
Delighting the customer behind 
the meter 
By Andreas Dullweber and Kim Petrick

As customers gain new choices, 

earning their loyalty has become 

a critical service issue for utilities   



Copyright © 2011 Bain & Company, Inc. All rights reserved.
Content: Global Editorial
Layout: Global Design

Dr. Andreas Dullweber, Bain & Company partner in the Munich offi ce, leads 

the fi rm’s Customer Strategy & Marketing practice in EMEA. Dr. Kim Petrick, 

Bain & Company partner in the Munich office, is a member of the firm’s 

Utilities & Energy practice.

The authors thank Dr. Berthold Hannes, Bodo von Hülsen, Dr. Sina Hilgers 

and Philipp Dickgreber for their contributions.



Delighting the customer behind the meter

1

As customers gain new 
choices, earning their loy-
alty has become a critical 
service issue for utilities   

Does customer loyalty matter to utility companies? 

Customers are certainly growing less “sticky” 

as it becomes easier to change energy sup-

pliers, but can an old-line industry selling a 

commodity product really benefi t by focusing 

on customer happiness?

Utilities that emphasize customer experience 

have discovered that the answer is a resounding 

yes: Customers care about price, of course, but 

they also care about service, and over time service 

tends to become even more important. Even 

today, uswitch.gov, the leading UK website for 

switching energy suppliers, tracks not only prices 

and offers from different energy providers, but 

also customer satisfaction scores. 

Customer loyalty is a valuable asset for any 

company. Consider the experience of one of the 

most successful players in another commodity 

industry: credit cards. American Express turned 

its customers into such vocal promoters that 

retailers had no choice but to accept American 

Express cards—despite their higher fees. 

Loyal customers drive long-term revenue and 

profi t growth: They stay longer and typically cost 

less to serve. Particularly for utilities, retaining 

customers is the key to profi tability. Because 

utilities often invest six to eight years of gross 

margin into acquiring (or reacquiring) a customer, 

losing that customer due to bad service after only 

one to two years can cause huge losses. Keeping 

customers, on the other hand, is an almost 

guaranteed way to boost profi ts.

Loyalty is equally important—indeed, critical—

among commercial customers, who have several 

options for suppliers and who represent an 

attractive target for new market entrants selling 

energy-related services. New energy solutions, 

such as distributed generation, hedging and 

contracting schemes or back-up supply, all demand 

the trust and loyalty of commercial customers. 

But even in the residential segment, the trust and 

relationship depth of customers becomes more 

and more critical as the utilities business model 

starts to expand beyond selling kilowatt hours.

Loyal customers, whether residential or com-

mercial, recommend the utility to friends and 

colleagues and provide valuable feedback. They 

can also make life more pleasant for employees. 

Many companies have discovered that promoting 

both customer and employee loyalty creates a 

virtuous cycle that lowers employee churn and 

overall employee costs. 

In partially regulated industries like utilities, 

loyal customers also bolster a company’s image 

and reputation, which can ultimately result in 

more favorable regulation and pricing. That 

means a well-liked retail arm can benefi t the 

generation and distribution businesses too.

The utility challenge

But even if you believe that loyal customers 

are better ones, how do you actually go about 

improving your “customer experience manage-

ment”—making your customers happy? You 

start by understanding the real needs of your 

customers, and then delivering on those needs—

if possible with a smile (or at least a nice voice 

or a friendly letter) and as few mistakes as pos-

sible. Leading utilities have made conscious 

decisions to move from being low-touch to 

customer-led companies. They focus not only 

on providing better products and services, but 

also on delivering a superior customer experi-

ence. This helps to drive organic growth—or, 

in the case of former monopolies, to maintain 

a healthy customer base.
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customers are. Utilities have their customers’ 

names, addresses and phone numbers, and 

know exactly how much product they use. 

Building customer loyalty—setting 
the scene

Any company that hopes to earn the loyalty of 

its customers must meet both their rational 

and emotional needs. Utilities must deliver value 

and effi ciency, of course, but to turn customers 

into promoters, they also have to build trust, 

put themselves into their customers’ shoes and 

show them that they care (see Figure 1).

The fi rst step in building customer loyalty is to 

articulate a clear and compelling vision for where 

you’re heading—but be realistic. Depending on 

where a utility fi nds itself versus its competitors, 

it may need to catch up with industry loyalty lead-

ers or what their customers are used to in other 

industries. The goal may be to “fi x the basics” 

or to “wow the customer.” A fi x-the-basics custom-

er experience aims to avoid detractors (minimize 

unhappy customers). For example, it might seek 

to reduce billing complaints by redesigning the 

billing system and layout of the actual bills. 

