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Abstract— Women entrepreneurs’ usage of mobile technology
such a cellphone has been increasing intensely in Sub-Saharan
Africa. However there is limited knowledge on the extent and
precise usage of mobile phones by women entrepreneurs for
accessing market information. Hence to address this gap, the goal
of this paper is to investigate the usage of mobile technology for
accessing market information by women entrepreneurs in Iringa,
Tanzania. The study employs a mixed research approach
characterized by quantitative and qualitative methods in order to
obtain a holistic view on the issues, shortcomings and advantage
that the usage of mobile phone for accessing market information
can represent to the women entrepreneurs of the region.
Interviews were conducted using semi-structured questionnaires
to collect quantitative data, while in-depth interviews were used
for qualitative data collection. Convergent parallel mixed method
was used as a technique for summarizing objective evaluation and
interpretation of findings. Results indicate that, contrary to prior
research reports, mobile phones are not used as enablers by the
women entrepreneurs of our study in accessing market
information that is relevant to their business. Our work puts
forward a plausible solution of designing a specialized virtual
platform for accessing market information and expand business
networks of the target user.

Keywords— Women entrepreneurs; mobile phone usage; market
information

L INTRODUCTION

Mobile phone use has the potential to improve women
entrepreneurs business by reducing search cost, increase market
efficiency, promptly communicate business information and
improves productivity by allowing them to better manage their
supply chain [1, 2]. Mobile phone use may also enable women
entrepreneurs to access reliable information about the market
trend of their business. Women may access information about
input and output prices, and potential buyers and sellers [1].
Mobile phone use can also uplift women entrepreneurs through
expanding access to local and international market [3].
Moreover, the report of the International Centre for Research on
Women (ICRW) stated that mobile phone can catalyze women
economic development by promoting entrepreneurial activity,
improving business practice and breaking traditional gender
barrier at home and in the market place [4]. These current facts
and future prospect suggest that mobile phone usage has become
one of the most ubiquitous technology devices for accessing
market information by women entrepreneurs.
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Despite the fact that mobile phone has contributed to women
economic development, the precise extent to which mobile
phones contribute for accessing market information in
developing countries is still controversial. In most developing
countries, markets are dispersed, and communications
infrastructure is poor [5]. Producers and traders often have only
limited information, perhaps knowing only the price in a handful
of nearby villages or the nearest town, so the potential for
inefficiency in the allocation of goods across markets is great
[5]. However, due to the important role that mobile phones can
play as entrepreneurial tool, the usage of mobile phone for
accessing market information by women entrepreneurs cannot
be ignored. Therefore, the goal of the study is to investigate the
usage of mobile phone technology for accessing market
information by women entrepreneur in Iringa, Tanzania. Iringa
region has been chosen as a study area because it is among the
leading producers of agricultural products in Tanzania. In
particular, the study focuses on answering the following
questions:

e Are mobile phones used as real enablers for accessing
market information?

e What is the impact of mobile phone usage on women
entrepreneurs’ business development, if any?

e What are the challenges that women entrepreneurs face
when using mobile phone for accessing market
information?

Centering on women entrepreneurs, this study contributes to
the scanty literature available about the pragmatic role of mobile
phone technology usage in accessing market information in
emerging economies. This also provides a holistic view for
putting forward plausible solutions.

II.  THEORETICAL PERSPECTIVES

Over the past decade, mobile phone ownership has grown
significantly in Sub-Saharan Africa and now covers 60 percent
of the population [1]. The availability of mobile phones at
affordable prices and its mobility make it an attractive and
powerful tool for empowering entrepreneurs to improve their
business communication. For instance, mobile phones are
useful for enabling the access to market information regarding
products demand. This is of relevance for making sound
decisions about where to sell the products [6, 7], the products’
price [8], and quality required, the identification of potential
customers and the deployment of competitive strategies that
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improve business and socio-economic well-being [9]. In
particular, women entrepreneurs could highly benefit from
mobile phone usage since it can reduce search costs of
information about input prices, output prices and potential
buyers, as opposed to the traditional search mechanism like
personal travel, radio, landlines, letter, newspaper and
television which are more expensive [10, 2, 11].

