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Digital Channel Trends 



Australian internet users now spend an average of 21 hours 42 minutes  

per week online - an increase of 4 hours over the past year 

Increase in internet usage 

Source: The Australian Online Consumer Landscape, Nielsen, March 2011  
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The mobile market saw significant 

changes throughout 2010, with 

significant uptake of internet 

capable mobile phones, including 

Smartphones. 

• Mobile internet browsing increased 

considerably, from 29% in 2009  

to 52% in 2010 

• Tablet ownership, currently at eight 

percent, is expected to grow by 18 

percentage points in 2011 

 

Take away: Anywhere, anytime  

internet access is increasing 

Increase in mobile internet access 

Source: The Australian Online Consumer Landscape, Nielsen, March 2011  



Social media platforms are 

providing marketers with an 

increasing number of methods  

and touch points for customer 

engagement. In 2010: 

• 53% of online Australians engaged 

with an organisation/brand/product 

via a social network site  

• 36% engaged with a  

government organisation 

• 27% clicked into an  

ad/commercial message 

Take away: Organisations need to know what  

customers and/or citizens are saying about them 

 

 

 

Increase in social networking 

Source: The Australian Online Consumer Landscape, Nielsen, March 2011  



Forrester Research expects sales 

by Australian-based websites to 

soar to more than $33 billion by 

2015 from $16.9 billion last year.  

During past 12 months:  

• 87% of online Australians 

conducted banking/bill payments 

• 85% bought items online 

 

Take away: In April 2011 Gerry Harvey (executive 

chairman of Harvey Norman) announced that he wants 

his online retail business to net the company  

$1 billion over the next decade. 

 

Increase in online banking and retail 

Source: The Australian Online Consumer Landscape, Nielsen, March 2011  

Hopewell, L 2011, Harvey chases $1 billion online, ZDNet, viewed 13th May 2011, <http://www.zdnet.com.au/harvey-chases-1-billion-online-339313927.htm>. 
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• Staff & competencies organised into 

x4 service departments (left). Each 

are required to deliver an effective 

online customer experience. 

• Additional, specialised offerings:  

– Idaptive: a next generation solution  

for digital identity management 

– Hyro People: source niche, hard to 

find ICT resources outside Hyro’s 

service offerings 

 

 “Hyro demonstrated agility, expertise, quality 

and a strong focus on the customer experience, 

all of which align with The Buzz’s proposition” 
 

Jacki Johnson, CEO 

The Buzz Insurance (IAG) 

 

Hyro’s offering to market 



Hyro’s focus in 2011 



• Hyro’s Strategy group is the entry 

point into an organisation 

• Work at the decision maker level 

• Is a “full spectrum” pitch 

• Strategy Services 

• Strategy Offerings:  

– Packaged, repeatable Business 

Alignment Assessments 

– Customisable and tailored 

Grow Strategy Services 



• Provides annuity revenue 

• YoY revenue growth 

• Packaged, repeatable managed 

services offerings 

• New services being launched 

• Leverage existing and create  

new partnerships  

• Head of Managed Services 

appointed to drive growth  

of the business unit 

 

 

Grow Operation Services (Managed Services) 



Grow Idaptive Product Business 

 • Idaptive: an Identity & Access 

Management Product Suite  

(Hyro IP) 

• Clients: Victorian Department  

of Education, Air New Zealand, 

Ministry of Health (NZ) & many 

more 

• Formed into a separate wholly 

owned subsidiary of Hyro. 

• GM appointed. Focus on  

worldwide strategic partnerships  

to drive growth.  

