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Abstract
Establishing long-term relationships with Taiwanese lumber buyers generates profits and lowers costs. Marketing

efforts, trust, and brand equity may be factors that strengthen relationships in this market. In this study, we assessed the
relationships among these constructs using the structural equation model and data collected from a questionnaire sent to
Taiwanese lumber importers. Path parameters are found to be statistically significant except for the link between brand
equity and trust. Some factors must exist between these two constructs, and further exploration may be necessary in the
future. The mediating effects of brand equity and trust are discovered between marketing efforts and customer loyalty. It
suggests that lumber suppliers should focus marketing efforts on brand equity and customer trust in order to create
customer loyalty.

Taiwan consumes approximately 400 million m3 of
wood annually. More than 95 percent is imported from
North America, Africa, Central America, and Southern
Asia. Fierce competition between overseas suppliers occurs
within the Taiwanese imported lumber market. Lower
prices, shortened delivery times, and quality products in
terms of wood–defect ratio are not enough to retain
Taiwanese lumber importers. Marketing efforts shed light
on, but may not necessarily lead to, customer loyalty within
this business. Some studies show that marketing efforts lead
to brand equity and trust (Aaker 1991, Biel 1993, Yoo et al.
2000, Kim and Hyun 2011) instead of customer loyalty.
Other studies demonstrate that brand equity and trust
antecede customer loyalty (Aaker 1991, Chaudhuri and
Holbrook 2001, Taylor et al. 2004, Gounaris 2005,
Jambulingam et al. 2009). In the context of the Taiwanese
imported lumber market, importers may sense the foreign
lumber suppliers’ marketing efforts; however, their effects
on customer loyalty are still inadequate. Some factors must
exist that mediate between marketing efforts and customer
loyalty in this market. From prior studies, we can infer that
trust and brand equity are mediating factors between
marketing efforts and customer loyalty in the Taiwanese
imported lumber market, and therefore they are worth
investigating. In this article we use the structural equation
model to examine the importance of the links between
marketing efforts, trust, and brand equity. We then consider
the mediating effect of trust and brand equity on customer
loyalty in the Taiwanese imported lumber market.

The Proposed Research Model
and Hypotheses Development

Companies usually apply marketing efforts such as good
product quality, physical product attributes, distribution
services, and support services (Yoo et al. 2000, Bendixen et
al. 2004, Van Riel et al. 2005) to achieve their objectives
within competitive markets. Those efforts may add value to
their products or enhance their brand image, eventually
attracting potential customers. Brand equity represents
value-added assets or brand assets, which can attract
customers to a product (Aaker 1991, Keller 2008). Prior
studies have shown that marketing efforts lead to brand
equity (Bendixen et al. 2004, Van Riel et al. 2005, Kim and
Hyun 2011) in the long run. Baldauf et al. (2009) prove the
existence of marketing efforts on brand equity from the
viewpoint of a retailer. Kim and Hyun (2011) indicate that
marketing efforts positively affect brand equity within the
Korean information technology software sector. Taiwanese
importers choose lumber suppliers based on their brand
image and reputation. Lumber suppliers’ efforts to improve
product quality, physical product attributes, distribution
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services, and support services may increase brand image and
reputation (i.e., brand equity). This leads to the first research
hypothesis.

H1: Marketing efforts significantly affect
brand equity

Trust shows the willingness of a customer to believe in a
supplier’s reliability and integrity, and it shows where the
customer’s confidence lies (Moorman et al. 1993, Morgan
and Hunt 1994). Marketing efforts result in better product
service and quality (Abratt 1986, Michell et al. 2001) and
contribute to customer trust (Meldrum and Milman 1991).
Lumber suppliers who consistently provide quality lumber
and services build Taiwanese lumber importers’ belief in
suppliers’ reliability and integrity. It is plausible that
marketing efforts lead to customer trust in the Taiwanese
imported lumber market; therefore, the second research
hypothesis is stated as follows.

