H3 0.065 0.065 1.319 0.187

H4 0.103 0.104 2.263 0.024
H5 0.759 0.834 7.768 ***

H6 -0.046 -0.056 -0.491 0.624
H7 0.596 0.563 7.297 ***

H8 0.352 0.391 3.624 ***

H9 0.272 0.234 3.537 ***

H10  0.323 0.250 5.403 ***

***: p < 0.001 .

< 3> 

< 3>

. 

.

. 

  

. 

, 

. 

. 

  B2B

. 

, , 

, 

. 

, 

. 

.



58

  B2B 

, 

. 

, 

. 

, 

.  

  B2B

, 

. 

, 

, , 

, 

, , 

. 

, 

.

  

, , 

, 

. 

, 

. 

. Jones et al. 

(2000) Mittal and Kamakura(2001)

. 

, 

.

  

. , 

, 



59

. 

, 

. 

B2B

. 

  , 

, 

. , B2B

, 

. B2B 

. 

, 

. 

, 

. 

  , 

, 

, , 

. 

. 

. 

. 

, 

, 

. 

, 

.  

  

. , 

. 



60

. , 

. 

B2B

.

  , 

. 

. 

. 

. 

. 

[1] , , , “

”, 

, (2006), 

pp.385-406.

[2] , , “B2B 

: 

”,  

, 23 , 1 (2009), pp.72-98.

[3] , , “

B2B ”, LG Business 

Insight , 11 , 14 (2007), pp.2- 

19.

[4] , , , “

”, 

, 13 , 2 (1998), pp. 

119-139.

[5] , , “

”, , 

12 , 8 (2008), pp.23-50.

[6] , , : 

, 2004.

[7] , , “

AMOS 7.0”, , 2007.

[8] , “

”, : , 2000.

[9] , “  

, 

”, 

, 16 , 3 (2006), pp.61-85.



61

[10] , , “

”, , 28 , 1

(2006), pp.37-65.

[11] , , “

 

”, , 

21 , 4 (2006), pp.135-164.

[12] Amy, M. and A. Sohal, “An exami-

nation of the relationship between 

trust, commitment and relationship 

quality,” International Journal of Retail 

and Distribution Management, Vol. 

30, No.1(2002), pp.34-50. 

[13] Anderson, E.W., C. Fornell, and D.R. 

Lehmann, “Customer satisfaction, mar-

ket share, and profitability: Findings 

from Sweden,” Journal of Marketing, 

Vol.58, No.7(1994), pp.53-66.

[14] Anderson, R.E. and S.S. Srinivasan, 

“E-satisfaction and e-loyalty: A contin-

gency framework,” Psychology and 

Marketing, Vol.20, No.2(2003), pp. 

123-138.

[15] Auh, S.Y, L.C. Salisbury, and M.D. 

Johnson, “Order effects in customer 

satisfaction modelling,” Journal of 

Marketing Management, Vol.19, No.4 

(2003), pp.379-419.

[16] Bauer, H.H., T. Falk, and M. Mammer-

schmidt, “e TransQual: a Transaction 

process-based approach for capturing 

service quality in online shopping,” 

Journal of Business Research, Vol.59, 

No.8(2006), pp.866-875.

[17] Bejou, D., B. Wray, and T. N. Ingram, 

“Determinants of relationship quality: 

An artificial neural network analysis,” 

Journal of Business Research, Vol.36, 

No.4(1996), pp.137-143. 

[18] Bennett, R. and S. Rundle-Thiele, 

“Customer satisfaction should not be 

the only goal,” Journal of Service 

Marketing, Vol.18, No.7(2004), pp. 

514-523.

[19] Berebs, G., C.B.M. van Riel, G.H. 

van Bruggen, “Corporate associations 

and customer product responses: The 

moderating role of corporate brand 

dominance,” Journal of Marketing, 

Vol.69, No.7(2005), pp.35-48.

[20] Caruana, A., “Service loyalty: The 

effect of service quality and the me-

diating role of customer satisfaction,” 

European Journal of Marketing, Vol. 

37, No.8(2002), pp.811-828.

[21] Chaudhuri, A. and M.B. Holbrook, 

“The chain of effects from brand trust 

and brand affect to brand perfor-

mance: The role of brand loyalty,” 

Journal of Marketing, Vol.62, No.2 

(2001), pp.81-93.



62

[22] Crosby, L.A., R. Evans, and D. Cowles, 

“Relationship quality in services selling,” 

Journal of Marketing, Vol.54, No.3 

(1990), pp.68-81.

[23] Dick, A.S. and K. Basu, “Customer 

loyalty: Toward an integrated concep-

tual framework,” Journal of the Aca-

demy of Marketing Science, Vol.22, 

No.4(1994), pp.99-113.

[24] Durvasula, S., S. Lysonski, and S.C. 

