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2009 Inside Sales Lead Generation
Metrics & Compensation Report Overview

In Q4 of 2008, The Bridge Group, Inc. surveyed over 125 North American technology
companies on inside sales implementations. The focus areas were: metrics and
compensation.

This report delivers the results as it relates to the Lead Generation model. For the purposes of
this report, we define Lead Generation as an Inside Sales model responsible for:

Pipeline generation
Appointment setting
Lead qualification
Lead nurturing

We hope this report will provide guidance as you build out your strategy and/or allow you to
make changes that will bring you into alignment with industry standards.

To receive ongoing updates on Inside Sales best practices as well as tips and techniques to
increase productivity, please sign up via RSS or email for the Inside Sales Experts Blog.
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Lead Generation Implementation Model

The Lead Generation model is typically implemented when:

— Company has moved beyond the start-up phase.
They are then able to invest in an organization that is focused on creating pipeline via
both inbound inquiry conversion and outbound calling.

— Company is established enough that Marketing generates a consistent pipeline of
inquiries to be qualified.
They also have sales distribution channels that are focused on opportunities further
along in the sales process which mandates that Lead Generation:

e Not only creates leads
- but also -
o Nurtures them till they are ready for sales intervention.

— Company is selling to the innovator through early majority technology buyer.
These buyers need to be educated and require more touches by both sales & marketing.
Lead Generation is a low cost, yet effective, way to accomplish this goal via a
combination of phone conversations & various marketing interactions.
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About the Technology Companies that Participated

Which best describes your solution?

Software
52%

Hardware
4%

The majority of companies that participated in this report are in the software space. The emerging
trend of offering hosted solutions / software-as-a-service (SaaS) is something we will continue to
track in future surveys. It will be interesting to note its impact on metrics and compensation.

What are your annual revenues?

Less than $5M H 11%

$30-100M 13%

>5100M 3%

|

0% 10% 20% 30% 40% 50%
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What market space do you target?

SMB Only
3%

Enterprise
Only
22%

Both SMB &

Enterprise
75%

Where does your solution fall in the technology adoption lifecycle?

Innovators H 10%

cartyadopters | M N 1%
cartymajorty | 55
Late majorry NN 4%

Laggards | 0%

0% 5% 0% 15% 20% 25% 30% 35% 40% 45%
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Which CRM do you use?

Salesforce.com
9%

Homegrown
4%

SalesLogix
4%

MicrosoftCRM
A%

2007 Report Findings 60% of all companies using Salesforce.com

The data clearly indicates that Salesforce.com is the market leader in CRM for technology
companies.

This is particularly true for smaller organizations as market share increases for companies
under $100M in revenue.

% Using Salesforce

Companies Under $30M
Companies Under $100M 79%

65%

All Companies Surveyed
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Lead Generation Groups

Does the group report to Sales or Marketing?

Marketing
26%

LA T e i E T [C I 68% of Groups reported to Sales (vs. Marketing)

It appears organizations are increasingly putting the Lead Generation function under the Sales
umbrella.

We believe this transition is occurring as the role evolves:
o From qualifying inbound leads & setting meetings
e To taking more ownership of the front end of the sales process

This includes:
e Account Research
e Account Mapping
e Preliminary Needs Analysis
e Preliminary Interest Development

We also believe the group that should own the function should be the group that has both the
experience and the bandwidth to do so.

Please read Your Inside Sales Strategy for more detail on our view of this situation.
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How many Reps make up the group?

The average group size is 6 Reps.

2007 Report Findings Average group size was 4 Reps.

Technology companies are increasingly front ending the sales process with a Lead Generation
function.

Significantly, we note that in two (2) years the average headcount has grown by two (2) full
time employees.

It is apparent that as the cost associated with “feet on the street” continues to rise; phone and
web based selling will continue to play an ever larger role in both pipeline development &
revenue generation.
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What is the ratio of Lead Generation Reps to Field Sales Reps?

The average ratio is 1 Lead Generation Rep to 3.5 Field Reps.

1 —
1:2 R 2%
123 N 5

1:4 N 7%
15
1:6+ | 15%
nl% 5:3#:- ml% 15l% 20%  25%  30%  35%

PALFA S CT el A s Ratio was 1 Lead Generation Rep to 4 Field Reps.

We are often asked by Clients “What is the optimal ratio of Lead Generation Reps to Field
Reps?’.

In our opinion, the optimal ratio is 1:3.
Extremely large territories or strategies that require penetration of large accounts may warrant
ratios of less than that, but for most organizations a 1:3 ratio works best.