 

 

 



• Identity & Access management 

market will grow from nearly $2.6 

billion in 2006 to more than $12.3 

billion in 2014*  

 

• However, the landscape is littered 

with failed implementations with 

many organisations on their 2nd 

or 3rd attempt to implement 

 

• Idaptive addresses the major 

stumbling block being the high 

cost of implementation due to 

inability of legacy products to  

map complex relationships 
 

Idaptive’s Unique Value 

Source: Forrester (including revenues from both products and implementation services) 



• Drive growth of Strategy services 

with new packaged, repeatable 

offerings 

• Drive growth of Operation Services 

by launching new services, 

leveraging existing partnerships  

and creating new partnerships  

• Continue to develop Idaptive 

Product Suite and create  

worldwide strategic partnerships 

Key 2011 Business Strategies 



Hyro Insights
May 2011

Welcome to Hyro Insights
Bill Votsaris, CEO

Bill Votsaris has been at the helm of Hyro for the past three 
years. During this time he has successfully navigated the Global 
Financial Crisis, extinguished Hyro’s legacy debt and set the 
business on a new course. 

Welcome to the inaugural Hyro 
Insights, a bi-monthly publication 
designed to provide you with more 
information about Hyro and the 
types of products, services and 
solutions we deliver to our clients. 

2011 has already seen the 
successful completion of our 
renounceable rights issue, with an 
over-subscription of more than 49%. 
This signifi cant participation level 
not only refl ects the online sector’s 
value but also Hyro’s prominent 
position within it, especially when 
you consider these facts1 -

• Australian internet users now 
spend an average of 22 hours 
per week online - an increase 
of 4 hours over the past year

• In the last 12 months 53% 
of users engaged with an 
organisation, brand or 
product via social networking 
sites

• 85% of Australian users 
purchased on line

But if further proof is needed, you 
only need to turn to the recent 
behaviour of one its most ardent 
opponents. Only six months ago 
prominent retailer Gerry Harvey, 

owner of Harvey Norman, saw 
online as such a threat he began to 
lobby the government for protection 
against it. Fast forward to the 
present and the company is now 
budgeting for $100 million in 
revenue from the online channel 
within two to three years. It looks 
for Gerry at least, that quite a 
signifi cant penny has fi nally 
dropped. 

The mobile market also saw 
noteworthy changes throughout 
2010, with signifi cant uptake in 
internet capable mobile phones. 
In 2010 mobile internet 
browsing rose considerably from 
29% to 52%1. With anywhere, 
anytime access mobility is rapidly 
becoming part of everyday personal 
and business life. 

In the mobility market we’re 
witnessing today’s giants - Apple, 
Google, Microsoft and Blackberry 
aggressively challenge each other 
to become the number one provider 
of seamless content delivery 
applications. 

With the increase in smartphone 
ownership and introduction of 
tablet devices such as the iPad 
the mobility market will only get 
bigger. 

But just how valuable is the 
mobility and online business? 
When you compare the market 
value of household names such 
as McDonalds ($84 billion) and 
General Motors ($46 billion) against 
Google ($170 billion) and Apple 
($308 billion), the numbers speak 
for themselves.

Hyro fi nds itself not only in the right 
place at the right time to enjoy the 
spoils of the present market, but 
also a wealth of experience in which 
to help us achieve them (and boy 
over the last couple of years have 
we earned our stripes!).

I am proud to say that Hyro now 
has a positive balance sheet. In 
Q1 2011 we delivered an operat-
ing profi t and we are engaged with 
leading enterprise and government 
agencies such as ANZ Bank, Agility 
Interactive, Aboriginal Affairs 
Victoria, The Buzz Insurance 
and The Victorian Department of 
Education.

When we gather all this information 
together and combine it with Hyro’s 
experience and know how, I see the 
potential for great, even signifi cant, 
promise. 

1 The Australian Online Consumer Landscape, Nielsen, March 2011 



The changing landscape of 
Identity and Access Management 
Richard Cookes, GM Idaptive

Richard Cookes recently joined Hyro to run its Identity Management 
product division, Idaptive. His mission is to unlock shareholder value 
and run Idaptive as a separate business by working with partners 
on a global basis, in addition to Hyro here in Australia.

What is Identity and Access 
Management?  
Identity and Access Management 
(IDAM) is a broad administrative 
area that deals with provisioning 
and de-provisioning of identities 
into a community such as a 
country, network or enterprise. 

