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Chapter

Introduction

There are many books and training courses on
the basics of product management and product
marketing. These provide an excellent
foundation for new product managers, or even
for those who have been around a while but want
to sharpen their skills and ensure they are using
best practices.

This book is designed to go one step beyond the
other books and training available today. Its
focus is to cover four of the most critical elements
in ensuring product success, and to convey
practical strategies, insights, tips and techniques
that | have learned from hands-on experience
defining, launching and marketing over fifty
products during the last twenty years of my
career. This includes best practices learned from
Apple, Symantec, Adobe and dozens of startup
and mid-sized firms that my company, the 280
Group, has helped with Product Management
and Product Marketing consulting projects.

We'll be covering how to prioritize features and
build product roadmaps, which is absolutely
critical for getting your team and company on the
same page and for delivering the right features in
your product at the right time. We'll also cover
how to run effective Beta programs, which can

Expert Product Management 1



oftentimes mean the difference between shipping a poor-quality
product and shipping a product that you have a high degree of
confidence in. From there we'll talk about how to plan and execute an
effective product launch. Short of building a great product, product
launches are one of the most (if not THE most) critical factors for
achieving success. And finally, we'll discuss how to get phenomenal
reviews for your products. Oftentimes this is an area that is an
afterthought, and is not dealt with until or unless the product receives
poor reviews. With a well-managed review program, you can turn press
and analysts into one of your most powerful marketing weapons,
further accelerating the success of your product.

In addition to these four areas there are, of course, other key things to
focus on to ensure your product's success. We'll be covering these in
future books as well as in our monthly newsletter, PM 2.0, which is
available on our website.

Though the information in this book is based on experience with
high-tech software and hardware products, in many cases it will be
highly applicable to all kinds of other products. The fundamentals of
good Product Management and Product Marketing remain true across
different types of products, though the details of execution may vary.

All of the techniques and information outlined in this book have been
used in real-world situations with great success. Virtually all of the
documents and tools that are discussed in this book are available on
our website (some free, others as part of our toolkit series), giving you
the ability to leverage them to get more done, deliver better results and
save time.

We hope the information you learn from this book will help you to ship
many great new products that delight your customers, change the way
they live and work and make significant profits for your company. We
wish you success as you go about defining, launching and marketing
your new products!
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Chapter

Beta Programs

After the roadmap and the market and product
requirements are delivered to your engineering
team, development will begin. When the product
is nearing a stable point where all features are
implemented, it is time to plan and run a beta
program. Beta programs are often overlooked by
many companies until it is too late, resulting in
shipment of poor quality products, lost sales and
sometimes even more significant negative
consequences.

Why Beta Programs Are
Critical

A well-run beta program can provide you with the
external validation you need to ship a product
with confidence. It can tell you whether the
product is truly going to satisfy customers and
meet the quality level you are seeking. It can also
provide you with early learning and feedback,
customer testimonials and quotes. And finally, it
can help you build ongoing relationships with
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your customers that you can leverage when tough feature decisions
come up in the future. A beta program can help to make or break your
product's success.

First, a Bad Example

Before we move on to how to succeed in your beta program, I'd like to
tell you about a recent experience that | had. | was contacted by a
friend who was launching a startup company. He has a very interesting
new product, and wanted to know if | would participate in the beta
program to make sure it was ready to launch. All | had to do was agree
to the terms, download the client software and spend a few hours using
the software. To incent me even further, there would be daily contests
where | could win gift certificates just for beta testing the software. |
was pretty excited, and not only signed up myself but recruited several
other people to join in.

When the beta test began, | downloaded the software and installed it.
| was ready to spend an hour or two each day for the next few weeks
helping out my friend and earning some gift certificates.

Unfortunately | had a very bad experience. | logged on and couldn't
figure out how to use the product. There was no documentation or help
system and the Ul was far from final. | decided to wait until the software
was updated so that it wouldn't be a waste of my time.

As the weeks progressed | got emails announcing that new builds were
available. However, they never included details about what had been
fixed or changed. | reinstalled at one point, only to find that | still
couldn't figure out how to use the product. Eventually | lost confidence.
| ignored any further emails and never ended up testing out the
software. I'm not even sure when the test ended or what the results
were. I'm not sure whether the company ultimately ended up shipping
a quality product, but | would bet that it was not as good as they wanted
it to be.
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Now, a Good Example

Now I'd like to tell you about a beta program success story. Years ago,
| was Director of Product Management for a startup company named
Whistle Communications, which made a product called the Interdet, an
Internet appliance for small businesses.

