Risk and Financial Management; Vol. 6, No. 1; 2025
(CIDEAS ISSN 2690-9790  E-ISSN 2690-9804
https://doi.org/10.30560/rfm.v6n1pl

Exploration and Scale Development of Brand Internalization
Dimensions for Employees in Refined Oil Sales Enterprises

Qingjing Yang!
!'School of Economics and Management, Southwest Petroleum University, Chengdu, China

Correspondence: Qingjing Yang, School of Economics and Management, Southwest Petroleum University,
Chengdu, China.

Received: February 10,2025  Accepted: March 3, 2025  Online Published: March 8, 2025

Abstract

In recent years, fierce competition has compelled refined oil sales enterprises to make strategic adjustments, one
of which is to modify their marketing strategies. These strategies include internal marketing to employees,
perceived as brand internalization from the employees' perspective. However, exploration of employee brand
internalization has often been limited to industries such as tourism and hospitality, with no specific scale for refined
oil sales enterprises. To address this, the article employs a combination of qualitative and quantitative methods,
leading to the following conclusions: Using employees from four refined oil sales enterprises as samples, an
exploratory study was conducted using grounded theory, extracting 24 primary dimensions of employee brand
internalization. A theoretical model of the meaning dimensions of employee brand internalization in refined oil
sales enterprises was constructed. Furthermore, following a rigorous scale development process, a measurement
scale of employee brand citizenship behavior with 20 items was developed. This research not only provides a
measurement tool for empirical studies on the meaning of employee brand internalization in refined oil sales
enterprises but also offers a diagnostic tool for refining marketing strategies in these enterprises.
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1. Introduction

Outstanding branding is a soft power of enterprise development and an important reflection of enterprise
competitiveness. For a long time, brand building has been a shortcoming for refined oil sales enterprises. Due to
the monopolistic and service-oriented nature of these enterprises, the industry tends to rely more on the benefits
brought by its monopoly while overlooking its service-oriented characteristics, a crucial factor affecting brand
building in refined oil sales enterprises. Brand enhancement can be approached from various aspects, with the
most significant yet often overlooked aspect being employees (Hao Yiran, 2019). For a long time, China's refined
oil sales enterprises have adopted a labor employment model with few formal employees, causing significant
differences in employee perceptions of the enterprise. Given the service characteristics of refined oil sales
enterprises, such differences can greatly impact brand building.

In response, this study intends to adopt a mixed research method, first selecting employees from four refined oil
sales enterprises, including Sinopec Sichuan Sales XC Branch, as research subjects. Using grounded theory
research methods, the study will conduct coding analysis on employee brand internalization in refined oil sales
enterprises to clarify the meaning dimensions of employee brand internalization. Subsequently, following the
standard procedures for scale development, a scale for employee brand internalization in refined oil sales
enterprises will be constructed and validated. Theoretically, this study enriches the types of employee brand
internalization, revealing the deep symbolic logic of each brand internalization among employees in refined oil
sales enterprises, laying a theoretical foundation for future research on the internal structure and generation,
transmission, and interpretation mechanisms of employee brand internalization. Practically, this study
mythologizes the understanding of employee brand internalization, providing references and insights for
optimizing marketing strategies in refined oil sales enterprises.

2. Literature Review

With the continuous development of the commodity economy, the customer-centric brand concept in the field of
marketing has been continuously developed and gradually ingrained in people's minds. However, the fact shows
that a significant gap between consumer experience and corporate brand promises has led to increasing customer
dissatisfaction. The main cause of this problem lies in the collision between corporate brand culture and philosophy
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and consumers. Since employees play a role in conveying this process and serve as important actors, enterprises
have gradually realized the importance of brand internal and external alignment and balance in their continuous
development, giving rise to research on brand internalization.

Currently, there is no consensus on the concept of brand internalization. Some mainstream concepts, such as those
proposed by Berry and Parasuraman, professors at Texas A&M University, define internalized branding. Berry
(2000) pointed out that internalized branding includes training employees and marketing the brand as an internal
product to them; sharing the efforts and strategies behind the brand with employees; creative brand communication
by employees; employee training that reinforces brand behavior; focusing on giving spiritual encouragement and
material rewards to employees who significantly contribute to corporate brand building; and most importantly,
encouraging employees to recognize the corporate brand and actively engage in brand-building work. In
mainstream definitions, researchers emphasize the connotation of "employee branding." For example, Boone
(2000) believes that brand internalization is about establishing employee behavior consistent with brand
commitments to vitalize the service brand; Punjaisri and Wilson (2007) argue that the purpose of brand
internalization is to ensure employees provide consistent brand information to customers.

