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Abstract

SOUČEK MARTIN, TURČÍNKOVÁ JANA. 2015. Factors for Choosing a Point of Purchase of Meat 
Products.  Acta Universitatis Agriculturae et Silviculturae Mendelianae Brunensis, 63(2): 639–646.

This paper is focused on factors infl uencing consumers when choosing an outlet when shopping for 
meat products. This issue is very relevant in the Czech Republic as there were a number of problems 
and aff airs in the food industry in the past period. Consumers begin to change their buying habits 
gradually and focus more on product quality. In the Czech Republic producers specializing in their 
production of meat products on quality have begun to improve their situation. The research results 
come from a questionnaire survey conducted in the Czech Republic (n = 1137). The data were processed 
with Statistica v. 11. Frequency tables, contingency tables and cluster analysis were used for the data 
analysis. Results show that in the Czech population a strong infl uence of price as a factor infl uencing 
a choice of point of purchase still prevails. Analyses focused on assessment of three hypotheses that 
were validated through decomposition into sub-hypotheses and application of contingency analysis. 
Measures of associations were examined in particular in relation to age category of respondents, 
household income, and level of attained education. In all cases, associations were identifi ed for all 
three characteristics, the strongest associations were found particularly in the context of respondent’s 
age. The presented results show that managers of stores selling meat products should pay attention 
to a demographic structure of their customers and adjust their services and off er to their preferences.
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INTRODUCTION
There are many factors that infl uence consumers 

in their purchasing decision-making process 
(Xuanli, 2007). The main factors that may infl uence 
the choice of point of sale when shopping for 
meat and meat products are certainly quality and 
price. Attributes, however, are numerous. This 
paper seeks to identify the levels of infl uence 
of the various factors when shopping for meat 
products in the Czech environment. This 
information may be quite useful for retailers when 
setting their marketing strategies. It also tries to fi nd 
the diff erences among customer groups according 
to their household income, education and age. 
The aim is to group the factors into basic categories 
of infl uence on the purchase decision process. 
The paper should provide useful information for 
the retailers and vendors of meat and meat products 
in general when preparing and implementing their 
marketing strategies.

Following hypotheses were set: 
H1:  Respondent’s age has an infl uence on 

the level of importance of individual factors. 
(This hypothesis will be evaluated through 
sub-hypotheses for each factor listed in 
the introduction. In a similar manner other 
hypotheses will be evaluated too.).

H2:  Level of household income has an impact 
on the level of importance individual factors 
infl uencing choice of outlet selection when 
shopping for meat products.

H3:  Level of attained education has an impact 
on the level of importance individual factors 
infl uencing choice of outlet selection when 
shopping for meat products.

The selection of factors was based on previous 
research and studies based on various surveys 
conducted on a similar topic, which is grocery 
store selection (e.g. Xuanli, 2007; Horská, 2009; 
Turčínková, 2007). Xuanli et al. (2007) present results 
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of their investigation focused on following attributes: 
advertisements, store display, price special, in-store 
tasting, safety assurance, convenience product, fat 
content and cholesterol content, etc. Primarily safety 
assurance and cholesterol content are reported as 
the most substantial one.

The article is based on the same assumptions as 
stated by Quagrainie, Xing and Hughes (2011) in 
their publication dealing with consumer behavior 
on the fi sh market. The purpose of their study was 
to determine consumer preferences. Their fi ndings 
were a base for recommendations for vendors 
of live fi sh. The factors they focused on were: 
expenditure on live fi sh, monthly quantity, distance 
traveled, seafood type, purchase frequency, quality 
assurance, freshness, tradition, price, size, native 
region. Income was the main used characteristic 
of the household. Each parameter was rated on 
a scale from 1 (positive) to 0 (negative). In addition, 
they analyzed impact of various price levels and as 
the most important factors infl uencing consumer 
choices were: price, size and freshness.

Pelzer et al. (1991) focused on factors infl uencing 
consumer rankings of alternative retail beef 
packaging. Also Rimal (2002) deals with factors 
infl uencing consumer preferences when buying 
meat. He focuses, however, on household 
characteristics (age, income, education, household 
type, country, race, etc.). The meat product 
characteristics considered were nutritional values 
(cholesterol, fat, vitamins and minerals, sugars). 
A diff erent direction in research of consumer 
behavior on the market with meat was followed by 
Drescher (2012) and her team, their focus was on 
consumer trust in meat producing industry and 
meat products. The team looked for diff erences 
in perception of fresh meat and processed meat 
products in respect of household characteristics.

