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Preface

Changes have taken place in the traditional business strategic environment
resulting from the development of e-commerce. Any country, industry or
enterprise can survive in the new environment and continue to make progress only
if it is able to make full use of opportunities brought about by e-commerce and
actively carry out strategic transformation. To prepare for making a scientific
e-commerce strategy, we should thoroughly understand the meaning, contents,
research methods of e-commerce strategy first.

The book takes the lead in that e-commerce strategic analysis and comparisons
are made at three levels of economic entities: nation, industry and enterprise. It
builds awareness and sharpens readers’ analytical understanding of the key issues
about e-commerce strategies. To link the theory of e-commerce strategy and
practice in the real world, it brings together theoretical perspectives based on
academic research and a large number of cases, especially those of China.
Proposing a forward-looking guiding ideology to researchers and constructors, it
focuses on Chinese markets and features of e-commerce strategies for Chinese
economic entities at each level. Graduates and undergraduates of e-commerce and
computer science, government officials, entrepreneurs and managers will all get
benefits from this book.

Both theory and practice are involved hierarchically and comprehensively in
this book, which means that readers have the chance to see how the basic
e-commerce strategies are varied and applied to the national, industrial and
enterprise levels respectively, especially in those organizations with Chinese
characteristics. What’s more, lots of current situations, e-commerce strategies in
use in specific environments and the latest planning and policies of the Chinese
government will be discussed in the book.

The Authors
Tsinghua University, Beijing, China
August, 2013



Contents

1 E-Commerce and E-Commerce Strategy «+-----««««««ttssssssssssmmmeenee: 1
1.1 Fundamentals of E-COMIMErce -+« -« -+ «rrrrsrerrrmrmammiemnamuieiaeein. 1
1.1.1  Definition of E-COmMMErce -+« c«rrrrrerrrnmrmmrriaenaeaeiaeaeinn. 2
1.1.2  Origin and Development of E-Commerce -« -« ---wovereeeeeeees 6
1.1.3 Research Contents of E-COmMmMmErce ««-::-xrerrrerrrrreseneeneaeeaen. 16
1.2 Strategy ........................................................................... 17
1.2.1  Definition of Strategy ««-«««+=wwrsssreemmmeserree 17
1.2.2  Main Features Of Strategy -+ -««++= s rresmsmsssies, 20
1.3 Strategic ENVITOMMENt -« ««+««r+s sresssressisrsssiitseiiss i 22
1.3.1 Significance of the Strategic Environment ««««--coeeeeeeeereeeeeeeees 22
1.3.2  Strategic Environment and Strategy ««+++««««++++-seeessssseeeaenn. 26
1.4 E-Commerce Strategy .......................................................... 27
1.4.1 E-Commerce Strategy OULIINE *wrrrrrrrrrrrrrrr e 27
1.4.2 Research Methods for E-COMIMErCE -+« rrrrrsrrmrrmrmmaruamaes 29
RCTEICIICES « - v+ v v e v e e et mme e s e m e e et e et e et et et et ettt e 33
2 National E-COmmMerce Strategy -+---«««««««tttteessssssssmmmmiiiiiiiiie. 35
2.1 The United States «-ccerrerrrrrres et ieeaeens 36
211 Economic CONAitions ««-««-««--«+-rr=rrrrrmremmrmermariarariaiaean 36
2.1.2  Background to U.S. E-Commerce Strategy -«---------xoreeeeeeeeeees 39
2.1.3 Orientation of U.S. E-Commerce Strategy ««---------ooeorrreeeees 41
2.1.4 Contents of U.S. E-Commerce Strategy «---------rorererrreeeees 42
2.1.5 Effects of U.S. E-Commerce Strategy -« ««««««==++rrwsseerremseee 44
2.2 Buropean Umion -« ««««x«sereeresmmmmiiiniiiiiii 49
221 FEU Basic CONAitions -+« wrrerrrrrrmmrmmmmimmmaaieeen.. 49
2.2.2  Background to EU E-Commerce Strategy ««-««-«--xrweovereeeeeeenes 50
2.2.3  Orientation of EU E-Commerce Strategy -« «-««-«-coxoeereereereeeees 52
2.2.4 Contents of EU E-Commerce Strategy <« rrerererrreerereeeees 53
2.2.5 Internet Use and E-Commerce in the EU -« ----ovoevereeeeeeeenes 56
2.3 JAPAIL e et 59
2.3.1 Introduction to Japan ...................................................... 59