However, in spite of the benefits that mobile phone usage
can provide women entrepreneurs seems to lag behind when
embracing the use of mobile phone technology for improving
their business. Our work is set out to investigate the issues faced
when using mobile phones for accessing market information
and to identify plausible recommendations to address those
issues such that, the women entrepreneurs can take full
advantage of the benefits provided by the technology.

III. RESEARCH APPROACH

A mixed-method design was used to study mobile phone
usage for accessing market information. Given the composite
nature of the linkage between mobile phones, women
entrepreneurs and market information, convergent parallel
mixed method approach enabled to inquire in-depth information
detailed views of participants qualitatively and score on
instruments quantitatively [12]. The population in the study was
sampled from women entrepreneurs from Iringa region. Women
entrepreneurs are at the core of this study because even though
they are key participants in agricultural activities, they seems to
lag behind in accessing the market information that would
enable them to get reliable business intelligence regarding where
to sell their products, for instance.

The sampling design for this population was based on
purposive sampling in order to increase validity, reliability and
obtain the widest range of variation of responses. Women
entrepreneurs with one year or more in business were included
in the study. Purposive sampling design was also used to select
informative participants from Small Industrial Development
(MUVI)!, since these institutions support women entrepreneurs
by offering training and loans. Qualitative and quantitative data
were collected and analyzed using convergent parallel mixed
methods.
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Fig. 1. Participants’ demographic information
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IV. RESULTS

The results of this study were derived from the semi-
structured questionnaire and in-depth interviews using mixed
methods. A total of forty three respondents volunteered to fill
in the questionnaires during data collection process. The
majority of the participants were 35-44 years old (38 out 0f43),
had completed primary education (33 out of 43), and had six or
more years business experience (28 out of 43). Fig. 1 provides
further details regarding the women entrepreneur participants’
demographic background.

A. Mobile Phones and Market Information

To answer research question ‘are mobile phones used as real
enablers for accessing market information?’ the results indicate
that all of the respondents own mobile phone although only 6
(13.9%) of the respondents had smartphones, while 37 (86 %)
had simple phones that did not support internet applications. It
was revealed that current mobile phone usage do not enable the
majority of them in accessing market information about the
demand of their products, except for those entrepreneurs who
had already established links with customers. According to the
respondents the main sources of market information were trade
exhibitions and verbal communication among women
entrepreneurs themselves, particularly for those who operated
their business jointly.

Furthermore, women entrepreneurs had no direct access to
information from the market about the price, needs and potential
customers. The data indicate that 35 (81.3%) participants did not
use their mobile phones to know the price of their products.
Instead women entrepreneurs set the price of their products after
considering the costs incurred during food processing.
Nevertheless, 8 (18.6%) respondents were of the opinion that a
mobile phone did enable them to know the price of products by
communicating with their fellows in other centers.

B. Mobile Phones and Women Entrepreneurs’ Development

To address the research question ‘what is the impact of
mobile phone usage on women entrepreneurs’ business
development?’ the results demonstrate that few women
entrepreneurs used mobile phone for developing their business:
only 6 (13.9%) used mobile phones to send pictures of their
products to the customers through WhatsApp application.
However 37 (86%) respondents possessed mobile phone which
do not support internet application. Nevertheless, we speculate
that internet connectivity is not a requirement in order to use the
phone as a business tool since text messages could also be used
for product description and information sharing.

With respect to the traveling costs, 26 (60.4%) respondents
conceded that mobile phones played an important role in
reducing traveling costs to the market. Furthermore field data
indicate that mobile phones enriched the income when the user
was connected with a large number of customers. Having many
customers implied selling more and improving their revenue.
However, 38 (88.3%) respondents who relied on a local market
and walked around with their products, found that mobile
phones were not enablers for improving their income since they
lack such connections with old and new customers.
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Fig 2. Challenges faced by women entrepreneurs in Iringa

C. Challenges of Mobile Phone Usage for Women
Entreprenuers
To address the research question ‘what are the challenges
that women entrepreneurs face when using mobile phone for
accessing market information?’, we found that women
entrepreneurs face several problems in the usage of mobile
phone as summarized in Fig. 2.