Pirvutoiu and Popescu (2013) focused on 
the importance of individual factors in selection of 
meats raging from chicken to fi sh on the Romanian 
market. They diff erentiated fresh, frozen, and 
packaged meat. The analyzed factors were taste, 
smell aspect, color, texture, nutritive value, 
cholesterol content, price, production technology 
and poultry welfare, producer brand, label and 
provided information, packaging and weight. 
The results suggest that for Romanian consumers 
the most important are sensorial characteristic 
(taste, smell aspect, texture).

MATERIALS AND METHODS
The paper is based on information obtained 

from a long term research. This particular research 
was carried out in 2012. In total, there were 1137 
households that fi lled out the questionnaire 
properly. Respondents were from the Czech 
Republic. The identifi cation characteristics 
describing the household representative were: 
assessment of household income, household 
structure, region of residence, age category, gender 

and economic activity. The research was carried 
out through research online questionnaire system 
UMBRELA, developed by Department of marketing 
and trade at Faculty of Business and Economics, 
Mendel University in Brno. 

The Umbrela provides data in a format suitable 
for statistical processing. For editing, sorting and 
elimination of incomplete questionnaires MS Excel 
was selected. The data was then processed and 
analyzed in Statistica v. 11. The analysis included 
calculations of frequencies and other basic statistical 
characteristics. The results were presented in a radar 
chart. The analysis also included evaluation of 
statistical hypotheses about the independence 
(signifi cance level  = 0.01). The signifi cance level 
was then compared with the p-value, for p-value > , 
the null hypothesis was not rejected. To evaluate 
the strength of dependence, Pearson coeffi  cient 
of contingency was used. The coeffi  cient values 
range from 0 to 1. The higher the value, the stronger 
is the dependency. The outputs of the statistical 
so� ware Statistica were further processed in MS 
Excel and MS Word then.

RESULTS AND DISCUSSION
The research focused on analyses of a variety 

of aspects related to consumer behavior when 
shopping for meat and meat products. In our 
results, attention will be directed to the decision 
making about store choice and factors infl uencing 
this process. The factors were as follows:
• current off ers in leafl ets,
• a convenient store location,
• a possibility to park next to the store,
• proximity to public transport stops,
• low prices,
• friendly and courteous store staff ,
• fast service and care,
• short waiting times at cash registers,
• easy handling of claims and complaints,
• cleanliness and store layout,
• easy orientation inside the store (easy to fi nd 

merchandise),
• correct indication of products (most of all the 

prices),
• wide assortment,
• suffi  cient stock of merchandise currently in 

a special off er,
• fresh products,
• quality of merchandise,
• the store off ers Czech and local products,
• possibility to pay with lunch tickets,
• bags free of charge,
• habit.

In fi rst step of the analysis, the focus will be on 
the assigned level of importance of the individual 
factors in the selection of outlet when shopping 
for meat products. The most important infl uencing 
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factors are quality factors: fresh products (average 
rating 9.1) and quality of merchandise (8.9). The scale 
was set up from range 1 to 10, where 10 was very 
important and 1 unimportant.

The least important factors (out of the given 
set) were the off er of bags free of charge (3.9) and 
the possibility to pay with lunch tickets (3.8). Lunch 
tickets are employee benefi ts provided by some 
employers and employees can then redeem them 
at restaurants or selected grocery stores. Ranking 
of other factors can be seen in Fig. 1. The results of 
the analysis suggest that Czech consumers most 
of all focus on quality and simplicity of choice in 
a wide assortment of products. Consumers also 
expect short waiting times at cash registers and fast 
service and care. Low prices are in outlet selection 
less important than other mentioned parameters.

The results show that in the Czech population 
infl uence of price still prevails as a strong factor 
for choosing a particular point of purchase. But 
freshness of goods, which was rated as a signifi cant 
factor by nearly 60% of respondents, has 
the strongest importance. A quality of meat product 
has a similar eff ect (53%). Another signifi cant factor 
is the cleanliness and appearance of the store and 
assortment range. The results also demonstrate that 
respondents are not very loyal to specifi c stores. 
The article also presents a situation when selecting 
a specifi c retail format. The most used are (mid-size) 
supermarkets (68%) and butchers (59%). But in terms 
of retailers chains the most popular chain among 
respondents is Kaufl and. The survey results form 
a comprehensive view of how consumers select 
their preferred outlet for meat and meat products 
purchases.