As we approached launch, we were under tremendous pressure. We
had to decide when to turn on manufacturing to build the first units,
which was a multi-million dollar commitment. We knew that if we made
a mistake and began building the product before it was ready, the
company would run out of money. We also had a very high-profile PR
campaign planned, and we needed customers who were willing to tout
the product's virtues.

| launched a beta program that resulted in 10 customers using the
product intensively for 10 weeks. Not only did we get confirmation that
the product was ready for manufacturing, we were able to test it in a
variety of environments not covered in our QA plan, and we got
in-depth early feedback for product planning purposes.

The result was that we had a high confidence level that we were ready
to ship, had a good idea of what needed to be done next to the product,

and had excellent customer references, quotes and success stories
prior to our press tour.

How to Run a Beta Program
Running a successful beta program isn't rocket science, but there are
several considerations to take into account. The following is a list of
factors to keep in mind:

* Setting goals

* Writing the plan & getting sign off

* Deciding who will manage the program

* Determining the length of program
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* Recruiting participants

» Selecting candidates

» Defining factors in response rates
» Estimating participation levels

* Obtaining agreements

* Determining incentives

» Starting the program

* Maintaining ongoing communication
* Responding to participants

* Communicating internally

* Administering exit surveys

* Writing a final report

We'll cover each of these topics in more depth in the next few pages.

Beta Program Timeline

To give you an idea for planning purposes of how much time an
effective beta program takes, we've put together this rough timeline.
The schedule will be highly dependent on what your goals are for the
program, but you should plan on 8-12 weeks to run a very
comprehensive beta program.
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Beta Program Timeline

Task Amount of Time

Set goals, write plan, sign off 1 week

Recruit & receive applications | 3 weeks

Select, notify, send agreement | 1 week

Run program 3-6 weeks

Exit survey, tally results, write 1 week
final report

TOTAL 8-12 weeks

Figure 15: Beta Program Timeline

Setting Goals

The first step is to determine what your real goals are and get your
team and executives in agreement. We suggest that you determine the
goals of the beta program as early as possible in the product
development process. Ideally you can even mention the goals in the
Market Requirements Document (MRD) so that the team has
expectations set early on. You'll want to reiterate these goals in a
separate beta plan, which we'll cover later. The goals should be as
concrete as possible, and you should make sure that your team and
executives are in agreement up-front.
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Potential Beta Program Goals

There are many reasons to run a beta program. The key is to be clear
about what is important. Here are just a few of the goals you may want
to include:

Do you want to validate whether the product is ready to ship?

Do you want to supplement your QA efforts to cover configurations
that aren't being tested in-house?

Are you looking for early customer references, or do you just want
participants to find bugs for you?

Are you trying to gather feedback to get ahead of the curve for the
next version of the product?

Do you want to make the launch smoother by finding support
issues and documenting them in an FAQ?

Do you intend to support press, analysts and influencers using the
product for early reviews during the beta?

Depending on which of these you choose, your strategy for recruiting,
qualifying and supporting participants will vary quite a bit.

Examples of Concrete Goals

Here are some examples of concrete goals you might want to consider:

You might want to test the ship-readiness of the product. To do this
you can set metrics around the program such as having at least 20
companies use the product for at least a month. Or you may want
to use a qualitative measure such as “The product may not be
deemed ready for shipment until ninety percent of the beta
customers agree that it is ready to ship.”

You may want to supplement your QA efforts. Looking at your QA
test plan, are there any areas that are weak? Are there any
customer configurations that are particularly difficult for you to
recreate in your testing efforts?
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* You may want to set some goals around your launch activities,
such as getting at least three companies to be success stories and
getting five customer quotes or referenceable customers for the
press to contact.

There are almost an infinite number of goals you could choose. The

key is to choose the ones that are meaningful based on your project,
make them as quantitative as possible, and stick to them.

Beta Program Plan
A beta program plan is critical so that all responsible parties
understand and agree up front to their commitments. It needn't be a
long document - in fact it is better if it is short, so that there is a higher
likelihood that team members will read it. Make sure it includes the key
points listed below, and that it is as specific as possible.

* Goals

* Recruiting

* Criteria for starting

* Costs

e Timeline

* Responsibilities

e Criteria for success

» Signoff
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Who Manages It?

Who manages your beta program will be a critical decision. Oftentimes
it ends up being the Product Manager, Project Manager or QA
manager. Many times it is delegated to an Admin or junior person. Or
you may choose to bring in a contractor who specializes in beta
programs.