H2: Marketing efforts significantly affect trust

Brand image and reputation of lumber suppliers usually
capture the Taiwanese lumber importers’ attention and may
further lead to buyers’ belief in suppliers’ reliability and
integrity. In other words, if suppliers consistently maintain
their brand equity, then trust develops. This leads to our
third research hypothesis for the Taiwanese imported
lumber market.

H3: Brand equity significantly affects trust

Buyers tend to heavily rely on prior purchasing
experiences to make the next purchase. Suppliers showing
reliability and integrity earn the Taiwanese lumber import-
ers’ trust. Trust is central and critical in the development
(Dwyer et al. 1987, Dertouzos et al. 1989, Morgan and Hunt
1994) and as a cornerstone (Spekman 1988) of long-term
relationships with customers. Other prior research depicts
trust as an antecedent to loyalty (Hart and Johnson 1999,
Chaudhuri and Holbrook 2001, Taylor et al. 2004, Gounaris
2005). Following this evidence, we hypothesize trust as an
antecedent to customer loyalty in the Taiwanese imported
lumber market. It forms the basis for the next hypothesis.

H4: Trust significantly affects
customer loyalty

Taiwanese lumber importers repeatedly purchase lumber
from lumber suppliers with good brand image and
reputation. Prior studies show that buyers tend to pay more
and display repeat purchase behavior as brand equity
increases (Aaker 1991, Keller 2008). Furthermore, Taylor
et al. (2004) state that brand equity appears to be one of the
most important factors influencing loyalty. Therefore, brand
equity is often viewed as a source, dimension, or indicator
of loyalty and creates the basis for the fifth and final
hypothesis.

H5: Brand equity significantly affects
customer loyalty

The research models are based upon the above hypotheses
(Fig. 1). The relationships among marketing efforts, brand
equity, trust, and customer loyalty are evaluated simulta-
neously via analysis of covariance. The model uses

maximum likelihood (ML) estimation via analysis of
moment structure (AMOS) to measure the path parameters.

Methods

Data collection

Postal questionnaires, sent to 259 Taiwanese lumber
importers compiled from the Taipei World Trade Center
(2009), composed the data used in the structural equation
modeling analysis. Within 2 weeks, 64 responded. In spite
of a follow-up letter sent to nonrespondents, only 25 more
questionnaires were returned. The value of the v2 test,
obtained by comparing the ratings of early and late
respondents for nonresponse bias on, for instance, the
question in the questionnaire on consistent lumber quality,
was found to be insignificant (P ¼ 0.18) and suggests that
this survey did not have a nonresponse bias. Eighty-nine
respondents are eligible for analysis after eliminating blank
or incomplete surveys. The response rate is 34.36 percent.
The questionnaire was composed of three parts: (1) an
introduction explaining the objectives of the questionnaire;
(2) multi-item questions for each construct, i.e., marketing
efforts, brand equity, trust, and customer loyalty; and (3)
multiple-choice questions for respondents to provide basic
information.

Variable development and validation

Interviews with marketing and purchasing personnel,
review of relevant literature, and previous measures were
used to build the multi-item scales for each construct. The
multi-item scales of marketing efforts, trust, brand, and
customer loyalty are based upon the works of Yoo et al.
(2000) and Van Riel et al. (2005); Sako (1992) and
Miyamoto and Rexha (2004); Aaker (1991), Keller (1993,
2008), and Van Riel et al. (2005); and Baldinger and
Rubinson (1996) and Chaudhuri and Holbrook (2001),
respectively. Each construct and its variables (items) are
measured on 7-point Likert-style scales, with anchors of 1¼
strongly disagree and 7¼ strongly agree. Taiwanese tend to
choose the midpoint answers, i.e. ‘‘Normal,’’ in measure
scales. To prevent this bias, the authors introduced ‘‘partly
agree’’ and ‘‘partly disagree’’ options in our 7-point scales.