Age Impact
The focus then turned to further analysis of 

possible diff erences among consumer groups 
according to three basic criteria: age, household 
income, and education. Respondents were divided 
into the following 6 groups according to age:
• 12–17,
• 18–24,
• 25–34,
• 35–54,
• 55–64,
• 65+.

The results shown in Fig. 2 suggest diff erences 
in preferences of individual age groups. Most of 
the factors are infl uenced by age consumers. In 
Tab. I we can see that the strongest dependence 
seems to be between respondent’s age and impact 
of current off ers in leafl ets (fl yers) on their store 
selection.

The hypothesis that the respondent’s age has an 
infl uence on the importance of individual factors 
was tested with use of the p-value and Pearson 
coeffi  cient of contingency. The null hypothesis of 
independence was rejected only for the parameters: 
friendly and courteous store staff , fast service and 
care, short waiting times at cash registers, easy 
orientation inside the store, and wide assortment. 
For the remaining factors, the null hypothesis 
of independence was rejected and it is assumed 
there is a relationship between age and individual 
factors. The degree of association is evident from 
the column with coeffi  cient of contingency value. 
The strongest association is demonstrated between 
age and current off ers in leafl ets and the possibility 
to park next to the store.

1: Mean rating values of factors according to income of household 
Source: questionnaire survey, 2012, n = 1137
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2: Analysis of factors according to respondent’s age 
Source: questionnaire survey, 2012, n = 1137

I: Measures of association – Age category

Factor p-value coeffi  cient of contingency H0

Current off ers in leafl ets p = 0.0000 0.43 reject

A possibility to park next to the store p = 0.0000 0.40 reject

Proximity to public transport stops p = 0.0000 0.35 reject

Low prices p = 0.0000 0.33 reject

Habit p = 0.0000 0.33 reject

The store off ers Czech and local products p = 0.0000 0.31 reject

A convenient store location p = 0.0000 0.29 reject

Quality of merchandise p = 0.0000 0.29 reject

Possibility to pay with lunch tickets p = 0.0000 0.29 reject

Cleanliness and store layout p = 0.0000 0.29 reject

Correct indication of products (most of all the prices) p = 0.0000 0.29 reject

Suffi  cient stock of merchandise currently in a special off er p = 0.0000 0.29 reject

Fresh products p = 0,0001 0.28 reject

Bags free of charge p = 0.0007 0.26 reject

Easy handling of claims and complaints p = 0.0027 0.25 reject

Friendly and courteous store staff p = 0.0151 0.24 not reject

Fast service and care p = 0.6814 0.18 not reject

Short waiting times at cash registers p = 0.1618 0.21 not reject

Easy orientation inside the store p = 0.0212 0.24 not reject

Wide assortment p = 0.0991 0.22 not reject

Source: questionnaire survey, 2012, n = 1137
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The Infl uence of the Consumer’s Income
In the next step of the analysis attention was paid 

to the impact of household income situation on 
individual factors aff ecting the choice of outlet when 
shopping for meat products. The income categories 
were given as follows:
• Insuffi  cient (such as when a household needs to 

borrow money for a short term, because monthly 
income is not suffi  cient).

• Low (covers basic household needs, but household 
needs to be savvy and limit these expenditures).

• Suffi  cient (household can cover its basic needs – 
such as food, housing, clothing, but needs to limit 
other expenditures).

• Satisfactory (covers all household needs within 
a reasonable range).

• High (allows higher investments and purchases of 
luxury goods).
Results in Fig. 3 suggest that there are diff erences 

in preference based on household income. 
The major diff erence is seen in case of households 
with very high and very low income. High-income 
households consider low price as unimportant 
factor. It is quite interesting that households 
with the lowest and highest incomes are similar 
in assessment of importance of many factors, 
such as: easy handling of claims and complaints 

and suffi  cient stock of merchandise currently in 
a special off er. To evaluate the hypothesis H2 (Level 
of household income has an impact on the level of 
importance individual factors infl uencing choice of 
outlet selection when shopping for meat products.) 
contingency analysis was used again. Tab. II reveals 
the results. The strongest associations between 
income and individual factors are for impact of 
current low prices and off ers in leafl ets.