A wow-the-customer experience seeks to turn 

customers into vocal promoters (versus being 

just passively satisfi ed) by offering both great 

service and exceptional propositions. 

Once the intent and ambition are defi ned, it’s 

time to decide how to measure and manage the 

customer experience. Leading companies around 

the world—among them Allianz, American 

Express, Apple, British Gas, eBay, E.ON, GE, 

Philips and Southwest Airlines—have chosen 

to use the Net Promoter system. Users of the 

Net Promoter system achieve something funda-

mental to all successful customer experience 

management efforts: They make it relevant and 

actionable throughout the organization, from 

the leaders at the top all the way to the frontline 

employees that serve customers day in and 

Despite the benefi ts of customer loyalty, reshap-

ing a utility into a customer-centric company 

is challenging. Many utilities tend to still think 

in terms of “demand” or even “metering points” 

rather than “customers.” Recognizing (accurately) 

that they are to a large extent still selling a 

commodity product, utilities often focus more 

on price or bundle discounts than on customer 

service. Indeed, targeting customers and creating 

well-defi ned offerings for different segments 

are often diffi cult, given the legacy structures of 

those companies affi liated with municipal and 

regional utilities or those that operate in multiple 

countries. Laws that have forced utilities to sep-

arate the regulated side of the business (trans-

mission and distribution) from the unregulated 

side (generation, trading and retail)—often 

followed by efforts to maintain synergies by 

creating a web of shared service units—further 

complicate efforts to focus on customers. 

Another challenge is that utilities have relatively 

few interactions with customers, and, with the 

exception of initial customer acquisition, most 

of those contacts are negative: service faults, 

billing errors, complaints and cancellations. 

For utilities, customer loyalty typically must 

begin with getting the basics right: seamless 

meter readings, correct bills and service that is 

timely, helpful and friendly. Building a strong 

relationship also depends on creating enough 

positive interactions to actually infl uence the 

customer’s perception.

Despite these challenges, utilities do have some 

advantages when it comes to managing the cus-

tomer experience. For example, the popularity 

of green options leads some customers to actively 

seek out utilities that offer green products (such 

as insulation and solar panels) or that have 

a higher percentage of their power mix from 

greener fuel sources.

What’s more, utilities have one enormous advan-

tage that companies in other industries can 

only envy: They already know exactly who their 
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lifecycle, laying out all the different events and 

episodes that utility customers might undergo 

during their lifetime with the company. This 

begins with the initial acquisition and includes 

meter readings and billing and, for some custom-

ers, price changes, service faults, house moves, 

complaints and cancellations. Drawing an end-to-

end landscape strictly from the customer’s per-

spective helps a utility visualize how different 

events and episodes compose the overall cus-

tomer experience and highlights interdepen-

dencies between different customer interactions 

(see Figure 2).

Prioritizing one customer episode for redesign

Utilities can use this customer “experience land-

scape” to prioritize one episode or interaction as a 

pilot for a redesign. Focusing on a single episode 

makes it easier to implement quickly and allows 

the utility to concentrate fi nancial and nonfi nan-

day out (see www.netpromotersystem.com for 
more information).

How to implement

Creating the kind of customer experience that 

sets a company apart from its competitors is a 

serious commitment for any company, but it 

boils down to getting three things right. They 

are the “three Ds”: design, delivery and DNA.

Design

Design refers to all the steps that go into structur-

ing segmented propositions, products and services 

that delight customers and make them happy. 

Mapping the customer lifecycle

Design begins with understanding the different 

customer segments and mapping the customer 

Figure 1: A series of positive interactions goes beyond “completely satisfi ed”
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after the first six months, this may indicate 

problems during the acquisition phase, such 

as channel partners creating unrealistic expec-

tations. In a case like this, acquisitions might 

be a good place to pilot a redesign.

To assess which episodes will best help differ-

entiate itself from its competitors, a utility must 

revisit the fi x-the-basics versus wow-the-customer 

questions that it considered when it was setting 

its strategic intent and ambition (see Figure 3). 

Redesigning and improving the billing episode 

can often be a basic fi x that can set a utility apart 

from competitors. If the goal is the wow effect, 

something as simple as sending customers an 

SMS to warn about an upcoming high bill after 

a cold winter and to offer a flexible payment 

option might work. For customers who move, 

sending a map and a list of attractions in their 

new area could impress. One European utility 

cial investments on a full redesign of that epi-

sode rather than on smaller, piecemeal changes.

Typically, when choosing an episode for redesign, 

companies consider the following:

• Which episode best helps to underline 

the strategic intent and to differentiate 

against competitors?

• Which episode offers the highest fi nancial 

benefi t? How diffi cult is the episode to change?