In China, Bai Changhong and Qiu Wei (2008) were the first to propose the concept of "brand internalization."
They pointed out that external brand communication only increases customer expectations, and only when brand
value is embedded in the company's internal brand management behavior can it ensure that brand value is reflected
internally and ultimately ensure consistency between customer experience and expectations. In recent years,
researchers have continuously enriched the connotation of "brand internalization." Zhang Ran (2018) proposed a
model composed of three brand internalization dimensions: learning actions, internal communication, and
leadership demonstration, combined with the characteristics of social organizations and grounded theory, which is
one of the early academic achievements of domestic scholars in studying brand internalization of non-profit
organizations. Xu Zehui (2020) pointed out in his research that the essence and core purpose of brand
internalization in an enterprise is to make employees genuinely aware of the brand core of the enterprise or
organization and the relevance of their work behavior through communication and intervention.

Currently, research on brand internalization examines the influencing factors and outcomes from different
perspectives. Generally, it is studied from two angles: organizational brand internalization (process perspective)
and employee brand internalization (outcome perspective).

3. Exploratory Study on the Dimensions of Brand Internalization for Employees in Refined Oil Sales
Enterprises

3.1 Research Design
3.1.1 Research Methodology

The choice of grounded theory in this study to construct the brand internalization conceptual structure from the
employee's perspective is due to several reasons: Firstly, under the current national policy-driven context, refined
oil enterprises have distinct practical backgrounds and local characteristics. However, the service research of these
enterprises has not yet received academic attention, and there is a lack of studies on employee brand internalization.
Qualitative research allows for a comprehensive exploration of all potential categories, focusing on deriving theory
from empirical data rather than preset theoretical assumptions. This is a bottom-up process, moving from the
specific to the abstract, from phenomenon to essence, with the aim of establishing substantive or formal theories
based on empirical facts. Secondly, employee brand internalization is a process from cognition to behavior,
involving multi-subject and multi-level interactions. Grounded theory, as a qualitative research method, helps
researchers discover often overlooked behavior patterns through real events and uncover the essence of brand
internalization (Glaser, 1978). Lastly, grounded theory is one of the few research methods focused on theory
generation, utilizing rigorous research procedures and scientific methods. Therefore, this study employs grounded
theory to achieve its research objectives.

3.1.2 Research Subjects and Data Collection

This study primarily explores the psychological and behavioral manifestations of employee brand internalization,
based on the specific activities of the organization. As a preliminary exploration of the conceptual structure of
employee brand internalization, it selects employees in the refined oil industry as research subjects, aiming for
breakthroughs at specific points. In the era of the internet and ubiquitous WeChat, traditional qualitative data
sources in China are increasingly expanding to online platforms. This study selects multiple refined oil enterprises
to explore common psychological and behavioral traits among their employees, choosing employees from Sinopec
Sichuan Sales XC Branch, Yanchang Petroleum Sichuan Sales XC Branch, and PetroChina Sichuan Sales SG
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Branch as research subjects (during interviews, many employees were unwilling to disclose personal and company
information, so company names are abbreviated in English). Due to the difficulty in obtaining large-sample
primary research data, data collection primarily relied on WeChat online platforms, Tencent Meetings, and phone
calls, supplemented by field interviews. This multi-source interview data can complement and verify each other,
helping to avoid issues from single data sources and improving the reliability and validity of the research results.