The Impact of Consumer’s Level of Attained 
Education

The last tested relationship was defi ned in 
the hypothesis H3 (Level of attained education has 
an impact on the level of importance individual 
factors infl uencing choice of outlet selection when 
shopping for meat products.) that the strongest 
associations are with following variables: possibility 
to park next to the store, current off ers in leafl ets, 
suffi  cient stock of merchandise currently in 
a special off er, the store off ers Czech and local 
products, habit. More details are presented in Fig. 4 
and Tab. III.

Cluster Analysis
The fi nal step was cluster analysis; results 

are shown in Fig. 5. Factors can be divided into 
four basic clusters. First cluster groups factors 

3: Analysis of factors according to income of household 
Source: questionnaire survey, 2012, n = 1137
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II: Measures of association – Income

Factor p-value contingency coeffi  cient H0

Low prices p = 0.00000 0.30 reject

Wide assortment p = 0.00000 0.27 reject

Suffi  cient stock of merchandise currently in a special off er p = 0.00001 0.27 reject

Current off ers in leafl ets p = 0.00002 0.26 reject

Friendly and courteous store staff p = 0.00028 0.25 reject

A possibility to park next to the store p = 0.00078 0.24 reject

Short waiting times at cash registers p = 0.00158 0.24 reject

Proximity to public transport stops p = 0.00899 0.22 reject

A convenient store location p = 0.63020 0.17 not reject

Fast service and care p = 0.20862 0.19 not reject

Easy handling of claims and complaints p = 0.01220 0.22 not reject

Cleanliness and store layout p = 0.33189 0.18 not reject

Easy orientation inside the store p = 0.05620 0.21 not reject

Correct indication of products (most of all the prices) p = 0.03270 0.21 not reject

Fresh products p = 0.05520 0.21 not reject

Quality of merchandise p = 0.16009 0.19 not reject

The store off ers Czech and local products p = 0.01645 0.22 not reject

Possibility to pay with lunch tickets p = 0.07996 0.20 not reject

Bags free of charge p = 0.08073 0.20 not reject

Habit p = 0.07352 0.20 not reject

Source: questionnaire survey, 2012, n = 1137

4: Analysis of factors according to education 
Source: questionnaire survey, 2012, n = 1137)
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connected to price and habits: Current off ers in 
leafl ets; A convenient store location; Low prices; 
Habit; Suffi  cient stock of merchandise currently in 
a special off er.

The second cluster of factors can be described as 
in-store situational factors. The factors are: Friendly 
and courteous store staff ; Fast service and care; Short 
waiting times at cash registers; Easy handling of 

claims and complaints; The store off ers Czech and 
local products.

The next cluster if formed by qualitative store 
attributes, such as: Cleanliness and store layout; 
Easy orientation inside the store (easy to fi nd 
merchandise); Correct indication of products (most 
of all the prices); Wide assortment; Fresh products; 
Quality of merchandise.

III: Measures of association – level of attained education

Factor p-value contingency coeffi  cient H0

A possibility to park next to the store p = 0.00000 0.29 reject

Current off ers in leafl ets p = 0.00003 0.26 reject

Habit p = 0.00005 0.26 reject

Suffi  cient stock of merchandise currently in a special off er p = 0.00004 0.26 reject

The store off ers Czech and local products p = 0.00004 0.26 reject

Cleanliness and store layout p = 0.00024 0.25 reject

Correct indication of products (most of all the prices) p = 0.00007 0.25 reject

Fresh products p = 0.00006 0.25 reject

A convenient store location p = 0.00087 0.24 reject

Quality of merchandise p = 0.00097 0.24 reject

Low prices p = 0.00205 0.23 reject

Easy handling of claims and complaints p = 0.00247 0.23 reject

Bags free of charge p = 0.00617 0.23 reject

Friendly and courteous store staff p = 0.01361 0.22 not reject

Fast service and care p = 0.23655 0.19 not reject

Short waiting times at cash registers p = 0.09069 0.20 not reject

Proximity to public transport stops p = 0.01535 0.22 not reject

Easy orientation inside the store p = 0.12144 0.20 not reject

Wide assortment p = 0.07217 0.20 not reject

Possibility to pay with lunch tickets p = 0.45152 0.18 not reject

Source: questionnaire survey, 2012, n = 1137
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Distance
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Possibility to pay with lunch tickets
Proxemity to public transport stops

A possibility to park next to the store
Quality of merchandise

Fresh products
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Cleanliness and store layout
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5: Analysis of factors according to age 
Source: questionnaire survey, 2012, n = 1137
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The last cluster is formed by factors connected 
to convenience when shopping. These include: 
A possibility to park next to the store; Proximity to 

public transport stops; Possibility to pay with lunch 
tickets; Bags free of charge.