Majority of the respondents (39 out of 43) mentioned
absence or poor cell phone network as being a big problem they
face when using mobile phone, particularly as they move away
from the town center outwards. Furthermore, it was asserted by
respondents that is it expensive to manage mobile phone in terms
of purchasing airtime. The study revealed that women
entrepreneurs spent thousands per month on purchases of airtime
at the average range of Tanzanian shillings (Tshs) 15,000 (USD
$7) to 65,000 (USD $30), which represents 13.3% of the average
monthly income. Mobile phone were also used for money
transactions through M-PESA? application. In this context there
was a problem of delay in the process of money transfer from
the customers to the women entrepreneurs. The participants
pointed out that when doing transactions through mobile phones
some customers are not trustful and this brings more problems
to women entrepreneurs when doing business.

Recharging mobile phone batteries in rural areas was also
revealed to be among the challenges that women entrepreneurs
face due to lack of electricity and reliable charging facilities. For
battery recharging they spend on average of Tshs 300 - 500 per
single recharging, which amounts monthly to an average of Tshs
1500 to 2000 depending on the quality of handset battery.
Furthermore the data showed that, women entrepreneurs lack
knowledge about using mobile phones for business transactions
especially for smart phones. During the in-depth interview the
regional manager of SIDO stated that “the sophistication of
mobile technology is a big problem to the ordinary women
entrepreneurs to use it in business, since most of them lack skills
of reading and writing ... some of them they have never attended
a primary education”. The usage of smart phone handsets can be
difficult to understand for many and this hinders its effective use
for business purposes.

2 Mobile phone local application for money transfer and payments. M
indicates mobile, and PESA indicates money in English
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The study also showed a lack of vision by women
entrepreneurs on the importance of mobile phone as a tool in
business, and that they do business based on past experience in
order to maintain a status quo is challenge which they face.
During the in-depth interview the head of MUVI asserted that
“women entrepreneurs lacked vision of employing mobile phone
in accessing market information but a mobile phone is an
important tool in a modern business environment if it is
effectively utilized”.

V.  DISCUSSION

The main contribution of this work is unveiling the role of
mobile phones for accessing market information by women
entrepreneurs. The women entrepreneurs who participated in the
study included respondents from all age groups, educational
levels, marital status and experience in business. We consider
these demographic variable have an implication for women to
engage in food processing. Our sample on age cohort of 35-44
and 45-54 dominated the population of study, since at that age
women are shouldered with family responsibility and they
engage in food processing as a source of income. Of the
respondents in our sample 95.3% were married and they have
vast experience in food processing as it shows 65.1% were
involved in business for more than 6 years.

According to our findings, mobile phone does not help
women entrepreneurs to access market information about the
market prices, demand of the products and potential customers.
Women entrepreneurs have no direct link with the market where
they could get such market information except few of them who
have established link with individual customers. The findings
show that 88.3% of respondents asserted that mobile phone does
not enable them to access market information since the price of
products is being set by women entreprencurs themselves after
considering the initial costs involved in food processing. Our
results are consistent with [13] study in Tanzania where the
researcher found that, majority of mobile phone users are not
motivated to access market information but to communicate
with friends and relatives.

The study has shown that all respondents owned mobile
phone and users do use mobile phones for mainly maintaining
relationships and not for accessing market information and
expand business. This does not mean that mobile phone could
not be used for accessing market information as revealed that
11.6% of the respondents use mobile phone to access price
information. We have witnessed many ways of using mobile
phones for accessing market information on the price dispersion,
potential customers, demand of market and compete more
effectively against their competitors [14]. Our findings suggest
that mobile phones do not, to a great extent contributes in
accessing market information by women entrepreneurs as large
number access market by physical visiting with their
commodity. Our results are consistent with [13] who asserted
that majority of mobile phone owners and users do not use for
business purposes but mainly to support family and friends
relations.