Downside of ratios greater than 1:3:
— Reps will work with those Field partners they “like” the most and ignore the rest
— Reps will work those territories that receive the most inbound leads
— The requirement to communicate with >3 field partners impacts the Reps productivity

Many organizations make basic mistakes when building a partnered plan. Here are some tips
on what not to do:

— Do not try to dicate that the Reps generate an equal number of leads from each
territory.

— Do not try to split the Reps time equally among the territories.

Reps should be focused on creating opportunities that fit your Ideal Customer Profile. Some
territories are more ripe with these prospect profiles than others.

Let the Reps use their own judgement as to how to achieve their goals within the overall territory
that you have provided. Don’t try to force fit arbitrary goals.
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Select the primary functions of the group. (Select all that apply)

Qutbound cold calling 82%

Inbound lead follow-up

827

Aopoinment sting AN N 75

Lead nurturing 78%

Event registration 42%

i

0% 10% 20% 30% 40% 50% G60% 7O0% G80% 90%

As you can see, Lead Generation Reps are now wearing many hats. This, however, is a double
edged sword.

How do you develop metrics and compensation plans that drive desired behavior for a
jack of all trades?

We recommend that you:

— Select the top two (2) or three (3) primary functions you want the Reps to focus on
-and -

— Develop metrics for measuring success and compensation plans based on those
functions

All of the functions above can be supported by the Lead Generation role, but to be productive
you have to focus your group on those goals that will have the most impact on your overall
pipeline.
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What do you require as experience when hiring?

The average requirement is 2.4 years experience.

4+ years = 1 year
13% 16%

How long does it take for a new Rep to be fully productive?
The average ramp time is 3.5 months.

=1 month
2%

= b months
15%

1- 3 months
45%,

3 - 6 months
38%
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What is the average tenure of a Rep?

The average tenure of a Rep is 2.4 years.

A+years <1 year
13% 8%

Experience, time to productivity & tenure are challenges companies face when building and
maintaining a Lead Generation group.

— Experience

Companies are hiring fairly inexperienced Reps. In all likelihood, this is probably their 2"
job out of college.

How effective they will be is dictated by how well they were trained in their previous job.

As shown above, Reps now perform a variety of functions. To hire successfully, it is
imperative that in the hiring process you determine:

What kind & how much training/coaching the Rep received in their last job.
Do the functions they performed match the functions you would like them to

focus on now? For instance: if you are hiring a Rep to do outbound cold calling

and lead nurturing, you may not want to hire a Rep whose sole experience was
inbound lead conversion.

Read our 6 Rules for Successful Inside Sales Hiring for more detailed information.
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= Productivity
Getting a group up to speed requires a significant investment. Reps are often the first
impression your prospects have of your company.

Here are the top 3 mistakes managers make:

Providing product training not sales training.

Prospects really don’t care what your product does; they just want it to address
their business issues. Train your Reps on how to translate your technology
speak in to business speak that will resonate with your buyers. Did you know
that only 12% of all Inside Sales Managers are satisfied with the training they
currently have in place? See our 2008 Inside Sales Training Report.

Not providing a documented process supported by compelling sales tools.
Do not let your Reps figure it out on their own — they do not have the experience.
Help them be successful by giving them a roadmap they can customize to
accommodate their style. Among other things, these roadmaps should detail
best practices and also provide them with voice mail and email templates that
deliver a consistent and compelling message.

Not providing coaching.

Managers are stretched thin in today’s market and what has fallen by the
wayside is good old fashioned coaching. If you are not listening to each of your
Reps make live calls on a weekly basis, do you really know what their strengths
and weaknesses are?

— Tenure
Reps stay for an average of 2.4 years.

We find that the top 3 reasons they leave are:
e Money
e Lack of career path
¢ No challenge, no mentor & not learning anything

What is your attrition rate?

How would you rank yourself in each of these categories?
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Lead Generation Compensation

What is the average base salary for a Rep?

The average base salary is $47.5K

$40 - 49k

29%

PO FASET R AL GICE  Average base salary was $47k.

Page 14 of 29
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What is the total compensation for a Rep?

The average target compensation is $75.3K

50k  $50-69k $70-20Kk

3% 23% 47%

p O ACER S 21 GILGES  Average target comp was $77K

$80
$70

$50
$40 -
$30 -

mBase Salary

mTotal Compensation

$10 -
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Note that base pay & target incomes have not really risen in the last 2 years.

— That does not mean they are making less money than they were in 2007. Most likely,
these Reps have moved on to other positions that pay more. Hence the 2.4 year tenure

Please note that we are reporting on compensation “averages”

— 73% of all companies surveyed offer their Lead Generation Reps target earnings of over
$70K but the average is $77K.