The two most important criteria for choosing this person are that they
are reliable and that they are able to respond to the customer
appropriately. If you have press and analysts in your beta program or
customers that are critical accounts for your company, you don't want
to put a junior person in charge who doesn't have good people and
communications skills to handle difficult questions and issues. Who
you choose to be in charge will depend on what your stated goals are.
The other critical factor is that the person MUST have enough time to
dedicate to doing the job - likely to be at least 10-20 hours per week for
the duration of the program. If you assign someone who is overloaded
already, your program will suffer.

When Do You Start?

Deciding when to actually start the program and deploy the product
should be determined early on in the process. Some possible criteria
could be to begin when:

1. There are no crashing bugs
2. The bug count has stabilized

3. The internal team has been using the product successfully for a
specified number of weeks

You may choose one or a combination of these. Once that first

customer is successfully running and stabilized, then you can deploy
more widely, having gotten any issues out of the way.
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How Long?

The most common reason that beta programs fail is that the team
underestimates the time needed for the program or they decide very
late in the process to cut the beta program down significantly. By
default it will often end up being assumed that a program be run in two
weeks. This is incredibly optimistic, and doesn't take into account the
fact that beta users may have other priorities that may deter them from
even installing the product for a week or two after they receive it.

On the flip side, a longer program is very difficult to keep going.
customer interest in helping you out drops off and the last few weeks
become virtually worthless. This is dependent on the type of product
you have and the incentives - if it's an exciting product and you have a
contest for finding bugs you might be able to sustain a longer beta
program

The ideal length for most products is 4-6 weeks. This gives you enough
time to ramp up the customers, get good feedback and get some
sustained usage. Murphy's Law also applies here - if you plan for 6

weeks you'll likely end up doing a 3-4 week program because inevitably
the schedule will slip or other factors will come into play.

Recruiting Participants

There are many different potential sources and approaches for
recruiting participants:

e Current customers

¢ Prospects who didn't purchase
e VCs/Investors

* Personal networks

* Sales force and leads

¢ Advertisements (Craigslist, local newspaper)
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Depending on how many participants you want and how much time you
have, you can recruit via email, phone or your website. Much of this will
be dependent on what your goals are and what your expected
participation levels will be.

Recruiting

When you begin recruiting participants, you'll want to make sure that
you have all of the program details in place. Tell them the basics of the
program, what you are asking them to do and why it will be worth their
time. Also gather the information about their environment so that you
can decide whether they qualify to be in the program.

In your communications make sure you convey the benefits of
participation very strongly, so you get a high response. You might also
want to come up with a clever name. For example, one beta program
that my company, the 280 Group ran for a client was called The Great
Bug Hunt Contest, and we had a large number of people apply.

Factors in Responses

So what kind of response can you expect? There are a variety of
factors that will influence this:

* How popular is your product?

* Are you completely new or unproven?

» Will it require testers to risk interrupting their business?

* Are you an established company, or one they have never heard of?

* Is your marketing pitch compelling, and will you deliver it in a
personal way rather than simply as a mass email blast?

For example, if you have a wildly popular and proven product like the
Apple iPod, which is from a well-known company and comes with very
little risk, you will likely be able to recruit many willing participants. On
the other hand, if you have an enterprise software product from an

12 Chapter 3: Beta Programs



unknown startup that requires test participants to install it in their
day-to-day infrastructure and risk crashing, you may not be able to find
more than one or two participants.

Incentives

If the factors in getting a good response are working against you, then
you should probably provide incentives. For some participants, simply
improving the product will be enough. For others, offer a free or
reduced price copy of the final product. Or you may want to run a
contest, though you need to be careful regarding contest rules in the
states in which you do business.

Participation Levels

Figure 16 gives you an idea of how many participants you might expect
based on whether the product is brand-new or an existing, well-known
product and what kind of recruiting approach you use. One important
thing to note is that the percentage of active users is always much
smaller than the number that signs up and commits to be part of the
program, so always shoot for having a large number of signups.

Participation Levels

Existing product with New product with
personal approach impersonal approach
25 Recruited 100 Recruited
20 Interested 40 Interested
15 Sign Up 20 Sign Up

10-12 Active ; ; 5-8 Active

Figure 16: Beta Program Participation Levels
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Selection of Candidates

As customers respond indicating they wish to participate in the beta
program, capture their details in a recruiting database. Once you have
the recruiting database populated with enough responses, you can
choose your candidates. Make sure they represent your target
customer. Pay particular attention to getting some lower and mid-level
users in the mix so that your feature requests and data aren't skewed
towards power users (who are usually the ones most likely to
participate in beta programs). And finally, make sure the mix
supplements your existing QA efforts.

Agreements

Always use beta program agreements because it helps to weed out the
participants that aren't serious up-front. A good agreement sets
expectations on both sides and includes an NDA (Non-Disclosure
Agreement). It doesn't need to be complicated, but it should include the
program length, incentives, what you expect them to do and what
support you will provide.