3.1.3 Data Processing

Classic grounded theory in data analysis mainly encompasses two stages: substantive coding and theoretical coding.
Substantive coding includes the process from open coding to selective coding, focusing on abstracting raw data to
generate initial concepts and categories. During the coding process, researchers are required to conduct continuous
iterative comparison operations on the raw materials, striving to extract various concepts, construct and form
categories, and accurately perceive their internal logical relationships. Meanwhile, existing literature should be
cross-referenced to condense core categories until theoretical saturation is achieved, ultimately constructing new
or further enriching existing theoretical models, as elaborated in the research by Jia Xudong and Heng Liang
(2020). Following the coding logic of classic grounded theory, this study combines raw materials and work memos
to complete the data analysis of employee brand internalization. Additionally, researchers utilized computer
software for assistance, similar to the approach adopted by Cao Yuankun et al. (2019), effectively enhancing the
efficiency of coding work. The coding process in grounded theory is a crucial method in qualitative research,
aiming to construct a theoretical framework through systematic and procedural analysis of collected data.
Following the principles of grounded theory, Nvivo 11 software was used to sequentially number the selected texts
(A1-A8, A9-A18, A19-A31, B1-B21, C1-C19, D1-D42) and perform open, axial, and selective coding on the
extracted codes. During the coding process, expert opinion consultation, repeated reflection, and comparison were
used to extract conceptual categories, refine core categories, and ultimately construct a theoretical model from the
bottom up based on the relationships between categories.

3.2 Category Refinement and Model Construction
3.2.1 Data Organization and Concept Discovery

Based on complete fidelity to the original materials, the text is decomposed for the extraction and discovery of
relevant initial concepts. Due to the interconnectedness of some research questions (including inclusion or
parallelism), it is not feasible to simply extract raw data entries independently. By analyzing the original coding
entries, it is possible to extract two or more concepts from some entries. Consequently, this study decomposed and
discovered 128 initial concepts from the original statements (omitted due to space constraints).

3.2.2 Open Coding Analysis

To ensure scientific and appropriate refinement from concepts to categories, this stage follows the open coding
analysis method. Based on existing conceptual categories, 128 concepts are screened, analyzed, merged, and
classified, ultimately uncovering 24 categories: designated brand vision, clear brand strategy, convey brand value,
leadership innovation traits, set reward mechanisms, informal incentive behavior, formal incentive behavior, share
experiences, deepen brand understanding, convey brand story, transmit brand information, conduct training
courses, organize knowledge competitions, organize learning activities, establish brand systems, create integration
environments, establish internal social platforms, accurately analyze employee needs, establish intelligent
management systems, integrate digital technology, cultivate brand culture, inherit brand spirit, practice brand value,
and eradicate cultural symbols.

3.2.3 Axial Coding Analysis

To establish relationships between different categories and develop core categories, this stage employs axial coding
analysis to analyze and summarize the relationships between categories. After repeated deliberation, seven core
categories are refined: brand leadership, brand motivation, brand communication, brand training, brand integration,
brand digitalization, and brand culture. Among them, the core category "brand leadership" consists of designated
brand vision, clear brand strategy, convey brand value, and leadership innovation traits. "Brand motivation"
comprises setting reward mechanisms, informal incentive behavior, and formal incentive behavior. "Brand
communication" includes sharing experiences, deepening brand understanding, conveying brand stories, and
transmitting brand information. "Brand training" involves conducting training courses, organizing knowledge
competitions, and organizing learning activities. "Brand integration" consists of establishing brand systems and
creating integration environments. "Brand digitalization" includes establishing internal social platforms, accurately
analyzing employee needs, establishing intelligent management systems, and integrating digital technology.
"Brand culture" comprises inheriting brand spirit, practicing brand value, and eradicating cultural symbols.
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3.2.4 Selective Coding Analysis

This stage primarily explores the connections between categories and core categories, and theoretically abstracts
the attribution and connotation of core categories to generate more generalized core dimensions. By examining
the connections between concepts, categories, and core categories, the seven core categories of brand leadership,
brand motivation, brand communication, brand training, brand integration, brand digitalization, and brand culture
can be summarized into a single core dimension of "employee brand internalization." Consequently, a theoretical
model of employee brand internalization dimensions in refined oil sales enterprises is constructed, comprising 24
primary dimensions (categories) and 7 secondary dimensions (core categories).

3.2.5 Saturation Test

After reaching the above conclusions, this study added one new company and eight employees, obtaining eight
interview records through focus group interviews. The reason for choosing focus group interviews is that they can
provide a large amount of information in a short period of time. Subsequently, a confirmatory analysis was
conducted using the text data from the eight interviews to determine whether theoretical saturation had been
achieved. Compared with the existing initial concepts, subcategories, and core categories, the new text data did
not extract new concepts, subcategories, or core categories, indicating that the construct structure of employee
brand internalization had reached saturation (jia xudong et al., 2020).