Vi

Contents
2.3.3 Background to the Japanese E-Commerce Strategy -«-«-«-«---++-++ 63
2.3.4 Strategic Orientation of Japanese E-Commerce -« -« xovoeeeeeeeees 64
2.3.5 Contents of Japanese E-Commerce Strategy =« -« ««-wxooroerereeeeees 65
23.6 Strategic B OrtS v v v e e rr e 71
24 China ............................................................................. 73
2.4.1 Basic Situation of Ching «=-c-xcerrrrrrrrrrmrrmrrameiniiiiiiaiiin 73
2.4.2 Background to Chinese E-Commerce Strategy ««««-«=cxeoeoereeeeeees 74
2.4.3 Orientation of Chinese E-Commerce Strategy =« «-««-«--xoeoeeeeeeee 78
2.4.4 Details of Chinese E-Commerce Strategy -« wrwrereereeeeeeees 78
2.4.5 Effect of Chinese E-Commerce Strategy «««------wovororreerreeeees 83
D5 AUSHEAIIA -+ v vv v e e ee e e e ]7
251 Basic Condition of AUSHAlia «««--«---«-rr-rrrrrrrrmmrrmamnaeiaraean 87
2.5.2 E-Commerce Background of Australia-:««-«xcoroeerereeeeeeeeeees 88
2.5.3 Orientation of Australian E-Commerce Strategy -«--«--«--cocooeeeeeee 90
2.5.4 Contents of Australian E-Commerce Strategy -««-«--«-wc-veeeeeeeees 90
2.5.5 Effects of Australian E-Commerce Strategy-««-««-«--woeoveereeeeeees 92
2.6 The United Arab EINIrates <« -« crxererrrrrmmmnmmmmmimmimneaiaiaaan.. 96
2.6.1 Introduction to the United Arab Emirates:-«-«--c-coveeereeeeeeeenes 96
2.6.2 Strategic Background of E-Commerce -« «-«-woerrrerereeeeeeenes 98
2.6.3 E-Commerce Strategic Orientation of the UAE ----------ovveveeenee 99
2.6.4 E-Commerce Strategy Nthe UAE - ---crrrrrrmreaiiie, 99
2.6.5  TMPlementations «««««««-wwxesremessrrmsnmmriiiiii 101
DT TIAIA + v v e veemre et e 103
271 OVerview OFf INdig -« -« veerrrerrereremeemmemmntaenn .. 103
2.7.2 Background to Indian E-Commerce Strategy «=««««=«xereoeeereeeeees 104
2.7.3 Orientation of E-Commerce Strategy in India -« ----coeeoeeeereeeees 107
2.7.4 Details about India’s E-Commerce Strategy--«-«----«-x-xreeeeeeeeees 108
2.7.5 Implementation of E-Commerce Strategy «««-«-«--xxorreereeeeeees 110
D8 TLEIANIA v v v v v erreremeeme e e et 112
281 Introduction to Treland ««-«--«--+r-rrrrrrrmrrmmmrnmmnieiaeaeiaeaeans, 112
2.8.2 E-Commerce Strategic Background «+-«««-++= sreesssmsmeessnn. 115
2.8.3 E-Commerce Strategic Orientation = --w - rrrrrrrrerrrreserreneeaaeenn. 119
2.84 E-Commerce Strategy inlreland - cocrrrrrrrrrrrm 120
2.8.5 Implementation Achievement of E-Commerce Strategy--«--+------ 124
2.9 SENGAPOLE: -+ +rwwe e srrreee e eeesii ettt 125
2.9.1  OVerview of SINgapOre - «««++««r+ssrresssrsssistssiite 125
2.9.2  Strategic Background - ---««=--«rss rreemrmeai 126
293 Strategic (@) 151017:15 [0 )t BRRRRRR R R R PR PR PR PP PP PR PR 128
2.9.4 Detailed E-Commerce Strategy «-««««+==wrrtsssmrrssssmnmeenn. 128
2.9.5 Implementation Achievement of the Strategy --------------v-eeeeeee 132
210 Republic Of KOTea -+« ««+++wrrssrrresmmressisseseiii e 134
2.10.1 Basic CONAItIONS -« v« rrerrerrremreemmemmeemeeneeieaenenenee, 134
2.10.2 Background to ROK’s E-Commerce Strategy «««-«-«-cocoeoeeeeeee 135
2.10.3  Orientation of ROK’s E-Commerce Strategy -« «-«««-coeeoeeeeeees 136
2.104 ROK'’s E-Commerce Strategy =««««+++=wrrtssmsmressssmsmneenn. 137