So, how do you know what to pay your Reps? Some basic rules apply:

= If you have name recognition in the market, sell a product in the early majority or
laggard space and the Rep’s job is qualifying inbound inquiries:
your target income should be on the lower end of the spectrum.

This also holds true if you are selling into the SMB space as it is easier to reach and
communicate with decision makers.

= If you do not have name recognition in the market, sell a product in the innovator
or early adopter space and the Rep’s job is qualifying inbound inquiries as well as
targeted outbound calling:
your target income should be on the higher end of the spectrum.

This also holds true if you are selling into the enterprise space with an enterprise
message.

These are just guidelines and you have to pay what the market bears to attract the talent you
need. Just remember, the days of telemarketing are long gone.

Lead Generation Reps are your front line to the market and, just as in everything else, you get
what you pay for.
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How is incentive compensation calculated? (Select all that apply)

Revenue T9%
Appointments
Pipeline contribution
Quality of leads

Number of leads

Activities (calls, connects, etc.)

0% 10% 20% 20% 40% 50% 60% 70% B80% O90%

79% of all organizations compensate their Reps based on revenue.
We completely agree with this strategy but with one caveat.
— We recommend that no more than 20% of the total compensation be tied to revenue.

Yes, you want the Reps to focus on the end game which is revenue but you also want them to
have control over their income.

Our view is that if the Reps put a target account or lead through an effective qualification
process and the lead was not ready to buy...they still did their job.

The same should hold true for the leads passed to Sales that are lost to competition or no
decision.

Pay them on what they can control.

— Doing a great job of targeting your Ideal Customer Profile
— Delivering compelling messaging
— Asking great questions
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If applicable, what is the monthly quota for appointments set / leads
passed?

The average monthly quota for appointments set / leads passed is 16.

32+
13%

Appts. / Leads
Companies Focused on SMB _

Companies Focused on Enterprise 20
All Companies Surveyed “

What percentage of the group achieves quota?

On average, 72% of Reps are achieving quota.
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Lead Generation Activity

On average, how many hours a day are the Reps on the phone?

The average phone time is 4 hours per day.

10% 20% 30% 40% 50% 60%

What is the average number of calls per day per Rep?

The average number of calls per day is 46.

< I

-5 I 5

oo I ¢

0% 5% 10% 15% 20% 25% 30% 35% 40%

QLA ETo el JE e[« 58 Average calls/day was 52
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The average number of calls per day has dropped to 46 from 52. Interesting...
A full 4 hours is all you can reasonably expect a Rep to spend on the phone.

They have many other tasks to complete and 4 hours of focused selling is quite a bit. But why
the drop in call volume? Answer. email.

Inside Sales Reps are becoming incredibly email focused. They think they are getting a better
response from your prospect base by using email and they probably are. But are email
responses moving the sales process forward or truly qualifying the prospect?

The usage of email in the sales process is a raging debate. We have written twice on this topic:
Pen Pals or Prospects and Pen Pals or Prospects Part Two.

Quite a discussion was started, make sure to check out the posts and comments!
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What percentage of calls are placed in response to leads generated
by marketing?

On average, 45% of calls are placed in response to marketing sourced leads.

On average, what percentage of leads convert to qualified
opportunities?

On average, 17% of leads convert to qualified opportunities.

© 2009 The Bridge Group, Inc. Page 21 of 29
www.bridgegroupinc.com



wuuy The i i
2009 Lead Generation Metrics & Compensation Report Bridge | ?”.{’d'si""’i"e-."’“"d“‘e-
for Technology Companies " N Gelahg| SRS

On average, how many touches (from both sales & marketing) does it
take to convert a "suspect” to a "prospect”?

On average, it takes 7 touches to convert a “suspect” to a “prospect”.

. I
o-12 [N 12%
13+ H 12%

UI% 1(::% 20% 20% 40% 50%

Touches

Companies Focused on SMB

Companies Focused on Enterprise
All Companies Surveyed 7

What does your conversion process from suspect to prospect look like?
— Does your Lead Generation group lob out a few calls and then move on?
= |-'|(;:/-e you developed a system in conjunction with the Marketing organization that
combines phone calls with some intelligence-based nurture program?
Vanilla/one-size-fits all marketing is dead. Marketing to buyer personas is the wave of the future.

How are you incorporating this into your suspect to prospect conversion strategy?
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Lead Generation Management

What is the title of the group's direct manager?

Team
Leader
5%

Vice
President
25%

Director
J4%

Here are some rules of thumb to employ when thinking about what level of management to add
to your organization:

— Team Leader
Never. This is a losing proposition.
A Team Leader is someone who has two (2) full time jobs and has been set up to fail.

They can’t do both roles well so which one suffers? In actuality, both do.