For the participants you have chosen, send out the beta agreement
and give them a hard deadline to return the materials. Once the
deadline passes, you'll then be able to evaluate whether you have a
large enough and diverse enough pool of participants to accomplish
your goals.

Kicking Off the Program

When you are ready to start the beta program, make sure that you do
everything possible to avoid a false start. Double-check the installer
and software download sites. Make sure the interface and
documentation are ready for customers to use in a meaningful way.
And build a FAQ that you can include to help customers from hitting
bumps in the road.
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Nothing will stall the participation of your beta testers more than having
them sit down to get started and then get frustrated if things don't work
right. If you don't give them confidence in your product early on, they
will be far more likely to drop out of the beta program.

Ongoing Communication

As the program progresses, make sure that you keep the
communication going. Use the phone or email to provide participants
with status updates from your side and to check in on whether they are
staying on top of their commitments to install and use the product. This
will give them an increased sense of confidence that it is worth their
time to continue using the product.

You'll want to include the following in your communications:
e Start date
* End date
* How to submit bugs/feedback
* Ongoing status
* New build/installation info

¢ Contest details/additional incentives

Responding To Participants

In your beta agreement and ongoing communications, set an
expectation for what kind of response time participants will receive if
they encounter problems or have questions. Also, when they submit
bug reports or feature requests, acknowledge that you have received
them so that they know you are listening.
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You can capture information through the Web and into a database, or
use email. Email is likely to be much easier and faster and give you a
better response, since the participants don't have to log in with a
username and password, etc.

Communicating Internally

As the program progresses, make sure you send weekly status reports
to everyone involved inside your company. This will add credibility to
the program and will decrease the number of people who contact you
to ask where the program stands. Include the number of bugs, their
priorities and whether the program is meeting the stated goals. Also
include the feature requests coming from customers so that the team
can see them firsthand.

Exit Surveys

Always end your beta programs with a short exit survey, and make sure
that participants MUST fill it out to get any of the incentives. Ask them
how much they used the product, their overall impressions, whether
they believe it is ready to ship, etc. Also ask them to rank the features
in terms of importance and what other suggestions they have for
improvement.

You can conduct the survey through email or you can use Zoomerang,
Survey Monkey or one of the other online tools. You may also want to
visit a few of the most important customers to get more in-depth
answers.
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Beta Program EXxit Survey

1.) What types of tasks did you attempt with the product?

2.) Were you able to save time as a result of using the product?

3.) What did you like best about using the product?

4.) What did you like least about using the product?

5.) Was there anything that confused you about using the product?
6.) Do you believe that the product is ready to ship?

7.) What are the 3 highest priority things that need to be changed?
8.) Rank the value of each of the following features:

1=not compelling
5= very compelling

1.) Feature #1
1 2 3 4 5

2.) Feature #2
1 2 3 4 5

Figure 17: Beta Program Exit Survey

Final Report

As you prepare to ship the product, deliver a final report with
recommendations. Include the bug trend info to show that bugs have
stabilized, as well as any open issues that customers brought up that
aren't resolved. State whether you met the overall goals, and include a
summary of customer opinions and feedback from the final survey.
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Deliver this report to the team prior to the sign off on the Golden Master
or First Customer Ship decision - it will help immensely in making sure
that everyone who is signing off has a realistic picture of whether the
product is ready to ship.

Follow Up

You've spent a lot of time recruiting the program participants, so don't
let your hard work go to waste. At a minimum consider sending “Thank
You” letters to them, and you might even want to send them a nice gift
so that they are more inclined to participate in your next beta program.
Also, leverage the relationships you've started to build. You can ask
beta customers if they are willing to be on a customer council or
participate in other beta programs in the future. And finally, ask them if
you may call them in the future if there are specific features your team
wants advice on. Having a few customers you can quickly call to get
opinions can be invaluable when your team isn't sure about how to
implement a feature or what might be important from a customer point
of view.

Best Practices

Make sure to circle back and circulate a brief summary to the team
about the program, including what worked and what didn't. This will
help your company get increasingly better with each beta program you
run. Also, make sure to give thanks and praise to each of your team
members - it takes a lot of hard work to execute a beta program.

18 Chapter 3: Beta Programs



About the Author

Brian Lawley is the President and Founder of the
280 Group, a Product Management services firm
that provides consulting, contractors, training
and templates. He is also President of the Silicon
Valley Product Management Association, the
world's largest Product Management
Association. During his twenty year career in
Product Management he has defined, launched
and marketed over fifty successful products for
companies such as Apple, Symantec, Adobe,
Palm and dozens of startup and mid-sized
companies.