D.10.5  IMEASUTES < +rcrrerrrrrermreeeeneeantt ettt 138



Contents  vii

2.10.6 Current Situation and PI'OSpCCtS ...................................... 139
2. 1 1 Features Of Each Nation ..................................................... 142
2' ] 1 1 Common Features ....................................................... 142
2' 1 1 2 National Strategic Personalities ........................................ 144
References ............................................................................. 1 46
3 E-Commerce Strategy of Industries - -««--=---ssoeeeserei. 151
3 1 COHSthtiOH Industry .......................................................... 1 52
3.1.1 Overview of the Construction Industry «--«-----croeerrreeeereeeeees 152
3.1.2  Advantages of E-Commerce in the Construction Industry -«-------- 153
3.1.3 Implementations of E-Commerce in U.S. Construction Industry--- 155
3.1.4 Construction Industry in China Needs E-Commerce---«------------ 158
3.2 Transportation Industry -« ««««-ceeeerreemrrmii 159
3.2.1 Impacts of E-Commerce on Transportation ««-«--«-«-x-woeeeeeeeeee 160
3.2.2 Emergence and Development of Transportation E-Commerce ----- 161
3.2.3 China: The Development of Transportation Informatization-------- 164
3 24 PrOSpeCtS fOI' the Transport Industry .................................... 166
3 3 Financial Sector ................................................................ 1 67
3 3 . 1 Financial Industry ......................................................... 1 67
3.3.2 Impact of E-Commerce in the Financial Industry «--«--«-ccocoeeeeee 168
333 Finance SerViCeS in E_Commerce ...................................... 169
3.3.4 E-Commerce Application in the Financial Industry in China ----+-- 171
3.4 ManUFACHUTING -+ -+ -« +vvesreresrems ettt 173
3.4.1 Manufacturing Industry and E-Commerce -« <+« «-wcoveereereeereeeens 173
3.4.2 Necessity of Adopting E-Commerce in the Manufacturing
Industry in China:-« -« eeeeremsrei 175
3.4.3 E-Commerce Strategy of China’s Manufacturing Industry ---------- 176
3.4.4 Snapshot and Foresight of E-Commerce in China’s
Manufacturing Industry .................................................. 1 78
3.4.5 A Technical Perspective: E-Commerce Solution for
Manufacturing INdustry -+« +-eeeeeeeeerem 180
3.5 Textiles and Apparel -«««««--xwxeeeesrrremiiii 182
3 5 l Textﬂes in China .......................................................... 1 82
3 52 E_Commerce in Textﬂes ................................................. 1 84
3.5.3 Current Situation of China’s Textile E-Commerce ------------------ 187
3.54 E-Commerce Strategy in China’s Textile Industry «-«--«--coceoeeeeee 191
3 6 Telecommunications Industry ................................................ 1 94
3.6.1 Telecommunications Industry in China <=« «««-weveeereeeeereereeneens 194
3.6.2 E-Commerce: The Driving Force of China’s
Telecommunications IIldU.StI'y ........................................... 196
3.6.3 E-Commerce Strategy of China’s Telecommunications Industry --- 197
3.6.4 E-Commerce Practice in China Telecom «-----rveereeemeeeeeeenees 200
3.7 COMIPATISONS «+ ¢+ vw e s reee s ress s seees et ettt 203

References ............................................................................. 205



viii  Contents

4 E_Commerce Strategy in Enterprises ...................................... 207
4.1 IBM: Are You Ready for E-COmmerce? «-««««++++sswrrsssmmsseesssninns 208
4.1.1  History Of IBM «««-eeeeerrerssrmereniiii 209
4.1.2 Background of IBM’s E-Commerce Strategy «-«-«----«-covoeeeeeeeeee 211
4.1.3 Contents of IBM’s E-Commerce Strategy «««-«-----xoxreereereeees 212
.14 IVICASUILES -« - v v v verrerremeemeenemtet ettt et ettt ettt 214
4.1.5 Strategic Positioning and Implementation =« -« «-exereererereeeees 218
4.2 GE: Revolution in Traditional Industry ««-------eoereremeeeeeeeeeeens 220
4.2.1 GE: the Giant in Traditional Industry =«-«-«-coeremerrmrereeeeee 220
4.2.2 Background of GE’s E-Commerce Strategy -« roeeereeeeee 222
423 GE’s E-Commerce Strategy ............................................. 224
4.2.4 Implementation of GE’s E-Commerce Strategy «-««-«-c-coeeeeeee 225
4.2.5 Benefits to GE’s E-Commerce Strategy -«--«-----roemereeeeeeeeees 227
43 GOOQISIT -+ vvrersseeeees ettt 232
4.3.1 Google: A Rising Star in the Internet Age -« voeeeeeeeees 233
4.3.2 E-Commerce Strategy of Google ....................................... 234
4.3.3 Technologies Behind Google’s Great Results -« ------coeeereeeeeees 236
434 G00gle’s AChIEVEIMENLS «+++rrrrrrrrrrrsssessrrrrriiieeeeeee 240
43.5 Effects on People’s Daily Life -+ vreeovrrssmmresmem 241
4.4 Haier’s Legend -« -rwwwweerrrrmesrrrii i 242
4.4.1 Introduction to Haler «-c«rrrrerrrrrrrremeermeiniiiiiiiiiaiiiaen., 242
4.4.2 Haier’s Development Phases «««««««--=-=ssssseerrrrrm. 243
4.4.3 Contents of Haier’s E-Commerce Strategy -« «----«-xoxoeeerreeees 245
4.4.4 Effects of Haier’s E-Commerce Strategy -« «-«--worrremrerreseeeees 247
4.5 Taobao: The Largest Online Trading Platform in Asia »«-«--oeoeeeeeeeeee 248
451 What iS Taobao? .......................................................... 248
4.5.2 Background of Taobao’s Establishment and Development -------- 249
4.5.3 Taobao’s E-COmmerce Strategy «««««««==+ttrrsseerremmermnn: 250
4.5.4 Effects of Taobao’s E-Commerce Strategy «««««xwxroerereeereeees 254
4.6 Growth of Industrial and Commercial Bank of China----------ovoveeeeee 259
4.6.1 Basic Condition OF ICBC <« v crrrerrrerrentmmmuaneeaenenaaeen. 260
4.6.2 E-Commerce Development Background of ICBC: -+« - +xveveeeeeees 260
4.6.3 E-Commerce Strategy and Implementation -----------eeereeeeees 262
4.6.4 Benefits of ICBC E-Commerce Strategy «--«-«---c-rmeeeeeeeeeeees 264
4.7 RiSE OF LENOVO v rrrrrrermrmremeee et et 268
471 TntrodUCtion tO LLEMOVO -+« -+ - rrrrrrrrerrenraneanemneananeeneaieaeans 268
472 E-Commerce HiStory of Lenovo ««««««-+sssssrrrerrmmmrnnneiini. 270
473  Strategic Background: - +«+++«««wxesermsmererertimiii 273
4.7.4 Details of Lenovo’s E-commerce Strategy ««-««-«-vcoveeeerreeeeeees 274
4775 WHhat Lenovo Gets -« -« -ccrrrerememrentmmmmentmtatenttaineaen 278
4.8  CONCIUSIONS “+ v+ v ereerrereemermemtetet ettt 279
REECIEIICES «+ v v+ v v e smrme e e e e s e e et e e et et e e 281
5 E-Commerce Strategies in Specific Strategic Environments--------- 285
5.1 How to Fight Against Financial Crises -« =+sssrrrrrrrmrnnnsaeeeeeee. 285