DISCUSSION AND CONCLUSION
The paper discusses factors infl uencing purchase decision-making process and focuses mainly on 
the choice of outlet when shopping for meat products and factors that infl uence it. The research 
results come from 1137 responses to a survey conducted in the Czech Republic. The data was collected 
through the UMBRELA questionnaire system. 
The authors of the article tested the relationship between consumer parameters and factors which 
are important for the consumer. These hypotheses were tested through contingence analysis. First, 
the p-value was calculated, and then it was compared with the signifi cance level. The signifi cance 
level used was  = 0.01. Every factor was evaluated on a scale with 10 levels (1 to 10, where 10 – the most 
important).
Firstly the analysis of importance of the factors in the selection of outlet when shopping for meat 
products was conducted. The most important factors were quality factors: fresh products (average 
rating 9.1) and quality of merchandise (8.9). The next step was to fi nd a popular point of meat purchase. 
The result shows that medium-sized stores are preferred. 
The following part included information about the contingence analysis. The consumer parameters 
chosen were age, the consumer’s income and their education. The hypothesis that the respondent’s age 
has an infl uence on the importance of individual factors wasn’t rejected and the infl uence is at a mid-
level (0.25–0.43). The essential infl uencing factor was leafl ets. The infl uence wasn’t demonstrated 
only for 5 factors. The income of consumers has infl uence especially on the following factors with 
impact on consumer’s decision making about particular meat product: low prices, wide assortment, 
merchandise, leafl ets. Null hypotheses weren’t rejected for the remaining 12 factors. The eff ect of 
education is important for numerous factors. 
The last part of this article dealt with a cluster analysis of the factors. Five clusters were found: the fi rst 
is price and habits, the second is in-store situational factors, the third is qualitative store attributes and 
the last is shopping convenience. 
If the results of this article were compared to similar studies, such as by Popescu (2013), Pelzer (1991), 
or Drescher and Rimal (2002), some similarities could be found. However, the focus of these studies 
is mostly on perception of meat packaging. In case of this article the attention was focused on more 
factors which are important in a buying process. What the studies have in common, that attributes of 
quality and freshness are the most important, just like for Czech consumers.
This article could provide useful information for companies which are focused on the meat market. 
The presented results show that managers of stores selling meat products should pay attention to 
demographic structure of their customers, fi nd out more about their preferences and adjust their 
services and off er to them.

REFERENCES
DRESCHER, L. S., DE JONGE, J., GODDARD, E., 

HERZFELD, T. 2012. Consumer’s Stated Trust in 
the Food Industry and Meat Purchases. Agriculture 
and Human Values, 29(4): 507–517.

HORSKÁ, E. et al. 2009. Európsky spotrebitel’ 
a spotrebitel’ské správanie [European Consumer 
and Consumer Behavior]. Nitra: Slovenská 
pol’nohospodárska univerzita.

LIU, X., NELSON, M. K., IBRAHIM, M. 2007. 
Analyzing consumer’s calculation factors in 
the purchase decision of goat meat. Journal of food 
distribution research, 38(1): 196–202.

QUAGRAINIE, K. K., XING, A. and HUGHES, K. G. 
2011. Factors infl uencing the purchase of live 

seafood in the north central region of the United 
States. Marine Resource Economics, 26: 59–74.

PELZER, P. M. L., MENKHAUS, D. J., WHIPPLE, G. 
D., FIELD, R. A. and MOORE, S. W. 1991. Factors 
infl uencing consumer rankings of alternative 
retail beef packaging. Agribusiness, 7(3): 253–267.

PIRVUTOIU, I. and POPESCU, A. 2013. Research on 
Consumer Behaviour in Bucharest Poultry Meat 
Market. Animal Science and Biotechnologies, 46(1): 
389–396. 

RIMAL, A. P. 2002. Factors Aff ecting Meat 
Preferences Among American Consumers. Family 
Economics & Nutrition Review, 14(2): 36–43.

TURČÍNKOVÁ, J., STEJSKAL, L. and STÁVKOVÁ, 
J. 2007. Rohodování a chování spotřebitele [Consumer 
decision-making and consumer behavior]. Brno: MSD.

Contact information

Martin Souček: martin.soucek@mendelu.cz
Jana Turčínková: jana.turcinkova@mendelu.cz 



<<
  /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