17-19 October 2016, San Diego, CA, USA

2016 International Conference on Interactive Mobile Communication, Technologies and Learning IMCL)
Page 75



Of the respondents in our sample 64.4% believed that mobile
phones would help to reduce traveling costs if there was a good
link with the market, where women entrepreneurs could
communicate business transactions with the customers through
mobile phones. While 39.4% of the respondent argued that
mobile phones do not help to reduce cost of travelling to the
market, they walk with their commodity around the town
seeking for potential buyers. Our work suggest that to a large
scale mobile phones usage does not reduce traveling costs since
most of women entrepreneurs in Iringa operate their business
within their surroundings and they have not extended their
business outside their region. In the study by [15] it is stated that
less than 5% of mobile phones owners use phones for business
purposes. Our findings contradict with the study by [16] which
asserted that mobile phone usage reduce traveling costs by
making business transactions through mobile phones.

Through in—depth interviews, it was revealed that mobile
phones do not help women entrepreneurs to expand business
networks, given the fact that, most of women entrepreneurs own
mobile phones but do not use for business purpose. Mobile
phones do not help to expand business networks since the
entrepreneurs are narrowed to operate within the local market
due to lack of exposure of external market. Furthermore our
results shows that 88.3% of respondents argued that the mobile
phones do not helps to expand business networks since they
depend on local market to sell their processed food products.

Furthermore, it was confirmed by our field data that mobile
phone usage facilitates improvement in income only for those
who have been connected with several customers whereby they
sell more products and in turn earn more profits. Mobile phone
improves income of those women entrepreneurs by reducing
traveling costs and expanding market, which in turn makes them
sell more products. Although mobile phone was found to
improve income for some, the study suggests that at a larger
scale mobile phone usage does not help to improve income of
women entrepreneurs. The results show 88.3% of respondents
do not use mobile phone for business purpose and hence it does
not contribute to improve their income. It can be argued that
mobile phones are an important tool in business activities, which
contributes to improve the income of women entrepreneurs and
their wellbeing only if it is effectively utilized.

Our respondents’ opinion on the challenges of mobile phone
usage were unambiguous, showing that mobile phones usage
brings operational problem. The study revealed that expenditure
on airtime is high, around Tshs 15,000 to 60,000 and above on
monthly basis. Mpogole, Usanga, & Tedre [15] asserted in their
study that the pricing of a mobile call is more expensive
compared to the benefits of using mobile phone, which seems to
be the case for the participants of our study. The results of our
work also concurs with findings of [15] which showed that the
price of mobile phone use in Tanzania is more expensive than
other East African countries. Even though telecommunication
has bloomed in Tanzania with several mobile phone service
providers available, there is still absence of well established
procedures for filling complaints to the government and mobile
phone subscribers on the high charges of airtime and other
problems related to the mobile phone usage.
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Furthermore, mobile phone usage faces the challenge of poor
cell network which is not stable especially as the user moves
away from town center. The failure of network restricts the
effective communication between women entrepreneurs and
customers. During the in-depth interviews several respondents
mentioned that “network failure is a problem which affect
effective communication especially in remote areas”. The study
by [13] amplified that mobile phones customers complain on
slow and low-quality network. Our work suggests that slow and
low quality network affect the usefulness of mobile phone as a
business and communication tool. Presence of reliable and
effective network is considered to be of paramount importance
to the mobile phone users in order to support business activities.

According to our findings, the usage of mobile phone in
business comes also with a lot of dishonesty between women
entrepreneurs and customers. Transaction of business through
mobile phone devices is plagued by delays that affect the
payment through M-PESA when the business transaction is
agreed. Also mobile phone is used to disseminate false
information in order to defeat competitors in the market. One of
the respondents lamented that “mobile phone is not good in
business because your competitors display the image of your
products to customers by telling them the product has low
quality and not approved by government for the public use”.
However, our findings suggest that mobile phone is effective in
supporting business transaction in placing order, payments and
display the product to the customers if it is appropriately utilized.