4. Development of the Employee Brand Internalization Scale

In this study, utilizing grounded theory analysis, we have preliminarily clarified and organized the construct
structure of employee brand internalization. However, we are also acutely aware of the obvious limitations of
relying solely on grounded theory as a research method. From the perspective of construct structure validation,
using only grounded theory can only achieve the initial construction of the employee brand internalization
construct structure, but it is challenging to conduct in-depth and comprehensive validation. To address this
shortcoming, we must introduce quantitative research methods, combining the two approaches to achieve a more
precise and scientific validation of the employee brand internalization construct structure. Additionally, when
considering the practical process of employee brand internalization, we found that the construct derived from
grounded theory does not accurately depict the level of employee brand internalization exhibited by teams in actual
work scenarios. Therefore, to more accurately measure this level, it is particularly important and urgent to develop
a highly operational scale for team employee brand internalization. Based on the above considerations, we have
determined the core tasks and main objectives of the following text. First, we will focus on developing an employee
brand internalization scale, which will strictly adhere to the classic approach and methodology proposed by
churchill (1979). Specifically, the development process will be divided into three key steps: the first step is the
item generation phase, where we will comprehensively collect and organize relevant information from various
factors and considerations to meticulously design representative and targeted scale items; the second step is the
scale structure exploration phase, where we will use various statistical analysis methods and techniques to conduct
in-depth analysis and exploration of the generated items to discover the most reasonable and scientific scale
structure; the third step is the scale validity testing phase, where we will conduct a series of rigorous testing
procedures and standards to comprehensively test the validity of the constructed scale, ensuring its quality and
reliability. Through this series of work, we hope to successfully validate the construct structure of employee brand
internalization, providing a solid and powerful basis for the structural dimension division of employee brand
internalization, and laying an indispensable measurement foundation for more in-depth and systematic research
on the formation process and mechanism of employee brand internalization, thereby promoting further
development and improvement of the entire field of employee brand internalization research.

To develop a scientific employee brand internalization scale and ensure that the newly developed construct
structure covers the theoretical boundaries of employee brand internalization, the initial measurement items of this
study mainly originate from two aspects: first, systematically sorting through relevant theoretical research both
domestically and internationally, drawing on measurement items from existing research on employee brand
internalization scales or related construct scales; second, refining and merging textual materials from the coding
process to write corresponding measurement items, ultimately forming an original employee brand internalization
scale consisting of 24 items (see table 4-5). To ensure the content validity of the original employee brand
internalization scale, the researchers invited three experts in the field of organizational psychology to discuss each
measurement item of the original scale, evaluating whether the wording of the measurement items is clear and
concise and whether the item classification is relevant. During this process, the experts provided sincere
suggestions on the wording of the measurement items. For example, the experts considered the wording of the
measurement items "we uphold the corporate mission" and "we integrate the organizational values" to be too broad
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and not matching the construct connotation of the employee brand internalization scale, leading to revisions.
Additionally, there was content repetition in the brand communication dimension regarding conveying brand
stories and brand culture. Finally, based on expert feedback, the measurement items "conveying brand stories" and
"practicing brand values" were deleted, resulting in an initial employee brand internalization scale consisting of
22 measurement items.

5. Conclusions and Prospects

This study first compiled an original employee brand internalization scale consisting of 20 items, sourced from
two aspects: first, based on a systematic review of domestic and international research, it drew from measurement
items of existing employee brand internalization scales or related construct scales. Second, it refined and merged
text materials from the coding process. Secondly, to avoid subjective bias from researchers, three experts were
invited to analyze the content validity of the original employee brand internalization scale. Subsequently, based on
expert opinions, the revised initial employee brand internalization scale underwent structural exploration and
validity testing. The results indicated that the employee brand internalization scale, composed of 7 dimensions and
20 measurement items, has good reliability and validity. In conclusion, the conceptual structure of employee brand
internalization developed in this study has certain theoretical contributions, and the compiled measurement scale
provides a measurement basis for subsequent research on the mechanism of employee brand internalization.

References

Adileh, N., & Cengel, O. (2021). The effect of employee brand commitment on brand citizenship behavior: The
role of years of experience, monthly income, and contact with customers. Econharran, 5(7), 22—-48.