It’s best to select an episode that affects a large 

number of customers or that will deliver a high 

return on investment per customer. For example, 

every customer gets a bill, while only some 

customers move houses. Another important 

fi nancial consideration is the amount of customer 

churn related to specifi c episodes. For example, 

if a utility experiences frequent cancellations 

Figure 2: Mapping the customer experience helps highlight interdependencies and different 
triggers of a utility’s customer interactions
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tried something else. It awarded new customers 

vouchers for a service unrelated to energy—a 

car repair service—and found that its NPS im-

proved even when the voucher was not used.

Knowing how easy (or diffi cult) an episode will 

be to change is not intuitive. It requires a closer 

look not only at the performance and fl exibility 

of processes and systems the episode is relying 

upon, but also at the commitment to change of 

departments in charge of their delivery.

Understanding customer needs: Standing 
in their shoes

How do customers like to interact with their 

utilities? Do they like to be contacted often or 

as rarely as possible? Do they like to be contacted 

by phone or email? When do they want just the 

facts (e.g., “We have corrected your bill”) and 

when do they want to talk or read more (e.g., “You 

might be interested in these new products”)? 

Understanding the current customer experience 

is crucial for effi cient episode redesign and imple-

mentation because you need a good base case 

for comparison. One way to illustrate the current 

experience is to map it (and the associated NPS) 

along the underlying customer interactions. 

The result shows when expectations are being 

met and when they aren’t (see Figure 4). Man-

agers can use this map to focus on the most 

important areas for improvement or pinpoint 

where additional market research is needed. 

Improving the customer episode

There are many steps to improving a customer 

episode. First and foremost, companies should 

attempt to remove “bad profi ts” that risk making 

customers dissatisfi ed—or even cause them to 

leave. For example, some utilities have a policy 

Figure 3: Utilities must balance the potential for “wow” with the impact of failure when choosing 
an episode for redesign
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of automatically signing up customers for the 

most expensive product if they do not specify 

otherwise. In the short term customers may 

pay more, but this generally leads to low customer 

satisfaction and a short customer lifetime. Aban-

doning this practice is one way to avoid short-

term bad profi ts and focus more on long-term 

growth and customer retention.

Now is also the time to add touchpoints that can 

improve customer intimacy and increase cus-

tomers’ knowledge about the utility. For example, 

the home-move process might be redesigned 

such that reps tell the customer about related 

services, such as a boiler repair. Even if the cus-

tomer chooses not to buy the new service, they’ve 

been made aware of additional value the utility 

has to offer.

This stage is also a great time to improve current 

service quality, for example, by simplifying the 

utility’s website or by offering service guarantees 

or vouchers if service guarantees fail. It’s also 

an opportunity to develop specific problem-

solving strategies for detractors or customers 

that are highly likely to leave.

Delivery

Episode modifi cations should be based solidly 

on customer views and customer needs, so 

customers should be involved in both issue speci-

fication and solution generation. Successful 

companies use the “closed-loop feedback” pro-

cesses of the Net Promoter system to learn and 

improve in near-real time.

This closed-loop feedback system is most effective 

if the feedback is reacted upon quickly. Using 

“rapid prototyping,” companies bypass time-

intensive customer market research and instead 

just try out what feels right. They aim at quickly 

Figure 4: A customer experience map shows when customer expectations are being met—
and when they are not
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implementing an 80 percent solution as a starting 

point and then fi ne-tuning it over time using 

closed-loop feedback. For example, a utility might 

need to communicate regulatory price increases 

to certain customers by sending a letter explain-

ing the underlying reasons. An analysis of NPS 

feedback of affected customers allows manage-

ment to continuously improve the implemented 

processes and related touchpoints almost in 

real time. This both speeds up implementation 

and allows the company to be fl exible with re-

gards to changing customer needs.

Promoters, detractors and NPS

How do you know if a customer is a passionate fan—a promoter? The best way is to survey 
your customers on a regular basis, right after key interactions. Using a zero-to-10 scale, ask 
them how likely they would be to recommend your company (or a particular product) to a 
friend or colleague. 

Scores of nine or 10, we have found, represent promoters. These customers stay longer, buy 
more and recommend you to their friends. That’s why creating more of them leads to profi table 
growth. Scores of seven and eight indicate passively satisfi ed customers, and scores of zero 
through six indicate unhappy customers—detractors. Your Net Promoter® score (NPS®) is simply 
the percentage of promoters minus the percentage of detractors.

As Bain Partners Fred Reichheld and Rob Markey demonstrate in The Ultimate Question 2.0 
(Harvard Business Review Press, September 2011), companies with higher NPS have measurably 
higher revenue growth rates than do those with lower scores (see chart below).