Mehta, “The power of interfacing de-

partments in shaping B2B customer 

satisfaction,” Marketing Management 

Journal, Vol.13, No.2(2003), pp.61-70.

[25] Fahy, J., T. Hooley, T. Cox, J. Beracs, 

K. Fonfara, and B. Snoj, “The develop-

ment and impact marketing capabi-

lities in Central Europe,” Journal of 

International Business Studies, Vol.3, 

No.1(2000), pp63-81.

[26] Fornell, C., “A national customer satis-

faction barometer: The swedish expe-

rience,” Journal of Marketing, Vol.56, 

No.1(1992), pp.6-21.

[27] Gerpott, T.J., W. Rams, A. Schindler, 

“Customer retention, loyalty and satis-

faction in the German Mobile Cellular 

Telecommunications Market,” Telecom-

munications Policy, Vol.25, No.8(2001), 

pp.249-269.

[28] Geyskens, I., J.B. Steenkamp, and N. 

Kumar, “Generalizations about trust in 

marketing channel relationships using 

meta-analysis,” International Journal 

of Research Marketing, Vol.15, No.4 

(1999), pp.223-248.

[29] Gil, I., G. Berenguer, and A. Cervera, 

“The roles of service encounters, ser-

vice value, and job satisfaction in achie-

ving customer satisfaction in business 

relationship,” Industrial Marketing Mana-

gement, Vol.37, No.2(2008), pp.921- 

939.

[30] Grant, R.M., “The resource-based theory 

of competitive advantage: Implication 

for strategy formulation,” California 

Management Review, Vol.33, No.3 

(1991), pp.114-135.

[31] Hair, J.F., R.E. Anderson, R.L. Tahtam, 

and W.C. Black, Multivariate Data 

Analysis, 5th, Prentice-Hall, (1998), 

pp.654-667.

[32] Homburg, C. and B. Ruldolph, “Cus-

tomer satisfaction in industrial mar-

kets: Dimensional and multiple role 

issues,” Journal of Business Research, 

Vol.52, No.4(2001), pp.15-33.

[33] Janda, S., J.B. Murray, and S. Burton, 

“Manufacturer-supplier relationships: 

An empirical test of a model of buyer 

outcomes,” Industrial Marketing Mana-

gement, Vol.31, No.2(2002), pp.411- 



63

420.

[34] Jap, S.D. and S. Ganesan, “Control 

mechanisms and the relationship life 

cycle: Implications for safeguarding 

specific investments and developing 

commitment,” Journal of Marketing 

Research, Vol.37, No.1(2000), pp. 

227-245.

[35] Jarvelin, A. and U. Lehtinen, “Rela-

tionship quality in B2B service con-

text, Ervardsson, B.B., S.W. Johnson, 

and R. Scheuing eds. QUIS5 Ad-

vancing Service Quality: A Global 

Perspective, Toronto: Warwick Printing 

Company, Ltd., (1996), pp.243-254.

[36] Jensen, M.B. and K. Klastrup, “Toward 

a B2B customer-based brand equity 

model,” Journal of Targeting, Measure-

ment and Analysis for Marketing, Vol. 

16, No.2(2008), pp.122-128.  

[37] Johnson, M.D. and A. Gustafsson, Im-

proving customer satisfaction, loyalty 

and profit: An integrated measure-

ment and management system, San 

Francisco, CA: Jossey-Bass, 2000.

[38] Jones, M.A., D.L. Mothersbaugh, and 

S.E. Beatty, “Switching barriers and 

repurchase intentions in services,” 

Journal of Retailing, Vol.76, No.2 

(2000), pp.259-274.

[39] Kanter, R., “Becoming PALS: Pooling, 

allying and linking across companies,” 

Academy of Management Executive, 

Vol.3, No.4(1989), pp.183-193.

[40] Keller, K., Strategic Brand Manage-

ment: Building, Measuring and Mana-

ging Brand Equity, New Jersey: Pren-

tice-Hall Inc. (2001), 

, : 

, 1998.

[41] Kotler, P. and W. Pfoertsch, B2B 

Brand Management, B2B 

, : ( ) , 2007. 

[42] Larges, C., C.R. Larges, and L.F. 

Larges, “The RELQUAL scale: A mea-

sure of relationship quality in export 

market ventures,” Journal of Business 

Research, Vol.58(2005), No.2, pp. 

1040-1048.

[43] Lam, S.Y., V. Shankar, and M.K. E.B. 

Murthy, “Customer value, satisfaction, 

loyalty, and switching costs: An illu-

stration from a Business-to Business 

service context, Journal of the Aca-

demy of Marketing Science, Vol.32, 

No.3(2004), pp.293-311.

[44] Lee, M. and L.F. Cunningham, “A cost/ 

benefit approach to understanding ser-

vice loyalty,” Journal of Service Mar-

keting and Management, Vol.15, No.2 

(2001), pp.113-130.