It also involves identifying 
individuals in a community and 
controlling their access to 
systems within that community 
by associating user rights and 
restrictions with the established 
identity.

The IDAM market loosely breaks 
into two major market segments, 
Access Management and Identity 
Management. The market 
initially grew from Access 
management products in the 
early 2000’s to include Identity 
Management in later years.

The Access Management market 
segment is a mature market with 
many organisations successfully 
deploying products on a large scale 
from vendors such as IBM, CA, 
Oracle and Novell. However, there 
are challenges with making 
traditional products “fi t for purpose” 
in the cloud computing environment 
where additional demands are 
being placed that were not 
considered in original product 
architectures (e.g. multi-tenancy).

Why has the Identity 
Management market segment 
largely been unsuccessful? 
The market segment for Identity 
Management is a different story with 

the landscape littered with many 
failed implementations. It is not 
unusual fi nd many organisations on 
their second or third implementation 
attempt.

Traditional approaches to identity 
management are able to cope 
with relatively simple identity 
relationships were a customer 
or employee operates with one 
context. As an example in 
education I might be a teacher or 
parent. However, what starts off as 
a simple relationship model soon 
gets complex, a teacher could also 
be a parent, a teacher might also 
teach different subjects at different 
schools etc. 

Often what starts off 
as a simple project of 
mapping a single context 
model soon gets complex 
and involves mapping 
multiple contexts 

One of the reasons identity 
management projects have failed in 
the past is due to traditional identity 
management products forcing 
customers to map their complex 
identity relationships into limited 
relationship models offered in 
these products. To overcome these 
product defi ciencies, often multiple 
identity management instances 
need to be implemented. Each 
instance handles a different set of 
contexts and you have to federate 
over the top to get a single view of 

your employees or customers, their 
entitlements and services they have 
subscribed to. It is not unusual to 
hear an organisation has selected 
Identity vendor X and they are 
now trying to determine how many 
instances they need to deploy.

Another answer to this product 
defi ciency is to fi rst deploy 
expensive CRM’s in an effort  to 
consolidate relationships. As a 
consequence, implementations are 
long, become complex and are hard 
to maintain. 

Using the power and simplicity of 
contextual management, Idaptive 
Identity Manager uniquely enables 
organisations to fl exibly model the 
real world where people are part of
various communities, business 
roles, customers, consumers and
constituents. This approach does 
not require multiple identity 
management instances or 
CRM’s to exist, shortens the 
implementation and improves 
maintainability.

Using Idaptive you are able to 
address the expensive part of all 
identity management projects, the  
implementation and management 
that often represents two thirds of 
the cost. 



Lumley Insurance Case Study
Creating a social intranet

Lumley Insurance is the largest 
of the Wesfarmers’ Insurance 
companies, and is entirely 
Australian owned and operated. 
Employing over 850 people across 
13 offi ce locations, Lumley’s 
underwrite more than $750m of 
insurance premiums each year. 

The Business Problem
Described as a “large fi ling 
cabinet”, the Lumley intranet 
contained a huge volume of 
valuable information. However 
usage levels were low because it 
was hard to navigate and lacked 
any collaboration functionality. 
Management wanted to redevelop 
the intranet to fuel better business 
performance and innovation.

The Solution
A multi-skilled team was required 
to bring the solution together. Hyro 
initially conducted a visioning and 
requirements workshop with users 
and business stakeholders to 
identify and prioritise the specifi c 
areas for improvement. Based on 
these results Hyro redeveloped 
the sites information architecture, 
structured page components into 
wireframes and produced a new 
look and feel. Hyro’s IBM Product 
Specialists then built and 
implemented the site using an 
Agile approach. Key to the 
transformation is a seamless User

Interface (UI) that pulls together 
a number of products from IBM’s 
Lotus family, including OmniFind 
for search, Lotus Connections for 
collaboration and Lotus Quickr for 
document management. 