Costs

Source: Bain 3D Customer Growth Study
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Consistency is a key to success in creating a 

superior customer experience. Customers turn 

into real advocates only when a utility meets their 

expectations in every interaction. In order for a 

particular episode to leave customers satisfi ed, 

every single stage has to be in proper working 

order. Utilities must build up and strengthen 

specifi c capabilities necessary to get the job done 

well—among them IT. Identifying and fi xing 

minor issues with the relevant IT or customer re-

lationship management (CRM) system is the 

fi rst step, but utilities often face a more sub-

stantial CRM upgrade in order to improve cus-

tomer knowledge management and facilitate 

individualized customer communication. Though 

those projects are often time-intensive and ex-

pensive, utilities usually fi nd that effective and 

robust CRM systems pay dividends quickly. 

This is especially true when technical improve-

ments are combined with better customer service 

from employees. 

Establishing a central team to defi ne a common 

approach to customer experience management 

and orchestrate activities across different units 

helps ensure consistent delivery. This is partic-

ularly useful when customer experience efforts 

are launched in specifi c organizational or geo-

graphical units. These teams are most effective—

and assertive—when they have the authority 

to set targets and report directly to the board.

Learnings from the redesign of the initial epi-

sodes and in the initial businesses allow companies 

to be more effective in the rollout across the 

entire customer experience landscape. Along 

the way they should be collecting tools to help 

them build a repeatable formula. 

DNA evolution

Making customer-centricity part of a company’s 

DNA is a major cultural change for the utility 

sector in particular. This goal must be refl ected 

in the company’s intent, ambitions and targets—

though these alone are not suffi cient. The best 

companies win not just the minds but also the 

hearts of both leaders and employees, convinc-

ing everyone of the importance of keeping 

customers happy. 

“Hard” and “soft” mechanisms play different roles 

in accomplishing this goal. Hard mechanisms 

usually involve setting key metrics and defi ning 

specifi c processes. For example, hard mechanisms 

might include setting NPS as one of a company’s 

top key performance indicators (KPIs) for mea-

suring customer satisfaction or moving from 

a sales-driven business model to one focused 

on customer retention and loyalty (especially 

by changing to an emphasis on retention ver-

sus new sales). Soft mechanisms are the com-

munication methods and visible symbols used 

by management to keep customer loyalty on 

everyone’s agenda. 

Companies also need to learn to integrate their 

customer and effi ciency goals to avoid confl ict-

ing priorities. Too often customer service falls 

prey to short-term cost-cutting agendas and 

prior gains are lost.

Caring about customers is crucial

Utilities that commit to making customer expe-

rience management a core of their business 

will reap rewards. With a higher percentage of 

happy—and thus loyal—customers, costs go 

down and profi ts go up. Employee morale also 

tends to increase when customers are happy: 

Happy customers are easier to serve, and em-

ployees like working for companies with good 

reputations. This leads to lower employee costs 

and often higher productivity.

Utilities aren’t only selling commodity products 

anymore: They’re also selling service and solu-

tions. Customers are becoming more vocal 

and more demanding, and they’re voting with 

their feet. Utilities that want to stay competitive 

are listening.



Reshaping the customer experience through a focus on people

British Gas early on reacted to market deregulation and focused on improving the customer 
experience by rethinking the way customers interact with the company. Management identifi ed 
call center agents as the best way to win customers’ hearts and thus increased internal man-
agement’s attention on the company’s call centers. They introduced a series of measures to 
improve call center performance:

• Call center agents were recruited based on their ability to empathize with customers

• Extensive training on, for example, reading customer needs and personalities

• Introduction of rewards and recognitions for great customer feedback

• Improvement of call center working environment (such as free food and drinks) 

These measures resulted in improved agent engagement and a more positive attitude toward 
customers. This in turn led to signifi cantly improved NPS for British Gas.
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Bain’s business is helping make companies more valuable.

Founded in 1973 on the principle that consultants must measure their success in terms

of their clients’ fi nancial results, Bain works with top management teams to beat competitors

and generate substantial, lasting fi nancial impact. Our clients have historically outperformed

the stock market by 4:1.

Who we work with

Our clients are typically bold, ambitious business leaders. They have the talent, the will

and the open-mindedness required to succeed. They are not satisfi ed with the status quo.

What we do

We help companies find where to make their money, make more of it faster and sustain

its growth longer. We help management make the big decisions: on strategy, operations,

technology, mergers and acquisitions and organization. Where appropriate, we work with

them to make it happen.

How we do it

We realize that helping an organization change requires more than just a recommendation.

So we try to put ourselves in our clients’ shoes and focus on practical actions.



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

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

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