Cronbach’s a value and confirmatory factor analysis was
used to assess the reliability and validity of each construct,
respectively. A Cronbach’s a value greater than 0.7 (this
cutoff is recommended for theory testing research by
Nunnally and Bernstien 1994) indicates a highly reliable
construct. Confirmatory factor analysis detects unidimen-
sionality of each construct. If values of v2/degree of
freedom (v2/df), goodness-of-fit index (GFI), comparative
fit index (CFI), and root mean square error of approximation
(RMSEA) exceed their recommended levels, then constructs
are valid (Jöreskog and Sörbom 1993). The recommended
level for v2/df should be as small as 3, GFI and CFI should
be greater than 0.8, and RMSEA should be less than 0.05.
Finally, 22 variables were retained for four constructs: 10
for marketing efforts, 4 for customer equity, 3 for trust, and
5 for customer loyalty (Table 1).

Results and Discussion

All factor loadings on the latent variables (constructs) are
significant. The path parameters among constructs are also
significant at the 0.05 level in the proposed model except for
H3, indicating that brand equity’s effect on trust is
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Figure 1.—The research models.

Table 1.—Reliability and validity of constructs.a

Construct and its variables
Standardized

path parameters Mean (SD)

Marketing efforts (Cronbach’s a ¼ 0.903)

Supplier’s lumber quality is high 0.86 4.4 (1.53)

Supplier’s lumber quality is consistent 0.86 4.2 (1.63)

Supplier sends invoice by fax 0.75 5.6 (1.27)

Supplier sends invoice by e-mail 0.82 5.1 (1.61)

Supplier’s lumber helps reduce production costs 0.74 4.6 (1.52)

Buyer has profits for resell 0.62 5.0 (1.14)

Buyer reduces systematic management costs 0.77 4.7 (1.42)

Supplier provides lumber supply information 0.72 5.1 (1.11)

Supplier provides clear trading documents 0.70 5.2 (1.38)

Supplier sends supplemental documents quickly 0.73 4.9 (1.35)

Fit measure v2/df ¼ 0.877, GFI ¼ 0.941, CFI ¼ 1.000, RMSEA ¼ 0.000

Brand equity (Cronbach’s a ¼ 0.890)

Supplier has a good reputation 0.84 5.4 (0.98)

Supplier is financially stable 0.87 5.3 (1.04)

Supplier is a leading edge company 0.87 5.2 (1.11)

Supplier is well known in market 0.78 5.2 (1.07)

Fit measure v2/df ¼ 0.043, GFI ¼ 1.000, CFI ¼ 1.000, RMSEA ¼ 0.000

Trust (Cronbach’s a ¼ 0.749)

Supplier helps us without any agreements 0.80 4.0 (1.40)

Supplier would like to sacrifice for us 0.73 4.0 (1.40)

Supplier treats us fairly 0.82 4.3 (1.43)

Fit measure v2/df ¼ 0.157, GFI ¼ 0.999, CFI ¼ 1.000, RMSEA ¼ 0.000

Customer loyalty (Cronbach’s a ¼ 0.892)

Buyer’s first choice supplier 0.93 5.2 (1.08)

Buyer is committed to this supplier 0.91 5.1 (1.11)

Buyer intends to use supplier even if lumber price is lower elsewhere 0.60 4.7 (1.39)

Buyer continuously trades with supplier 0.87 5.3 (1.11)

Buyer intends to do business again with supplier 0.83 5.2 (1.11)

Fit measure v2/df ¼ 0.742, GFI ¼ 0.987, CFI ¼ 1.000, RMSEA ¼ 0.000

a df¼ degrees of freedom; GFI¼ goodness-of-fit index; CFI¼ comparative fit index; RMSEA¼ root mean square error of approximation.
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insignificant and not supported by the data (Table 2). This
implies that brand image and reputation may attract and
capture first-time lumber buyers, but it is far from building
customer trust. Roberts and Merrilees (2007) also state that
branding has a minor role in building trust between
suppliers and customers. In general, brand equity is used
to differentiate from and gain advantages over competitors’
products (Aaker 1991, Yoo et al. 2000); however, it does not
guarantee trustworthiness. Repeat satisfaction in lumber
purchases may be crucial in building belief in suppliers’
reliability and integrity. In fact, satisfaction from past
purchasing experiences increases buyers’ belief in suppliers’
trustworthiness (Ganesan 1994). Therefore, there is little
doubt that some other constructs must exist to mediate
between brand equity and trust.