VI. RECOMMENDATIONS

Base on the results of our field study the following
recommendations are put forward:

e Awareness and training programs are required to
educate women entrepreneurs on how to make use of
mobile phone for accessing market information in
simple ways such as text messages. Creation of
awareness to women on the usage of mobile phone in
business is important for them to expand business.

e Establishing and promoting women entrepreneurs

clubs in order to create networks and discuss
challenges they face about accessing market
information.

e  Governmental support is needed to foster skills of
entrepreneurship and regulate the costs of mobile
phone operators in order to reduce prices of airtime
and make more bandwidth available for broadband
usage. Also, the support and maintenance of reliable
physical infrastructure (for instance, mobile phone
recharging stations) is desirable.

VII. CONCLUSIONS

Preceding research has to a certain degree maintained the
argument that mobile phone usage helps to access market
information, improves economic efficiency and reduce
transaction costs [16, 17]. However, the findings in this study
have shown that mobile phone usage does not automatically
assist women entrepreneurs to obtain market information.
Instead, they operate in small scale and because of the traditional
nature of their business, women entrepreneurs set the price of
their products after considering the costs incurred in processing
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without knowledge of the market. Yet, women entrepreneurs
depend on the local market which is not reliable to absorb all
processed food products. Furthermore, there is no reliable
platform from where to get direct access to market information,
hence the traditional walk, search and find style for selling
products prevails in the Iringa region.

Although all women entrepreneurs included in the study
owned a mobile phone device, they used it for family matters
and not for business purpose, despite the benefits that such use
could bring forward. Mobile phone usage could help women
entrepreneurs to get timely market information on prices;
opportunities; potential customers and demands of the market.
However, mobile phone usage was constrained with airtime
costs which are high and prohibitive. Furthermore women
entrepreneurs face challenges regarding poor cellular network
accessibility and lack of knowledge on how to use their phones:
some of the participants only knew how to receive and make a
phone call.

Our study focused on the role of mobile phone for accessing
market information and understanding the challenges that
plague such a usage in the agricultural Iringa region of Tanzania.
Based on the knowledge acquire here, further studies are
undergoing on the design and implementation of a user-friendly
mobile phone application for accessing market information
adapted to the local users devices and needs, with the aim of
improving the socio-economic well-being of the women
entrepreneurs of the region.

REFERENCES

[1] J.C. Aker and 1. S. Mbiti, "Mobile phones and Economic
Development," Journal of Economic Perspective, pp. Vol
24,n0 3,pp207-232, 2010.

[2] A. S. Sife, E. Kiondo and J. G. Macha, "Contribution of
mobile phones to Rural Livelihoods and Poverty
Reduction in Morogoro region, Tanzania," The Electronic
Journal on Information systems in Developing Countries,
pp- 42,3,1-15, 2010.

[3] United Nations, "Information and communication
technologies and their impact and use as an instrument

for advancement and empowerment of women,"
EGM/ICT/2002/Report,23 December 2002, 2002.

[4] International Centre for Research on Women(ICRW),
"Connectivity:How mobile phones,Computers and
Internet can catalyze women's entrepreneurial in India.A
case study," 2012.

[51] R.  Jensen, "The digital provide:Information
technology,market performance and welfare in the south
Indian Fisheries sector," The quarterly journal of
Economics, pp. Vol 122,issue 3,pp 879-924, 2007.

[6] B. Furuholt and E. Matotay, "The Developmental
Contribution from Mobile Phones across the Agricultural
Value Chain in Rural Africa," The Electronic Journal on
Information Sytems in Developing Countries, pp. 48 ,7,1-
16,2011.