Afshardoost, M., Eshaghi, M. S., & Bowden, J. L. H. (2023). Internal brand management, brand understanding,
employee brand commitment, and brand citizenship behavior: A meta-analysis. Journal of Strategic
Marketing, 31(5), 983-1011. https://doi.org/10.1080/0965254X.2021.1911440

Ahmed, A., & Khan, H. (2019). Relationship between employer branding and employee citizenship behavior:
Brand centered HRM as a mediator. International Journal of Scientific & Technology Research, 8(12), 2913—
2922.

Batt, V., & Bruhn, M. (2019). Exploring the impact of construed external image on brand citizenship behavior of
service  employees. SMR-Journal of  Service  Management  Research,  3(3), 137-147.
https://doi.org/10.15358/2511-8676-2019-3-137

Dhiman, P., & Arora, S. (2023). Employee branding dimensions and brand citizenship behaviour: Exploring the
role of mediators in the hospitality context. Journal of Product & Brand Management, 32(1), 124—137.

Elshaer, I. A., Azazz, A. M. S., & Kooli, C. (2023). Green human resource management and brand citizenship
behavior in the hotel industry: Mediation of organizational pride and individual green values as a moderator.
Administrative Sciences, 13(4), 109. https://doi.org/10.3390/admsci1 3040109

Elshaer, I. A., Azazz, A. M. S., Kooli, C., et al. (2023). Environmentally specific servant leadership and brand
citizenship behavior: The role of green-crafting behavior and employee-perceived meaningful work.
European Journal of Investigation in Health, Psychology and Education, 13(6), 1097-1116.
https://doi.org/10.3390/ejihpe13060105

Erkmen, E., & Hancer, M. (2015). Linking brand commitment and brand citizenship behaviors of airline
employees: The role of trust. Journal of Air Transport Management, 42, 47-54.

Ghenaatgar, A., & Jalali, S. (2016). Study of the effect of internal brand management on brand citizenship behavior
in presence of brand commitment and job satisfaction of employees in banking industry. International
Business Management, 10(18), 4200—4208.

Gilani, H., & Cunningham, L. (2017). Employer branding and its influence on employee retention: A literature
review. The Marketing Review, 17(2), 239-256.

Gupta, S., Bhasin, J., & Mushtaq, S. (2021). Employer brand experience and organizational citizenship behavior:
Mediating role of employee engagement. Asia-Pacific Journal of Business Administration, 13(3), 357-382.
https://doi.org/10.1108/APJBA-06-2020-0200

Handayani, N., & Herwany, A. (2020). Examining the relationship among brand commitment, brand trust, and
brand citizenship  behavior in the service industry. Revista CEA, 6(11), 13-23.
https://doi.org/10.22430/24223182.1600

Helm, S. V., Renk, U., & Mishra, A. (2016). Exploring the impact of employees’ self-concept, brand identification

5 Published by IDEAS SPREAD



rfm.ideasspread.org Risk and Financial Management Vol. 6, No. 1; 2025

and brand pride on brand citizenship behaviors. European Journal of Marketing, 50(1/2), 58-77.
https://doi.org/10.1108/EJM-02-2014-0098

Hoang, H. T. (2022). How does service climate influence hotel employees’ brand citizenship behavior? A social
exchange and social identity perspective. Australasian Marketing Journal, 30(1), 51-59.
https://doi.org/10.1177/18393349211028331

Hoang, H. T., Ho, N. T. T., & Nguyen, N. (2022). The influence of leadership commitment to service quality on
hotel employees’ brand citizenship behavior: A mediation and moderation analysis. Journal of Hospitality
Marketing & Management, 31(3), 369—395. https://doi.org/10.1080/19368623.2021.1977439

Lee, C. H., & Kim, H. R. (2022). Positive and negative switching barriers: Promoting hotel customer citizenship
behaviour through brand attachment. International Journal of Contemporary Hospitality Management,
34(11), 4288-4311.

Liu, H., Yang, J., & Chen, X. (2020). Making the customer-brand relationship sustainable: The different effects of
psychological contract breach types on customer citizenship behaviours. Sustainability, 12(2), 630.