By removing the path between brand equity and trust, we
improve the GFI (Table 2) from 0.831 in the proposed
model to 0.848 (now referred to as the modified model).
Also, the v2/df value (1.447) for the modified model is
marginally lower than that of the proposed research model
(1.455). It appears that the modified model is more
parsimonious than the proposed research model. The
removal uses trimming techniques suggested by James et
al. (1982) and adopted by Stimpert and Duhaime (1997) and
Mavondo and Rodrigo (2001). The modified model
eliminates the nonsignificant hypothesized relationship,
i.e., the path of brand equity ! trust. All other highly
significant standardized path parameters remain and support
the overall structure of the modified model.

One can also develop a rival model for comparison in
order to ascertain whether the research model is robust
(Bollen and Long 1993). This study develops a rival model

similar to that of Morgan and Hunt (1994) and Gounaris
(2005). In the rival model, marketing efforts, brand equity,
and trust directly affect customer loyalty (Fig. 1). The
significant level of path estimators and goodness-of-fit
indices decide which model is the better fit, and it will
further examine the mediating effects of brand equity and
trust on customer loyalty. In other words, by comparing the
direct and indirect path effects in these models, one can
explore the mediating effects of brand equity and trust.

The resulting parameters and fit indices between the
modified and rival models are shown in Table 2. Examining
the goodness-of-fit indices, the modified model appears to
be more robust when compared with the rival model. This
indicates that the direct path effects of marketing efforts,
brand equity, and trust on customer loyalty (rival model) are
less than mediating effects of brand equity and trust between
marketing efforts and customer loyalty (modified model).
Furthermore, the modified model’s total path effect is 0.57,
which is greater than the rival model’s effect of 0.38 (Table
3). Consequently, the mediating effects of brand equity and
trust between marketing efforts and customer loyalty exist
and are significant.

In Taiwan, lumber importers often appear to be rational
and calculative. Purchase decisions tend to be based more
on suppliers’ reliability and products with strong brand
images and reputations. The modified model suggests that
loyalty of Taiwanese lumber importers is affected directly
by the establishment of brand equity and trust and indirectly
through marketing efforts. Marketing efforts may include
providing good product quality, physical product attributes,
distribution services, and support services, but attention
should be on establishing brand equity and building trust to

Table 2.—Standardized path parameters and fit indices for the proposed research model, the modified model, and the rival model.a

Proposed research
model Modified model Rival model

Path

H1: Marketing efforts ! brand equity 0.63*** 0.64*** NA

H2: Marketing efforts ! trust 0.52** 0.62*** NA

H3: Brand equity ! trust 0.13 NA NA

H4: Trust ! customer loyalty 0.24* 0.25** 0.18

H5: Brand equity ! customer loyalty 0.64*** 0.64*** 0.60***

Marketing efforts ! customer loyalty NA NA 0.38***

Goodness-of-fit test

v2/df 1.455 1.447 1.877

GFI 0.831 0.848 0.799

CFI 0.932 0.945 0.891

RMSEA 0.072 0.071 0.100

a ***¼P , 0.001; **¼P , 0.01; *¼P , 0.05; NA¼ not applicable; df¼ degrees of freedom; GFI¼ goodness-of-fit index; CFI¼ comparative fit index;
RMSEA¼ root mean square error of approximation.

Table 3.—The path effects of marketing efforts, trust, and brand equity on customer loyalty.

Direct path effects Indirect path effects

Total path effectsa

Marketing efforts !
customer loyalty

Trust !
customer loyalty

Brand equity !
customer loyalty

Marketing efforts !
trust

Marketing efforts !
brand equity

Modified model NAb 0.25 0.64 0.62 0.64 0.57

Rival model 0.38 0.18 0.60 NA NA 0.38

a Total path effect is equal to the sum of path effects of marketing efforts! trust! customer loyalty (0.25 3 0.62¼ 0.16) and marketing efforts! brand
equity ! customer loyalty (0.64 3 0.64¼ 0.41).

b NA¼ not applicable.
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create customer loyalty. Brand image, reputation, reliability,
and integrity are the basic components of brand equity and
trust that are necessary in establishing long-term relation-
ships with Taiwanese lumber importers.