[45] Low, G.S. and C.W.J. Lamb, “The 



64

measurement and dimensionality of 

brand associations,” Journal of Pro-

duct and Brand Management, Vol.9, 

No.6(2000), pp.350-368.

[46] Madaleno, R., H. Wilson, and R. 

Palmer, “Determinants of customer 

satisfaction in a multi-channel B2B 

environment,” Total Quality Manage-

ment, Vol.18, No.8(2007), pp.915-925.

[47] Madrigal, R., “The role of corporate 

associations in new product evalua-

tion,” Advances in Consumer Research, 

Vol.27, No.3(2000), pp.80-86.

[48] Mittal, V. and W. Kamakura, “Satis-

faction, repurchase intent, and repur-

chase behavior: Investigating the mo-

derating effect of customer characte-

ristics,” Journal of Marketing Research, 

Vol.38, No.2(2001), pp.131-142.

[49] Molinari, L.K., R. Abratt, and P. Dion, 

“Satisfaction, quality and value and 

effects on repurchase and positive 

word-of-mouth behavioral intentions 

in a B2B services context,” Journal 

of Services Marketing, Vol.22, No.5 

(2008), pp.363-373.

[50] Morgan, R.M. and S.D. Hunt, “The 

commitment-trust theory of relation-

ship marketing,” Journal of Market-

ing, Vol.58, No.3(1994), pp.20-38.

[51] Narayandas, D., “Building royalty in 

business market,” Harvard Business 

Review, September, (2005), pp.1-10.

[52] Naumann, E., P. Williams, and M.S. 

Khan, “Customer satisfaction and lo-

yalty in B2B services: Directions for 

future research,” The Marketing Re-

view, Vol.9, No.4(2009), pp.319-333.

[53] Nunnally, J.C., Psychometric Theory, 

McGraw-Hill, 1978.

[54] Oliver, R.L., “Whence consumer loyalty,” 

Journal of Marketing, Vol.63, No.1 

(1999), pp.33-44.

[55] Ruyter, K.D., M. Wetzels, and J. 

Bloemer, “On the relationship bet-

ween perceived service quality, service 

Loyalty and switching costs,” Inter-

national Journal of Service Industry 

Management, Vol.9, No.5(1998), pp. 

436-453.

[56] Sharma, N. and P.G. Patterson, “Swit-

ching costs, alternative attractiveness 

and experience as moderators of re-

lationship commitment in professional, 

consumer service?,” International Jour-

nal of Service Industry Management, 

Vol.11, No.5(2000), pp.470-490.

[57] Terawantanavong, C., G.J. Whitwell, 

R.E. Widing, “Buyer satisfaction with 

relational exchange across the rela-

tionship lifecycle,” European Journal 

of Marketing, Vol.41, No.7(2007), 



65

pp.915-938.

[58] Voss, G.B., A. Parasuraman, and D. 

Grewal, “The roles of price, perfor-

mance, and expectations in determi-

ning satisfaction in service exchanges,” 

Journal of Marketing, Vol.62, No.4 

(1998), pp.46-61.

[59] Wood, J.A., “The effect of buyers' 

perceptions of environmental uncer-

tainty on satisfaction and loyalty,” 

Journal of Marketing Theory and Prac-

tice, Vol.16, No.4(2008), pp.309-320.

[60] Woodruff, R.B., “Customer value: The 

next source for competitive advan-

tage,” Journal of Academy of Mar-

keting Science, Vol.25, No.4(1997), 

pp.139-153.

[61] Yanamandra, V. and L. White, “Swit-

ching barriers in business-to-business 

services: A qualitative study,” Inter-

national Journal of Service Industry 

Management, Vol.17, No.2(2006), pp. 

158-192.

[62] Zeithaml, V.A., “Consumer percep-

tions of price, quality, and value: A 

means-end model and synthesis of 

evidence,” Journal of Marketing, 

Vol.52, No.7(1988), pp.2-22. 



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /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 /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /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 false
  /MaxSubsetPct 100
  /Optimize true
  /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 ()
  /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

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000500044004600206587686353ef901a8fc7684c976262535370673a548c002000700072006f006f00660065007200208fdb884c9ad88d2891cf62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef653ef5728684c9762537088686a5f548c002000700072006f006f00660065007200204e0a73725f979ad854c18cea7684521753706548679c300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020b370c2a4d06cd0d10020d504b9b0d1300020bc0f0020ad50c815ae30c5d0c11c0020ace0d488c9c8b85c0020c778c1c4d560002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken voor kwaliteitsafdrukken op desktopprinters en proofers. 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 Adobe PDF documents for quality printing on desktop printers and proofers.  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 /NoConversion
      /DestinationProfileName ()
      /DestinationProfileSelector /NA
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure true
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /LeaveUntagged
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