— Manager
Works great for a small group — no more than 6 Reps.
You should hire a Manager when you have an effective process in place and you are
looking for someone to “manage” it and the Reps for you.

Managers do not have the skills to design process, evolve strategy and messaging or
think about ways to reduce expense and increase productivity.

© 2009 The Bridge Group, Inc. Page 23 of 29
www.bridgegroupinc.com



- The |
. . . ot i Build. Evolve. Validate.
2009 Lexd Gaperaen it s Comparsaionepor gl o |t

— Director
If you have a group of 6+ Reps, you may want to consider a Director.
Directors can also manage up to 3 Managers.

Directors do have the skills to create process, evolve strategy and messaging and think
about ways to reduce expense and increase productivity.

— Vice President of Inside Sales
If you have an organization of 20+ Reps you should hire at the VP level.
Especially so if the Reps are quota carrying.
The basis for hiring at the VP Inside Sales level is no different than it would be for Field
Sales. You need a person who can think strategically and execute tactically.

These are just rules of thumb. There are many variables that can impact your decision.

The good news is that Inside Sales is a great career and there is much talent in the market.
You just have to find the person who is right for your organization!
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What is the base salary for that Executive?
What is the total compensation package for that Executive?

Vice President
$180
Vice President Director
$160 $142 Manager
$129
$120
$80
$40
$0 -

Base Salary Total Compensation

Base Salary | Total Compensation | % Guaranteed
EET st sta2k

Manager sk s12k 6%

2007 Report Findings

$122k
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What is the ratio between the direct manager and the Reps?

On average, the ratio is between 1:5 & 1:6.

1:13 + Reps F 2%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Please stop the insanity! Any company that has a ratio over 1:6 - that is 1 Manager
to > 6 Lead Generation Reps, is doing themselves a disservice.

Inside Sales is a high volume, intensely driven, prospect interaction numbers game. What
happens when you have a greater than 1:6 ratio is that you are managing up and not down.

Managers are forced to spend time preparing reports, putting out fires and communicating with
other departments. What gets lost in the shuffle is the ability to coach and mentor the group.

Coaching is the first thing that falls by the wayside, but is also the number one thing that will
motivate your Reps.

Please read Motivating Inside Sales Reps to learn more on our view.
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Lead Generation Pipeline Contribution

What percentage of pipeline is initiated by the group?

The average contribution to pipeline by these groups is 48%.

<Q% i 10%
0% e oo 0% 40% 50%

A LFAET R E T [C 8 On average, 46% of pipeline was initiated by the group.

Note: 35% of groups reported 60% or greater pipeline contribution

The average contribution to pipeline has grown 2% over the last 2 years.

That makes sense as headcount has grown as has the overall investment in Lead Generation
as an Inside Sales function.

Who owns responsibilty for the pipeline is a continuing discussion between marketing and sales.
Please read Pipeline Football Game: Sales v. Marketing for more information.

The most important thing you can do as a Sales or Marketing executive is to decide what
percentage of the pipeline comes from Marketing efforts and hold them accountable. You must
also decide what percentage comes from Sales and hold them accountable.

Don’t let assumptions or finger pointing get in the way of attaining your goals.
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Lead Generation Challenges

What are your top 2 challenges? (Select all that apply)

Productivity 52%
Performance
Motivation
Systems
Training
Ramptime
Metrics
Retention
Hiring

Compensation

0% 10% 20% 30% 40% 50% 60%

We address many of the challenges listed above in greater detail, with interaction from the
Inside Sales Experts community, in our blog.

For a continuous feed of information on Inside Sales best practices please sign up via RSS feed
or email. Please also feel free to join the Linkedin Inside Sales Experts group or the Linkedin
Lead Generation and Nurturing group both of which we manage.
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About The Bridge Group, Inc.

Shameless self promotion section
We hope you have found the information in this report to be of value.

For more information on The Bridge Group, Inc. please visit www.bridgegroupinc.com.

We are THE Inside Sales Experts. We have a proven track record of success with an
impressive roster of over 100 technology clients.

Need to build, evolve or validate your sales strategy? Then, what are you waiting for?
Give us a call at 978.562.2623 or email us at info@bridgegroupinc.com.

© 2009 The Bridge Group, Inc. Page 29 of 29
www.bridgegroupinc.com


http://www.bridgegroupinc.com/
http://www.bridgegroupinc.com/casest.html
mailto:info@bridgegroupinc.com

	2009 Lead Generation Report
	About the Participants
	Lead Generation Groups
	Lead Generation Compensation
	Lead Generation Activity
	Lead Generation Management
	Lead Generation Pipeline Contribution
	About The Bridge Group, Inc.


<<
  /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



<<
  /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


