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Abstract. Although customer loyalty has been widely examined in various
Internet contexts, the conceptualization and empirical validation of a customer
loyalty model for social networking sites (SNSs) has not been addressed ade-
quately. This study attempts to shed light on the determinants of customer loy-
alty for SNS. We propose a theoretical model comprising of perceived value,
satisfaction, and consumer knowledge as antecedents of SNS customer loyalty.
Theoretical and managerial implications together with suggestions for future
research are discussed.

Keywords: customer loyalty, social networking sites, perceived value, user
satisfaction, consumer knowledge.

1 Introduction

Social networking sites (SNSs) have emerged as one of the most popular Internet
services over the recent years. SNSs allow users to construct a public or semi-public
profile, articulate a list of other users, view and traverse their connections, and com-
municate with one another in their networks [1]. Since the first SNS SixDegrees.com
was launched in 1997, we are witnessing the mushrooming of various types of SNSs,
either based on shared interests (e.g., politics, literature) or focus on certain groups
(e.g., college students, businessmen). In 2008, the total number of SNS users has
grown by 25 percent worldwide [2].

The SNS scene has become very competitive. In the U.S., the top five SNSs Face-
book.com, Myspace.com, Twitter.com, Flixster.com, and LinkedIn.com were reported
to have 1191m, 810m, 54m, 53m, and 43m monthly visits, respectively in January
2009 [3]. Meanwhile, in China, the world’s largest Internet market with 384m users
[4], the popularity of SNS is also surging phenomenally. The number of Chinese SNS
users is expected to achieve a growth rate of 67.8% and will reach 100m by the end of
2009 [5]. This figure is expected to hit 170m by 2011 while the potential revenue of
SNSs in China would reach 1.7b Yuan in 2010 [6]. It was reported that there are at
least more than 30 SNSs in China with sizeable user base [7]. The four leading Chinese
domestic SNSs 51.com, Xiaonei.com, Chinaren.com, and KaixinOOl.com were re-
ported to have weekly independent visitors of 14m, 9.5m, 7m, and 3.5m, respectively
[8]. Kaixin0O1 had more than 9m registered users by February 2009 and is one of the
top 150 most-visited sites worldwide registering more than 60m hits a day [9].
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However, it was found that the percentage increase of Chinese SNS users’ brows-
ing time varied greatly from less than 40 percent to more than 200 percent amongst
different SNSs [10]. Similarly, U.S. Internet users spent five percent of online time on
Facebook and only 2 percent on Myspace in January 2009 [11]. Considering the fact
that there are so many competing SNS services, SNSs are facing the critical issue of
customer loyalty. Hence, the challenge for SNSs is to be able to differentiate their
services from other similar SNSs. They need to design services that users will find
useful and valuable so as to increase website stickiness for user retention. In addition,
it is also important for SNS operators to have a better appreciation of the factors that
determine users’ decision to remain with a certain SNS. Unfortunately, little research
has been done on user repeat patronage behavior or customer loyalty for SNSs. Prior
customer loyalty decision model derived in the context of e-commerce and other
Internet services require a new examination considering the unique social capital
building capabilities of SNS and the level of intense competition in the SNS market.
Based on the research of customer value and knowledge, we propose a theoretical
model to investigate the factors that influence SNS customer loyalty.

2 Conceptual Development

Figure 1 shows our proposed research model.
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Fig. 1. Model of Customer Loyalty for Social Networking Sites
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2.1 Perceived Value and Customer Loyalty

Customer loyalty is regarded as the relationship between the relative attitude toward
an entity (brand/service/store/vendor) and repeat patronage behavior. It can be influ-
enced by cognitive, affective, and conative factors [12] and is often suggested to
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express an intended behavior related to the service or the company [13]. Furthermore,
it represents a deeply held commitment to rebuy or repatronize a preferred prod-
uct/service consistently in the future, thereby causing repetitive same-brand or same
brand-set purchasing, despite situational influences and marketing efforts having the
potential to cause switching behavior [14]. One of the most important determinants of
customer loyalty is the level of utilitarian and hedonic value that customers perceived.

Utilitarian value often arises from the conscious pursuit of an intended consequence
[15] and is primarily instrumental, functional, and cognitive [16]. For example, sav-
ings, higher product quality, and improved convenience can be classified as utilitarian
values [16, 17, 18]. Traditionally, marketers believed that market choices and con-
sumer preferences were driven by utilitarian value [19]. In SNS context, utilitarian
value mostly derives from the ability to interconnect with other users. For instance,
users can upload their photos or interesting videos, post comments on each other’s
pages, blog, view each other’s profiles, join virtual groups based on common interests,
to realize their need of communicating with others. In addition, SNS users can find and
reconnect with old friends, former classmates, or some relatives, as long as they are
within the same SNS platform. As a tool of communication, SNS provides a larger
pool of contacts available to their members and allow them to easily manage and main-
tain virtually unlimited number of contacts by just sending or accepting a request.