978-1-5090-3063-7/16/$31.00 ©2016 IEEE

[71 P. O. Siyao, "Barriers in accessing Agricultural
INformation in Tanzania with a Gender Perspective:The
case study of Small-Scale Sugar cane growers in
Kilombero District,” The FElectronic Journal on
Information systems in Developing Countries, pp. 51,5,1-
19, 2012.

[8] J. Srinivasan and J. Burrell, "On the Importance of Price
Information to fishers and to economicsts:Revisting
mobile phone use among fishers in Kerala(ICTD2013
Special  Issue)," Information Technologies and
International Development, pp. 11(1),57-70, 2015.

[9] D. Jobber, Principles and Practice of Marketing ,6th ed,
New York: McGraw-Hill Education, 2010.

[10] J. C. Aker, "Does Digital Divide or Provide? The Impact
of Mobile Phones on Grain Market in Niger," BREAD
Working paper 177, 2008.

[11] M. Komunte, "Usage of Mobile Technology in Women
Entrepreneurs: A case Study of Uganda," The Africa
Journal of Information Systems:Vol.7:1ss.3,Article 3, pp.
ISSN 1936-0282, 2015.

[12]1 7. W. Cresswell, Research
Design:Qualitative,Quantitative and Mixed methods
approaches,4th Ed, Uk: SAGE Publications, 2014.

[13] F. J. Mtenzi, B. L. Chachage and F. Ngumbuke, "The
Growth of Tanzanian Mobile Phone Sector:Triumph of
Quantity,Failure of Quality," in Proceedings of M4D,
Sweeden, 2008.

[14] H. T. Keh, T. T. Nguyen and H. P. Ng, "The Effects of
entrepreneurial Orientation and Marketing Information
on the performance of SMESs," Journal of Business
Venturing, pp. 22,4,592-611, 2007.

[15] H. Mpogole, H. Usanga and M. Tedre, "Mobile Phones
and Poverty Alleviation:A Survey in Rural Tanzania," in
Proceedings of M4D, Sweeden, 2008.

[16] M. Komunte, A. S. Rwashana and J. Nabukenya,
"Comparative Analysis of mobile phone usage women
entrepreneurs in Uganda and Kenya," African Journal of
computing and ICT, pp. Vol 5 no 5 ISSN 2006-1781,
2012.

[171S. R. Melchioly and @. S&be, "ICTs and
Development:Nature of Mobile Phones usage for
SMEsEconomic Development-An Exploratory Study in
Morogoro,Tanzania," in ICT and Development-Research
Voices from Africa. International Federation for
Information processing(IFIP), Technical Commission 9-
Relationship Between Computer and Society, Makerere
University,Uganda, 2010.

17-19 October 2016, San Diego, CA, USA

2016 International Conference on Interactive Mobile Communication, Technologies and Learning IMCL)
Page 77




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles false
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Gray Gamma 2.2)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.7
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /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 true
  /MaxSubsetPct 100
  /Optimize true
  /OPM 0
  /ParseDSCComments false
  /ParseDSCCommentsForDocInfo false
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo false
  /PreserveFlatness true
  /PreserveHalftoneInfo true
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Remove
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 200
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages false
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /ColorImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 200
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages false
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /GrayImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 400
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 600
  /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 (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e55464e1a65876863768467e5770b548c62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc666e901a554652d965874ef6768467e5770b548c52175370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA (Utilizzare queste impostazioni per creare documenti Adobe PDF adatti per visualizzare e stampare documenti aziendali in modo affidabile. I documenti PDF creati possono essere aperti con Acrobat e Adobe Reader 5.0 e versioni successive.)
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020be44c988b2c8c2a40020bb38c11cb97c0020c548c815c801c73cb85c0020bcf4ace00020c778c1c4d558b2940020b3700020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken waarmee zakelijke documenten betrouwbaar kunnen worden weergegeven en afgedrukt. 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 PDFs that match the "Required"  settings for PDF Specification 4.01)
  >>
>> setdistillerparams
<<
  /HWResolution [600 600]
  /PageSize [612.000 792.000]
>> setpagedevice