The Business Benefi ts
The Lumley Intranet was 
transformed from being a static and 
low-value resource into a dynamic 
and collaborative work tool that 
streamlines processes and delivers 
new ways of connecting with 
employees across the business.

“Surveys show a 
tremendous increase in 
staff satisfaction and 
utilisation of the intranet.  
It has already become a 
trusted business tool and 
is continually receiving 
positive feedback.” 

Frankie Lewis
Head of Corporate Communications,
Lumley Insurance

‘The Social Intranet’ Event Series

‘The Social Intranet’ is an
upcoming event series featuring
Frankie Lewis, Head of Corporate
Communications, Lumley
Insurance who will share her
perspectives on how Lumley 
transformed their Intranet from 
being a low–value resource into 
a dynamic and collaborative work 
tool.

Hyro will also provide some key 
insights into how to facilitate and 
drive a knowledge culture in the 
workplace through the use of social 
networking tools.

If you’re responsible for, or have a
strong interest in your organisations
intranet strategy, we invite you to
register for these free events.

The Social Intranet
Sydney - 7th June 2011
Melbourne - 8th June 2011

Register Today:
www.hyro.com/events



In Brief
Latest Hyro News

Signed $4m agreement with Agility Interactive
In May Hyro announced the signing of an agreement with wagering 
and media company Agility Interactive. Over the last 12 months Hyro 
has been working with Agility to develop components for their next 
generation of online wagering products. Under the $4m agreement, 
Hyro will continue to provide a range of customer experience services 
and augment Agility’s technical services. 

Secured signifi cant portal project with ANZ
In April Hyro announced that they have been chosen by ANZ Bank 
as the implementation partner for a major portal project. The new 
digital portal solution will supply ANZ with a go-to-market platform for 
their marketing strategy, and provide customers with an innovative 
experience by presenting a one-stop-shop of news, research and 
information sourced from industry experts as well as pre-eminent 
business leaders.

Created online game in partnership with EMI and Microsoft
In March Hyro launched an online game that tests users’ music 
knowledge and rewards them with discounts to EMI’s online music 
store, ‘The In Song’. The game was built entirely using HTML5, 
providing users with rich, engaging online experience without the 
need for Adobe Flash. To experience the game and test your music 
knowledge visit: www.wayoutwars.com

Launched online system for Aboriginal Affairs Victoria
In February Hyro launched an online application and registry system 
for Aboriginal Affairs Victoria (AAV), allowing AAV to record and 
manage Victoria’s Aboriginal Heritage in line with the Aboriginal 
Heritage Act. Dubbed ACHRIS (Aboriginal Cultural Heritage Register 
and Information System), it combines a custom-built Java solution 
with a spatial integration framework, bringing together disparate data 
sources into a single web portal. 

Hyro regularly hosts a number 
of free seminars and events 
designed to add value to you 
and your business. These events 
are run at various locations 
throughout Australia. 

We are constantly updating our 
events schedule so be sure to 
visit hyro.com/events regularly to 
see what’s on. 

• The Role of Identity 
in Government 3.0
Date: 24th May 2011 
Time: 12:00pm - 2.30pm 
City: Melbourne 

• The Social Intranet 
Date: 7th June 2011 
Time: 12:00pm - 2:00pm 
City: Sydney 

• The Social Intranet 
Date: 8th June 2011 
Time: 8:00am - 9:30am
City: Melbourne 

For more information
and to register visit:
www.hyro.com/events

About Hyro Contact Hyro

Hyro is the most experienced digital services company in the Asia 
Pacifi c region. Hyro’s focus is the provision of solutions for e-commerce 
and digital channels including mobile and IPTV throughout Australia 
and the Asian region. For more information visit: www.hyro.com

Upcoming 
Events

1300 800 500

info@hyro.com

www.hyro.com



Questions? 


	Binder1.pdf
	AGM 2011 CEO Presentation - For Lodgement.pdf
	Hyro Insights - May 2011.pdf

	Pages from Binder1.pdf


<<
  /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