Medis, A. P. (2021). Review on brand citizenship behavior and importance of employees in brand strategy. Journal
of Business and Technology, 5(1), 67-74.

Nouri, B. A., Mousavi, M. M., & Soltani, M. (2016). Internal branding, brand citizenship behavior and customer
satisfaction: An empirical study (case study: Keshavarzi Bank of Ardabil). International Business and
Management, 13(3), 1-11. https://doi.org/10.3968/8971

Nyadzayo, M. W., Matanda, M. J., & Ewing, M. T. (2016). Franchisee-based brand equity: The role of brand
relationship quality and brand citizenship behavior. Industrial Marketing Management, 52, 163—174.
https://doi.org/10.1016/j.indmarman.2015.05.015

Piehler, R. (2018). Employees’ brand understanding, brand commitment, and brand citizenship behaviour: A closer
look at the relationships among construct dimensions. Journal of Brand Management, 25, 217-234.
https://doi.org/10.1057/s41262-017-0076-6

Qureshi, F. N., Bashir, S., Mahmood, A., et al. (2022). Impact of internal brand management on sustainable
competitive advantage: An explanatory study based on the mediating roles of brand commitment and brand
citizenship behavior. PLOS ONE, 17(3), €0264379. https://doi.org/10.1371/journal.pone.0264379

Ran, Y. (2022). Research on the influence of brand IP communication on brand citizenship behavior of urban rail
transit employees. BCP Social Sciences & Humanities, 18, 360-371.

Saleem, F. Z., & Hawkins, M. A. (2021). Employee-generated content: The role of perceived brand citizenship
behavior and expertise on consumer behaviors. Journal of Product & Brand Management, 30(6), 819—833.
https://doi.org/10.1108/JPBM-05-2020-2908

Soomro, S. A., Eyupoglu, S. Z., & Ali, F. (2024). Linking customer mindsets, brand engagement, and citizenship
behavior: The moderating role of brand trust. Journal of Product & Brand Management, 33(3), 385-396.
https://doi.org/10.1108/JPBM-05-2024-2908

Tan, T. L. (2020). Factors influencing brand citizenship behavior of hotel employees in Danang, Vietnam.
Proceedings of the International Conference on Research in Management & Technovation, 1-23.
https://doi.org/10.2139/ssrn.3746871

Tang, J., Wang, J., Zhang, M., et al. (2023). How destination brand experience influences tourist citizenship
behavior: Testing mediation of brand relationship quality and moderation effects on commitment. Frontiers
in Psychology, 14, 1080457. https://doi.org/10.3389/fpsyg.2023.1080457

Truong, D., Thang, N., & Phan, Q. (2019). Relationships among internal brand, brand commitment and brand
citizenship behaviours of employees in aviation industry: The case of domestic airport service providers in
Vietnam. Journal of Engineering and Applied Sciences, 14(16), 5678—5689.

Wei, C., Wang, C., Sun, L., et al. (2023). The hometown is hard to leave, the homesickness is unforgettable—The

influence of homesickness advertisement on hometown brand citizenship behavior of consumers. Behavioral
Sciences, 13(1), 54.

Yao, Q., Martin, M. C,, Yang, H. Y., et al. (2019). Does diversity hurt students’ feeling of oneness? A study of the
relationships among social trust, university internal brand identification, and brand citizenship behaviors on
diversifying university campuses. Journal of Marketing for Higher Education, 29(2), 209-229.
https://doi.org/10.1080/08841241.2019.1638482

6 Published by IDEAS SPREAD



rfm.ideasspread.org Risk and Financial Management Vol. 6, No. 1; 2025

Yuliarso, G. A., & Pusparini, E. S. (2022). The impact of employee engagement, perceived organizational support,
and employer branding on organizational citizenship behavior: The mediation role of organizational
communication satisfaction study on state-owned enterprises (SOE) employees in Indonesia. In 3rd
Borobudur International Symposium on Humanities and Social Science 2021 (BIS-HSS 2021) (pp. 319-324).
Atlantis Press.

Copyrights
Copyright for this article is retained by the author(s), with first publication rights granted to the journal.

This is an open-access article distributed under the terms and conditions of the Creative Commons Attribution
license (http://creativecommons.org/licenses/by/4.0/).

7 Published by IDEAS SPREAD




<<
  /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