Furthermore, if the lumber suppliers are given limited
resources and have to choose between establishment of
brand equity or trust, they should focus on brand equity first.
This is because the weight of the path parameter from
marketing efforts through brand equity to customer loyalty
(0.64 3 0.64¼ 0.41) is higher than that of marketing efforts
through trust to customer loyalty (0.62 3 0.25 ¼ 0.16).

Conclusions

In this rapidly changing competitive environment,
developing long-term relationships with lumber buyers
creates an advantage. This study shows that marketing
efforts can shed light on, and indirectly lead to, customer
loyalty via brand equity and trust in the Taiwanese imported
lumber market. Brand equity and trust mediate significantly
between marketing efforts and customer loyalty; further-
more, brand equity exerts more influence on customer
loyalty than trust. The path parameter of brand equity to
trust is not significant. It appears that some other constructs,
for example, customer’s perceived value or satisfaction,
may exist between brand equity and trust.

Generally, managers use marketing efforts (i.e., high and
consistent quality of lumber, efficient communication,
adequate lumber price, and easily trading services) to attract
potential long-term customers. This study establishes that
customer loyalty is achieved through the fulfillment of
brand equity and customer trust for the Taiwanese imported
lumber market. An understanding of these relationships is of
importance for the lumber suppliers and will help to clearly
develop strategies to create brand equity and trust. It would
be wise to invest in marketing efforts building on what
customers perceive as trust and brand equity and hence
indirectly building customer loyalty. With our study results,
we provide a basic tool with which Taiwanese lumber
suppliers can judge their marketing strategies for establish-
ing customer loyalty and their future potential.
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Jöreskog, K. G. and D. Sörbom. 1993. LISREL 8: Structural Equation
Modeling with the SIMPLIS Command Language. Scientific Software
International, Chicago.

Keller, K. L. 1993. Conceptualizing, measuring, and managing customer-
based brand equity. J. Mark. 57(1):1–22.

Keller, K. L. 2008. Strategic Brand Management: Building, Measuring,
and Managing Brand Equity. 3rd ed. Pearson Education International,
Upper Saddle River, New Jersey.

Kim, J. H. and Y. J. Hyun. 2011. A model to investigate the influence of
marketing-mix efforts and corporate image on brand equity in the IT
software sector. Ind. Mark. Manag. 40(3):424–438.

Mavondo, F. T. and E. M. Rodrigo. 2001. The effect of relationship
dimensions on interpersonal and interorganizational commitment in
organizations conducting business between Australia and China. J.

Bus. Res. 52:111–121.
Meldrum, M. and A. F. Milman. 1991. Ten risk in marketing high

technology products. Ind. Mark. Manag. 20:1–8.
Michell, P., J. King, and J. Reast. 2001. Brand values related to industrial

products. Ind. Mark. Manag. 30(5):415–425.
Miyamoto, T. and N. Rexha. 2004. Determinants of facets of customer

trust a marketing model of Japanese buyer–supplier relationship. J.
Bus. Res. 57:312–319.

Moorman, C., R. Deshpande, and G. Zaltman. 1993. Factors affecting
trust in market research relationships. J. Mark. 57(1):81–101.

Morgan, R. M. and S. D. Hunt. 1994. The commitment-trust theory of
relationship marketing. J. Mark. 58(3):20–38.

Nunnally, J. C. and I. Bernstien. 1994. Psychometric Theory. 3rd ed.
McGraw-Hill, New York.

Roberts, J. and B. Merrilees. 2007. Multiple roles of brands in business-
to-business services. J. Bus. Ind. Mark. 22(6):410–417.

Sako, M. 1992. Price, Quality, and Trust: Inter-firm Relation in Britain
and Japan. Cambridge University Press, Cambridge, UK.