5.1.1 Financial CriSig« -« -« e ererrrrrrrnrnrnrnmnmnmnttttttntneenn 285



Contents  ix

5.1.2 Impact of Financial Crisis on B2C E-Commerce in U.S. -+ 287
5.1.3 Opportunities Brought about by the Financial Crisis to
China’s FoCOmMIMErCE -+« -« v e reemreemeemmeemmeenueenemeeneeneen. 291
5.1.4 China’s B2B Websites in the Financial Crisis -« rororererreeeeees 293
5.2 Unexpected Natural Disasters -« +++r««xsserrrremmmsrr 295
5.2.1 Serious Influences on Human Society ««««coereeerererreereeeeeens 296
5.2.2 Emergent Materials and Emergency Logistics =+« «xrereeermereeeeeees 297
5.2.3 E-Commerce in Emergency Logistics <« «wxxrerrrerrereerrereeeeeens 299
5.2.4 Weakening Negative Influences of Natural Disasters Using
oG OIIMIGICE + # + + v+ # v e e e e e et s e e m e et e et ettt et et et e e e 300
5.3 Top Ten Industrial Revitalization Plans ==+« «-ccoveeereereremeneeeeees 303
53.1 Background ................................................................ 303
5.3.2  Opportunities of E-Commerce in Top Ten Industrial
Revitalization Plans ...................................................... 304
533 SUMMMATY -+ +vvveererrereesssssemes ettt et 311
S S T T P 311
6 Technical E-Commerce Strategy «««+++++-==++++ssssssereessssnniniaannns 313
6.1 E-Commerce Fundamental Technology :-««««++«-sreresremesreneee 314
6' 1 . 1 Web Technology .......................................................... 3 1 4
6' 1 2 Electronic Data Interchange ............................................. 3 1 8
6.1.3 RFID, GPS, and GIS Technologies «««««««««=+++sssrereeemmmennnn: 319
6.1.4  Security and Other Implementation Issues «=««-«ocoereeeeerrereeeeeeee 322
6.2 Mobile Communication Technology «++«««++++sssseeesssmsseeeseninn. 326
62.1 Mobile COMMUNICALION -+ -+ -+ v e rrrrrrrrrrrnrrrenrneneneneneneneen. 326
6.2.2  Wireless Telecommunications Networks -«-«-«-«-x-xreererereeeenes 331
6.2.3 Technical Limitation of Mobile Communication «---«-------xxo-- 332
6.3 E-Commerce Emerging Technology «««««««===+sssrrrrerrmnerrnn. 332
6.3.1 IPTV ........................................................................ 333
6.3.2  SNS (Social Network Service) «++++++««««xsmsssesserrrrmmiinnnnas. 334
6.3.3  Cloud COMPUENE -+« ««««wwrrrrrrrrrsmssssssseiiiiiiiiiii 338
6.3.4 The Internet of Things ................................................... 339
6.4 Technology: Strategic Issue of E-Commerce -« «-«---xovrrerreereeeeeees 342
RCTEICIICES « v v+ v v v v e s eeemee e m et et e e et ettt et et ettt ettt 346



	Title Page
	Copyright Page
	Preface
	Table of Contents


<<
  /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 1.4
  /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 150
  /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 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 150
  /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 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /Warning
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 600
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /PDFA1B:2005
  ]
  /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 (sRGB IEC61966-2.1)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<


    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e55464e1a65876863768467e5770b548c62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200036002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc666e901a554652d965874ef6768467e5770b548c52175370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200036002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>



    /HUN <>
    /ITA (Utilizzare queste impostazioni per creare documenti Adobe PDF adatti per visualizzare e stampare documenti aziendali in modo affidabile. I documenti PDF creati possono essere aperti con Acrobat e Adobe Reader 6.0 e versioni successive.)
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020be44c988b2c8c2a40020bb38c11cb97c0020c548c815c801c73cb85c0020bcf4ace00020c778c1c4d558b2940020b3700020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200036002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken waarmee zakelijke documenten betrouwbaar kunnen worden weergegeven en afgedrukt. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 6.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>


    /SKY <>

    /SUO <>
    /SVE <>
    /TUR <>

    /ENU <FEFF004a006f0062006f007000740069006f006e007300200066006f00720020004100630072006f006200610074002000440069007300740069006c006c0065007200200039002000280039002e0034002e00350032003600330029002e000d00500072006f006400750063006500730020005000440046002000660069006c0065007300200077006800690063006800200061007200650020007500730065006400200066006f00720020006f006e006c0069006e0065002e000d0028006300290020003200300031003100200053007000720069006e006700650072002d005600650072006c0061006700200047006d006200480020>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [595.276 841.890]
>> setpagedevice