Conversely, hedonic value results from spontaneous responses that are more sub-
jective and personal [15]. Hedonic values, such as entertainment, exploration, and
self-expression [16, 17], are non-instrumental, experiential, and affective. They are
derived more from fun and enjoyment than from task completion [18, 20]. SNSs offer
many interesting and highly interactive applications that appeal to millions of Internet
users. Users can indulge in many online applications that can provide them with a
virtual realm to fulfill their needs for affinity and social needs. It has been found that
both utilitarian and hedonic values can have a significant positive influence on both
repatronage intentions and loyalty as well as preference towards Internet retailers [21,
22]. Thus, we propose that:

Proposition 1 (P1): The level of perceived utilitarian value is positively associated to
the level of SNS customer loyalty.

Proposition 2 (P2): The level of perceived hedonic value is positively associated to
the level of SNS customer loyalty.

2.2 Satisfaction and Customer Loyalty

Satisfaction is a consumer’s post-purchase evaluation and affective response to the
overall product or service experience [23]. A consumer's post-purchase response to a
brand is believed to occur through a matching of expectations and perceived perform-
ance. The resulting satisfaction/dissatisfaction is considered to act as an antecedent to
loyalty [12]. It has been widely suggested that satisfaction is a reliable predictor of
repurchase intentions [24, 25, 26]. In addition, the relationship between customer
satisfaction and purchase loyalty is nonlinear such that when satisfaction increases
above a critical level, behavioral loyalty will increase dramatically [27]. In e-service
context, customer satisfaction can have a strong positive influence on the loyalty [28].
This relationship was also established in different information systems (IS) contexts
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such as mobile commerce [29] and customer relationship management [30]. In the
case of content-based service, it was found that satisfaction with the service provider
will positively impact user loyalty [31]. Thus, we expect that:

Proposition 3 (P3): The level of satisfaction is positively associated to the level of
SNS customer loyalty.

2.3 Customer Knowledge and Customer Loyalty

The level of consumer knowledge about alternative products and services can have an
impact on the perception toward the present choice. Given higher payoffs and lower
costs, knowledgeable consumers are more likely to search for new information prior
to making a decision, and will expect their decision criteria to change as product
knowledge increases [12, 32]. Additionally, expert consumers may seek a greater
amount of information about particular product attributes simply because they are
aware of the existence of those attributes or because they are more capable of formu-
lating specific questions about them [32].

Consumer research has traditionally considered consumer knowledge to comprise of
objective and subjective knowledge. Objective knowledge refers to accurate informa-
tion about the product/service class stored in long-term memory, while subjective
knowledge refers to people's perceptions of what or how much they know about a
product/service class [33]. Higher levels of objective knowledge about alternative
choice at initiation of pre-purchase search are associated with greater likelihood to
defect by influencing evaluation of alternatives [34], which means less loyalty for
incumbent choice. Besides, subjective knowledge about alternatives can also affect
choice of search strategy. Specifically, people high in subjective knowledge are quick
to rule out alternatives they believe to be inferior and prefer to avoid relying on dealer
opinions [35]. It was suggested that more subjective knowledge leads to less perceived
risk and can influence decision making by increasing the likelihood of searching for
alternatives [36, 37]. Hence, customers with high levels of subjective knowledge about
alternatives would be less likely to remain loyal to their present product or service [34].
Accordingly, we expect that the level of customer knowledge about SNS alternatives
can affect customer loyalty for incumbent choice. Therefore, we propose that:

Proposition 4 (P4): The level of objective knowledge about alternative SNSs is
negatively associated to the level of SNS customer loyalty for the incumbent SNS.

Proposition 5 (P5): The level of subjective knowledge about alternative SNSs is
negatively associated to the level of SNS customer loyalty for the incumbent SNS.

2.4 Relationship between Utilitarian and Hedonic Value

Customer perceived utilitarian value has a significant positive effect on perceived
hedonic value [38]. Consumers can gain self-esteem (a form of hedonic value) from
utilitarian benefits like monetary promotions [16]. For SNS users, utilitarian value is
reflected in the convenience of communicating with friends, time saving on managing
friend contacts and the ease of sharing interesting videos or meaningful articles etc.
These instrumental, functional benefits can bring users hedonic values such as self-
expression, exploration, entertainment and enjoyment. Therefore, we propose that:



210 R. Gu, L.-B. Oh, and K. Wang

Proposition 6 (P6): The level of perceived utilitarian value is positively associated
with the level of perceived hedonic value.

3 Implications and Future Research

With the rapid development of SNS worldwide, identifying the key determinants of
customer loyalty and understanding their differentiated effects will become a priority
for all companies aiming to deliver superior and more attractive services. In order to
have a sustainable SNS business model, it is of paramount importance to ensure that
customers will be attracted and remained attached to a specific SNS. Our proposed
model can have some implications for SNS operators and managers. First, the pro-
posed set of determinants can inform SNS companies the important aspects that they
should pay attention to in the tensely-competitive SNS market. Second, it should also
help SNS operators and managers to better understand users’ behavior so as to provide
a stronger basis for functionalities design. Third, user segmentation can also be done so
that more targeted strategies can be implemented to cultivate customer loyalty.

This paper is a response to the lack of understanding of customer loyalty in the
SNS context. Through synthesizing relevant research, our proposed SNS customer
loyalty model offers some insights into the determinants of SNS user behavioral loy-
alty. The contributions of this model to Internet services customer loyalty research are
twofold. First, it applied the traditional conceptualization of customer loyalty in a new
SNS context that is different from other services examined in prior studies. Second, it
can serve as a foundation for extensive empirical examination of customer perceived
value, satisfaction, and customer knowledge about alternative services as antecedents
of SNS user loyalty.

Researchers can apply the conceptual model to different contexts, e.g., different re-
gions or cultures, to examine whether the relationships in the model are supported,
and which factors in different contexts have more significant influence on customer
loyalty. Since it is both managerially and theoretically important to be able to identify
the factors that determine different type of users’ decision to stay or switch among
different SNSs, researchers can conduct empirical investigations by classifying users
into stayers (those who have been using the same SNS since they first started) and
switchers (those who have changed SNS), and then perform a comparative study
between them. This can lead to interesting insights on customers’ loyalty behavior
and advance our understanding of the factors that determine SNS users’ decision to
stay or switch among different SNSs. Such research endeavors will certainly have
immense potential to contribute substantially to the emerging IS literature on Web 2.0
and social media.

Acknowledgements

This research was partially supported by the National Natural Science Foundation of
China (NSFC Grant No. 70890081) and the Chinese Ministry of Education New
Faculty Grant (MOE Grant No. 20090201120037).



Determinants of Customer Loyalty for Social Networking Sites 211

References

1. Boyd, D.M., Ellison, N.B.: Social network sites: Definition, history, and scholarship. Jour-
nal of Computer-Mediated Communication 13(1), 210-230 (2008)

2. ComScore, L., http://www.comscore.com/Press_Events/
Press_Releases/2008/08/Social_Networking World_wide/
language/eng-US

3. Kazeniac, A.: http://blog.compete.com/2009/02/09/
facebook-myspace-twitter-social-network/

4. CNNIC, http://www.cnnic.cn/uploadfiles/pdf/2010/3/15/142705.pdf

5. CCID, C.,http://www.ccidconsulting.com/en/insights/
content.asp?Content_id=21144

6. iResearch, C.G.,
http://report.iresearch.cn/Reports/Charge/996.html#

7. Chinalabs.com, http://top.chinalabs.com/ciis_sort.aspx?Sort=0022

8. ChinaTechNews.com, http://www.chinatechnews.com/2009/04/24/9636-
cr-nielsen-releases-ranking-list-of-chinese-sns-websites

9. Wang, S., http://www.chinatoday.com.cn/ctenglish/se/txt/
2009-05/06/content_194150.htm

10. iResearch, C.G., http://news.iresearch.cn/viewpoints/98899.shtml

11. Prebluda, A., http://blog.compete.com/2009/02/26/
facebook-myspace/

12. Dick, A.S., Basu, K.: Customer loyalty: toward an integrated conceptual framework. Jour-
nal of the Academy of Marketing Science 22(2), 99-113 (1994)

13. Andreassen, T.W., Lindestad, B.: Customer loyalty and complex services. International
Journal of Service Industry Management 9(1), 7-23 (1998)

14. Oliver, R.L.: Whence consumer loyalty? Journal of Marketing 63(4), 33-44 (1999)

15. Babin, B.J., Darden, W.R., Griffin, M.: Work and or fun: measuring hedonic and utilitarian
shopping value. Journal of Consumer Research 20(4), 644-656 (1994)

16. Chandon, P., Wansink, B., Laurent, G.: A benefit congruency framework of sales promo-
tion effectiveness. Journal of Marketing 64(4), 65-81 (2000)

17. Ailawadi, K.L., Neslin, S.A., Gedenk, K.: Pursuing the value-conscious consumer: store
brands versus national brand promotions. Journal of Marketing 65(1), 71-89 (2001)

18. Chaudhuri, A., Holbrook, M.B.: The chain of effects from brand trust and brand affect to
brand performance: the role of brand loyalty. Journal of Marketing 65(2), 81-93 (2001)

19. Arnould, E.J., Price, L.L., Zinkhan, G.M.: Consumers. McGraw-Hill, New York (2002)

20. Hirschman, E.C., Holbrook, M.B.: Hedonic consumption: emerging concepts, methods and
propositions. Journal of Marketing 46(3), 92-101 (1982)

21. Overby, J.W., Lee, E.J.: The effects of utilitarian and hedonic online shopping value on
consumer preference and intentions. Journal of Business Research 59(10-11), 1160-1166
(2006)

22. Jones, M.A., Reynolds, K.E., Arnold, M.J.: Hedonic and utilitarian shopping value: Inves-
tigating differential effects on retail outcomes. Journal of Business Research 59(9), 974—
981 (2006)

23. Oliver, R.L.: An investigation of the attribute basis of emotion and related affects in con-

sumption: suggestions for a stage-specific satisfaction framework. Advances in Consumer
Research 19(1), 237-244 (1992)



212

24.

25.

26.

217.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

R. Gu, L.-B. Oh, and K. Wang

LaBarbera, P.A., Mazursky, D.: A longitudinal assessment of consumer satisfac-
tion/dissatisfaction: the dynamic aspect of the cognitive process. Journal of Marketing
Research 20(4), 393-404 (1983)

Bitner, M.J.: Evaluating service encounters: the effects of physical surroundings and
employee responses. Journal of Marketing 54(2), 69-82 (1990)

Patterson, P.G., Spreng, R.A.: Modelling the relationship between perceived value, satis-
faction and repurchase intentions in a business-to-business, services context: an empirical
examination. International Journal of Service Industry Management 8(5), 414--434 (1997)
Oliva, T.A., Oliver, R.L., MacMillan, I.C.: A catastrophe model for developing service sat-
isfaction strategies. Journal of Marketing 56, 83-95 (1992)

Luarn, P., Lin, H.H.: A customer loyalty model for e-service context. Journal of Electronic
Commerce Research 4(4), 156-167 (2003)

Lin, H.H., Wang, Y.S.: An examination of the determinants of customer loyalty in mobile
commerce contexts. Information & Management 43(3), 271-282 (2006)

Wang, Y., Lo, H.P., Chi, R., Yang, Y.: An integrated framework for customer value and
customer-relationship-management performance: a customer-based perspective from
China. Managing Service Quality 14(2/3), 169-182 (2004)

Gummerus, J., Liljander, V., Pura, M., van Riel, A.: Customer loyalty to content-based
Web sites: the case of an online health-care service. Journal of Services Marketing 18(3),
175-186 (2004)

Alba, J.W., Hutchinson, J.W.: Dimensions of consumer expertise. Journal of Consumer
Research 13(4), 411-454 (1987)

Park, C.W., Mothersbaugh, D.L., Feick, L.: Consumer knowledge assessment. Journal of
Consumer Research 21(1), 71-82 (1994)

Capraro, A.J., Broniarczyk, S., Srivastava, R.K.: Factors influencing the likelihood of cus-
tomer defection: the role of consumer knowledge. Journal of the Academy of Marketing
Science 31(2), 164—175 (2003)

Brucks, M.: The effects of product class knowledge on information search behavior. Jour-
nal of Consumer Research 12(1), 1-16 (1985)

Moorman, C., Diehl, K., Brinberg, D., Kidwell, B.: Subjective knowledge, search
locations, and consumer choice. Journal of Consumer Research 31(3), 673-680 (2004)
Moutinho, L., Davies, F., Curry, B.: The impact of gender on car buyer satisfaction and
loyalty A neural network analysis. Journal of Retailing and Consumer Services 3(3), 135-
144 (1996)

Babin, B.J., Babin, L.: Seeking something different? A model of schema typicality, con-
sumer affect, purchase intentions and perceived shopping value. Journal of Business
Research 54(2), 89-96 (2001)



	Determinants of Customer Loyalty for Social Networking Sites
	Introduction
	Conceptual Development
	Perceived Value and Customer Loyalty
	Satisfaction and Customer Loyalty
	Customer Knowledge and Customer Loyalty
	Relationship between Utilitarian and Hedonic Value

	Implications and Future Research
	References



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Gray Gamma 2.2)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (ISO Coated v2 300% \050ECI\051)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.3
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Perceptual
  /DetectBlends true
  /DetectCurves 0.1000
  /ColorConversionStrategy /sRGB
  /DoThumbnails true
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams true
  /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 false
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 149
  /ColorImageMinResolutionPolicy /Warning
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 150
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.40
    /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 149
  /GrayImageMinResolutionPolicy /Warning
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 150
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.40
    /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 599
  /MonoImageMinResolutionPolicy /Warning
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 600
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /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.)
    /DEU <>
  >>
  /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