Spekman, R. E. 1988. Strategic supplier selection: Understanding long-
term relationships. Bus. Horizons 31:75–81.

Stimpert, J. L. and I. M. Duhaime. 1997. Seeing the big picture: The
influence of industry, diversification, and business strategy on
performance. Acad. Manag. J. 40(3):560–583.

Taipei World Trade Center. 2009. Taiwan Importers. Taipei World Trade
Center, Taipei, Taiwan.

Taylor, S. A., K. Celuch, and S. Goodwin. 2004. The importance of
brand equity to customer loyalty. J. Product Brand Manag. 12(415):
217–227.

Van Riel, A. C. R., C. P. De Mortanges, and S. Streukens. 2005.
Marketing antecedents of industrial brand equity: An empirical
investigation in specialty chemicals. Ind. Mark. Manag. 34:841–847.

Yoo, B., N. Donthu, and S. Lee. 2000. An examination of selected
marketing efforts element and brand equity. J. Acad. Mark. Sci. 28(2):
195–211.

FOREST PRODUCTS JOURNAL Vol. 61, No. 6 493

http://prime-pdf-watermark.prime-prod.pubfactory.com/ | 2024-12-24



<<
  /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 /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages false
  /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 false
  /PreserveFlatness false
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts false
  /TransferFunctionInfo /Remove
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages false
  /ColorImageMinResolution 150
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages false
  /ColorImageDownsampleType /Average
  /ColorImageResolution 300
  /ColorImageDepth 8
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /FlateEncode
  /AutoFilterColorImages false
  /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 false
  /GrayImageMinResolution 150
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages false
  /GrayImageDownsampleType /Average
  /GrayImageResolution 300
  /GrayImageDepth 8
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /FlateEncode
  /AutoFilterGrayImages false
  /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 false
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages false
  /MonoImageDownsampleType /Average
  /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 (U.S. Web Coated \050SWOP\051 v2)
  /PDFXOutputConditionIdentifier (CGATS TR 001)
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /ENU ([Based on 'AP_Press'] Use these settings to create PDF documents with higher image resolution for high quality pre-press printing. The PDF documents can be opened with Acrobat and Reader 5.0 and later. These settings require font embedding.)
  >>
  /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
    >>
    <<
      /AllowImageBreaks true
      /AllowTableBreaks true
      /ExpandPage false
      /HonorBaseURL true
      /HonorRolloverEffect false
      /IgnoreHTMLPageBreaks false
      /IncludeHeaderFooter false
      /MarginOffset [
        0
        0
        0
        0
      ]
      /MetadataAuthor ()
      /MetadataKeywords ()
      /MetadataSubject ()
      /MetadataTitle ()
      /MetricPageSize [
        0
        0
      ]
      /MetricUnit /inch
      /MobileCompatible 0
      /Namespace [
        (Adobe)
        (GoLive)
        (8.0)
      ]
      /OpenZoomToHTMLFontSize false
      /PageOrientation /Portrait
      /RemoveBackground false
      /ShrinkContent true
      /TreatColorsAs /MainMonitorColors
      /UseEmbeddedProfiles false
      /UseHTMLTitleAsMetadata true
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /BleedOffset [
        9
        9
        9
        9
      ]
      /ConvertColors /NoConversion
      /DestinationProfileName (U.S. Web Coated \(SWOP\) v2)
      /DestinationProfileSelector /UseName
      /Downsample16BitImages true
      /FlattenerPreset <<
        /ClipComplexRegions true
        /ConvertStrokesToOutlines false
        /ConvertTextToOutlines false
        /GradientResolution 300
        /LineArtTextResolution 1200
        /PresetName ([High Resolution])
        /PresetSelector /HighResolution
        /RasterVectorBalance 1
      >>
      /FormElements true
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MarksOffset 6
      /MarksWeight 0.250000
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /UseName
      /PageMarksFile /RomanDefault
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /LeaveUntagged
      /UseDocumentBleed false
    >>
  ]
  /SyntheticBoldness 1.000000
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