Mr. Lawley was nominated for the Product
Management Excellence Award for Thought
Leadership by the Association of International
Product Marketing & Management in 2006 and
2007. He is the editor of Product Management

Expert Product Management 19



20

2.0, a newsletter and Blog devoted to excellence
in Product Management and routinely writes
guest articles for a variety of other publications.
He frequently speaks on the topic of Product
Management, has delivered several keynote
addresses at well-known conferences and has
been featured on CNBC's World Business
Review and the Silicon Valley Business Report.

Mr. Lawley is a Certified Product Manager (CPM)
and Certified Product Marketing Manager
(CPMM). He earned an MBA with honors from
San Jose State University and a Bachelors
Degree in Management Science from the
University of California at San Diego with a Minor
in Music Technology.

Author



A Message From Happy About®
Thank you for your purchase of this Happy About book. It is available online at

http://happyabout.info/expertproductmanagement.php or at other online and
physical bookstores.

» Please contact us for quantity discounts at sales@happyabout.info

* If you want to be informed by e-mail of upcoming Happy About®
books, please e-mail bookupdate@happyabout.info

Happy About is interested in you if you are an author who would like to submit
a non-fiction book proposal or a corporation that would like to have a book writ-
ten for you. Please contact us by e-mail editorial@happyabout.info or phone
(1-408-257-3000).

Other Happy About books available include:

» Scrappy Project Management:
http://happyabout.info/scrappyabout/project-management.ph

* 42 Rules of Marketing:
http://happyabout.info/42rules/marketing.php

» Overcoming Inventoritis:
http://happyabout.info/overcoming-inventoritis.php

» Foolosophy:
http://happyabout.info/foolosophy.php

» Tales From the Networking Community:
http://happyabout.info/networking-community.php

* Happy About Online Networking:
http://happyabout.info/onlinenetworking.php

» Confessions of a Resilient Entrepreneur:
http://happyabout.info/confessions-entrepreneur.php

» Climbing the Ladder of Business Intelligence:
http://happyabout.info/climbing-ladder.php

¢ The Business Rule Revolution:
http://happyabout.info/business-rule-revolution.php

» Happy About Global Software Test Automation:
http://www.happyabout.info/globalswtestautomation.php

* Happy About Joint Venturing:
http://happyabout.info/jointventuring.php

* The Home Run Hitter's Guide to Fundraising:
http://happyabout.info/homerun-fundraising.php

Expert Product Management 21


http://happyabout.info/expertproductmanagement.php
mailto:sales@happyabout.info
mailto:update@happyabout.info
http://happyabout.info/onlinenetworking.php
http://happyabout.info/confessions-entrepreneur.php
http://happyabout.info/business-rule-revolution.php
http://www.happyabout.info/globalswtestautomation.php
http://www.happyabout.info/globalswtestautomation.php
http://happyabout.info/scrappyabout/project-management.php
http://happyabout.info/42rules/marketing.php
http://happyabout.info/overcoming-inventoritis.php
http://happyabout.info/foolosophy.php
http://happyabout.info/networking-community.php
http://happyabout.info/climbing-ladder.php
http://www.happyabout.info/globalswtestautomation.php
http://happyabout.info/jointventuring.php
http://happyabout.info/homerun-fundraising.php

	“Expert Product Management” Book Excerpt
	WHITE PAPER Table of Contents (included here)
	Introduction
	Beta Programs
	Why Beta Programs Are Critical
	How to Run a Beta Program
	Setting Goals
	Beta Program Plan
	Who Manages It?
	When Do You Start?
	How Long?
	Recruiting Participants
	Agreements
	Kicking Off the Program
	Ongoing Communication
	Responding To Participants
	Communicating Internally
	Exit Surveys
	Follow Up
	Best Practices

	About the Author


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /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 /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /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

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000500044004600206587686353ef901a8fc7684c976262535370673a548c002000700072006f006f00660065007200208fdb884c9ad88d2891cf62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef653ef5728684c9762537088686a5f548c002000700072006f006f00660065007200204e0a73725f979ad854c18cea7684521753706548679c300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020b370c2a4d06cd0d10020d504b9b0d1300020bc0f0020ad50c815ae30c5d0c11c0020ace0d488c9c8b85c0020c778c1c4d560002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken voor kwaliteitsafdrukken op desktopprinters en proofers. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents for quality printing on desktop printers and proofers.  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 /NoConversion
      /DestinationProfileName ()
      /DestinationProfileSelector /NA
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure true
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /LeaveUntagged
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice




