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The Web-conferencing market continues to be marked by both
consolidation and fragmentation, as vendors prepare for
shifting market realities, driven by end-user requirements and
technical developments.

WHAT YOU NEED TO KNOW
As collaboration tools continue moving into the infrastructure, we expect Web conferencing to
follow suit. This will put the incumbent e-mail/instant messaging (IM) vendors in a stronger
position than those without an established presence in the broader collaboration market.
Web-conferencing products are predominantly delivered as a hosted service and, typically,
sold into lines of business. IT departments in many organizations are beginning to factor in
Web-conferencing decisions alongside e-mail and IM. In 2007, IBM added hosted Web-
conferencing support to its on-premises Web conferencing in Lotus Sametime through its
acquisition of WebDialogs. And Microsoft introduced on-premises Web conferencing in Office
Communications Server (OCS) 2007. These vendors are the incumbent e-mail infrastructure
providers in most enterprises.

On-premises deployments will increase, which will cause an increase in hybrid deployments,
as on-premises solutions will often be deployed alongside existing hosted implementations,
leading to an increase in hybrid use cases. Enterprise decisions on Web conferencing have to
align the types of meetings to be supported and the number of participants (internal, external
or both) with the appropriate deployment option for specific meetings.

The overall collaboration market has been quite fragmented, with major vendors continually
seeking to integrate collaboration services on a core platform. Enterprises should develop
their strategy for Web conferencing as a component of their overall collaboration strategy
from an infrastructure perspective, to maximize integration possibilities with other platforms
such as learning management systems and business applications such as CRM.

STRATEGIC PLANNING ASSUMPTIONS
By 2011, Web conferencing will be available to 75% of corporate users as a standard facility,
alongside e-mail, presence, calendaring, IM and other collaborative facilities.

By 2011, 40% of all Web conferences will be operated using on-premises deployments.

By 2011, 60% of companies using Web conferencing will acquire this capability as part of a
larger suite of applications.
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MAGIC QUADRANT

Market Overview
Web-conferencing products support real-time
collaboration interactions over a network between
participants in multiple meeting formats. The main cost
benefit is measurable savings on business travel,
especially when participants are in various geographic
locations. When meeting participants cannot travel
because of security or other individual or environmental
reasons, Web conferencing is used to facilitate
important meetings that would not be possible in
person. Increasing environmental concerns and
initiatives for “green” IT are also leading organizations to
Web conferencing. Some vendors are beginning to
provide green calculators to enable companies to track
the amount by which travel was reduced and the
carbon dioxide emissions prevented by not traveling.
The market for Web conferencing will grow at a
compound annual rate of 23% through 2011.

Real-time collaboration support is becoming a
primary requirement, after e-mail, for efficient
enterprise communications. Web conferencing not
only allows people to collaborate virtually and share
information, it also provides facilities to record and
capture formal or ad hoc collaborative interactions for
later tracking and reuse. As organizations develop
their collaboration strategies from a technical and
people perspective, Web-conferencing penetration
rates will increase because of the cost savings and
productivity improvements Web conferencing brings.

The following is the minimum set of functions that
needs to be included in a Web-conferencing product:

• Presentation delivery: All participants can see an
online presentation (usually delivered by Microsoft PowerPoint),
which is under the control of one participant designated as 
the presenter.

• Desktop or application sharing: All participants can see, but
not directly interact with or modify, the presenter’s desktop or a
specific application on the presenter’s system. Some Web-
conferencing products deliver presentations by sharing a
presentation application, rather than using embedded
presentation facilities.

• Text chat: Participants can exchange real-time text 
messages with other participants or the presenter using an 
IM-like interface.

• Shared whiteboard: A meeting participant can add
annotations – that can be viewed by all – by typing or drawing
on a specific whiteboard application, or on top of a
presentation or shared application window.

• Basic security: Encrypted data transfer and password-
protected meetings.

• Remote control: Useful for technical support. It gives one
participant control of applications or the desktop on another
system.
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Figure 1. Magic Quadrant for Web Conferencing
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Increasingly, Web-conferencing products are being augmented by
more-advanced, optional features, such as:

• Integrated public switched telephone network audio: Users
can dial into an audioconferencing bridge that is linked into the
Web conference. Participants can “see” who is speaking and
presenters can control individual phone connections (for
example, they can make them mute or give presenter rights).

• Integrated voice over Internet Protocol (VoIP) audio: To
remove or reduce the need for telephone-based audio, some
products can use a PC’s speaker and microphone (or a
headset) to enable participants to listen to a presentation or –
more rarely – to speak and listen.

• Videoconferencing: Some products can show live video feeds
of participants or the presenter, which come from a desktop
Web camera or a dedicated video installation.

• File sharing: Participants can exchange files during the
conference.

• Application/document sharing: Participants can write directly
into the presenter’s application or document.

• Advanced security: Extra features that are required for
sensitive meetings. These features include: participant-level
passwords to prevent sharing, forcing new passwords for every
meeting; the ability to block anonymous users, limiting
participants to those with specific IP addresses; and automatic
purging of online documents after the meeting.

• Archiving: Audio and interactive portions of the conference
can be recorded for later viewing. Participants can “sit in” on
the conference if they were not able to attend in real time.
Archiving mandated by regulatory audit trail requirements is on
the rise.

• Feedback: Participants can indicate whether they want the
speaker to slow down, speed up, answer a question and more.

• Polling: A quick survey of participants can be conducted to
answer a specific question in real time.

• E-learning: Specific functionality to support online and blended
learning scenarios, such as participant testing, teacher
monitoring of student desktops and learning management
system integration.

• Mobility: Specific support for mobile phones and PDAs.

Users have three deployment options for these applications:

• Software-as-a-service (SaaS) model – Web-conferencing
software runs on the vendor’s (or a partner’s) systems on a
multitenancy basis, and the user accesses the capabilities over
the Internet (see Note 1).

• On-premises model – Installs software on systems owned
and operated by the enterprise.

• Blended model – Combines the SaaS model and the on-
premises model.

Typical internal everyday meetings are run using on-premises
facilities, and unusually large meetings use software running on
external servers. The SaaS model has been the predominant
model in the Web-conferencing market and has led to the ease of
entry of many smaller vendors into this space.

Market Definition/Description
Web-conferencing products are typically sold into lines of business
first, then they may be picked up by the IT department for more
strategic deployments. With the two dominant e-mail and IM
vendors, IBM and Microsoft, fully in the market, Web-conferencing
services are becoming a related additional requirement as
organizations begin to evaluate unified communications (UC) and
collaboration offerings.

Typically, companies use a separate telephone bridge for audio in
conjunction with Web conferences. Most of the vendors in this
Magic Quadrant have their own VoIP capabilities, which eliminates
the need for sending out separate bridge telephone numbers and
IDs. But bandwidth is a concern and can affect audio quality. Other
important concerns are difficulties provisioning PC accessories
(such as headsets), configuring and maintaining them, and being
able to bridge VoIP and plain old telephone service for the odd
participant who doesn’t have a PC microphone. Increasingly,
bandwidth concerns also apply to video. Although there is
increased interest in video, use is not very high. Most vendors
support video via Universal Serial Bus (USB) Web cams during
Web conferences. Adobe may be the best so far for desktop video
because Adobe Flash is less intensive on bandwidth.

It’s in the area of VoIP, video, flexible pricing options, integration
with learning management systems and other business
applications that vendors are looking to differentiate, as this market
has matured quickly in the past two years. But the market’s
maturity is leading to less differentiation, as newer or lesser known
players are just a version away from adding extra functionality. The
major differentiation is becoming the viability of the companies.

This Magic Quadrant covers enterprise use of Web conferencing,
so we will not address consumer-based vendors, except to say
that enterprise vendors offer scaled-down versions of their Web-
conferencing services. Examples include IBM’s Lotus Sametime
Unyte Share and Adobe’s ConnectNow in beta with limits of two to
three participants. Microsoft offers SharedView for the Windows
Live consumer market and MeetingSpace in Vista for free. It’s an
interesting strategy to “seed” the low end of the market and
position the brand.

Inclusion and Exclusion Criteria
For inclusion in this Magic Quadrant, we used the following criteria:

• The product provides at least the minimal functionality
described in the Market Overview section.

Note 1

Software-as-a-Service Definition

Gartner defines SaaS as “software that’s owned, delivered
and managed remotely by one or more providers.” The
provider delivers an application based on a single set of
common code and data definitions. The application is
consumed in a one-to-many model by all contracted
customers at anytime on a pay-for-use basis, or as a
subscription based on use metrics.
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• The product supports at least five participants. Products that
support one-to-one interaction or small groups are generally
aimed at the consumer or other specialized markets not
covered by this Magic Quadrant.

• The vendor must market the Web-conferencing product on a
stand-alone basis, or as a component of a larger collaboration
suite that may include presence and IM.

• The vendor must have at least $10 million in annual revenue
from sales of Web-conferencing products.

• Sales and marketing efforts connected with the product are not
limited primarily to a particular vertical industry or horizontal
process (such as training).

• The vendor must develop and market the primary 
Web-conferencing product, not resell a “white label” product
produced by another company in an OEM relationship. The
product can also be the result of an acquisition.

The vendors of the following products are evaluated in this Magic
Quadrant:

• Adobe Acrobat Connect Pro.

• Alcatel-Lucent OmniTouch My Teamwork.

• AT&T Connect (formerly Interwise Connect).

• Cisco Unified MeetingPlace and WebEx Web Meeting
applications (Meeting Center, Sales Center, Event Center,
Training Center and Support Center).

• Citrix GoToMeeting and GoToWebinar.

• Dialcom Spontania Unified Collaboration.

• Elluminate Live.

• Genesys Meeting Center.

• IBM Lotus Sametime Standard and IBM Lotus Sametime Unyte.

• iLinc 10.

• InterCall Web Meeting.

• Microsoft Office Live Meeting 2007 and OCS 2007.

Table 1. Ability to Execute Evaluation Criteria

Evaluation Criteria

Product/Service

Overall Viability (Business Unit, Financial,
Strategy, Organization)

Sales Execution/Pricing

Market Responsiveness and Track Record

Marketing Execution

Customer Experience

Operations

Weighting

high

high

standard

low

standard

high

low

• Netviewer one2meet.

• Premiere Global Services Netspoke Professional.

• Saba Centra Suite.

Added
We have added four vendors to this year’s Magic Quadrant:

• Premiere Global Services, which acquired Netspoke in 2005.

• AT&T, which acquired Interwise in 2007.

• InterCall, which acquired Raindance in 2006.

• Alcatel-Lucent, which acquired eDial in 2004 and has had
success in the small or midsize business (SMB) market.

Dropped
We have dropped WebEx and WebDialogs from this Magic Quadrant
because of their respective acquisitions by Cisco and IBM.

Evaluation Criteria

Ability to Execute
Several factors contribute to the vendors’ execution ratings (see Table 1).
We evaluated the capabilities of the vendors’ products separately for basic
and advanced functionality. Because this market includes many small
vendors with uncertain futures, financial viability was an important factor.
We evaluated pricing in terms of comparative price levels and vendors’
flexibility in supporting the kinds of pricing models that customers want
(such as concurrent user, named user, per-minute and flat rate). We
judged user experience by speaking with our customers who use the
product or by calls with users supplied as references by the vendors.

Completeness of Vision
We evaluated the completeness of vision (see Table 2) by looking
at user requirements for use and purchasing and how the products
align with those. To evaluate vendors’ marketing and product
strategies, we looked at how they position their products and
whether their products adequately address the chosen positioning.

Table 2. Completeness of Vision Evaluation Criteria

Weighting

high

high

standard

high

standard

low

high

low

Evaluation Criteria

Market Understanding

Marketing Strategy

Sales Strategy

Offering (Product) Strategy

Business Model

Vertical/Industry Strategy

Innovation

Geographic Strategy

Source: Gartner
Source: Gartner
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We rated flexibility to support SaaS and on-premises deployment
more highly than a strategy of concentrating on one model only.
We also evaluated vendors’ product innovation and ability to
address trends we expect to see in the Web-conferencing market.

Leaders
Vendors in the Leaders’ quadrant have achieved significant market
share while demonstrating their ability to respond to customers’
needs. Leaders have robust, scalable products with a wide range
of features, a large installed base, acceptable financial
performance and good distribution. Leaders do well today and are
prepared for the future.

Challengers
There is only one vendor in the Challengers’ quadrant this year.
Vendors in this quadrant are characterized by operational
excellence or a good standing in the market. But, compared with
vendors in the Leaders’ and Visionaries’ quadrants, their products
lack some features or they do not have long-term road maps.

Visionaries
Visionaries typically have an important, unique or well-developed
technical capability and provide key elements of innovation that
illustrate the future of the market. However, they have not yet
developed sales and support capabilities to address or influence
the complete market.

Niche Players
Niche Players may have good technology, but are limited by their
size, product line breadth, market track record, vertical or
horizontal focus, geographic niche or financial circumstances.
Some have chosen a niche strategy (for example, regional vendors
with a local focus or targeted functionality intended to run on top
of, or with, other technologies).

Vendor Strengths and Cautions

Adobe
Strengths

• Based on Adobe Flash, the company’s Web-conferencing
offering can be deployed easily. It has resizable screen displays
for users, authoring capabilities and less intensive bandwidth
requirements for video.

• Native integration with Adobe Acrobat enables document-
centric real-time collaboration with Web conferencing from
within the document.

• Adobe’s product provides compliance features, with logging
and tracking of use and communications.

Cautions

• Adobe has to maintain its focus on enterprise sales execution.

• Its current server support is for Windows servers only.

Alcatel-Lucent
Strengths

• Alcatel-Lucent offers integrated, on-premises, carrier-grade
audioconferencing and Web conferencing (from its acquisition
of eDial in 2004, which included IM and presence) as part of its
UC capabilities.

• It has been successful in the SMB market.

Cautions

• Alcatel-Lucent’s offering does not integrate with learning
management systems.

• Customers typically procure the company’s offering as a
bundled communications solution and not primarily for its Web-
conferencing capability.

AT&T
Strengths

• Following the company’s acquisition of Interwise, AT&T has
rebranded Interwise Connect as AT&T Connect. The product
offers on-premises and SaaS deployment models, with a
blended option to combine the two in a flexible way.

• It offers converged IP/time division multiplexing (TDM) capability
and converged conferencing capabilities, including VoIP,
integrated audio bridge, video and PBX integration.

• AT&T’s portfolio of options includes TDM and IP voice
conferencing services, plus managed audioconferencing, Web
conferencing and videoconferencing.

Cautions

• AT&T’s portfolio has grown as a result of its acquisition of
Interwise. It now has overlapping product lines and it needs to
focus on executing with the acquired Interwise product.

• Its product and sales approach is less suited to SMBs.

Cisco
Strengths

• Cisco has a strong converged Web-conferencing offering that
focuses on UC.

• The company’s acquisition of WebEx has given it the leading
Web-conferencing product in terms of market adoption.

Cautions

• Cisco has to rationalize its communications and collaboration
portfolio, which may lessen the emphasis on MeetingPlace in
favor of the acquired functionality in the WebEx product.

• Cisco must gain credibility in the market as a collaboration
software company.
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Citrix Online
Strengths

• Citrix Online focuses on ease of use for its primary SMB
market rather than on advanced or rich features.

• Its flat-fee pricing is attractive to smaller companies that want
to conduct unlimited meetings and webinars at one set rate.

Cautions

• It does not provide support for advanced enterprise user
requirements, such as multiple language versions, video for all
participants in a conference via USB Web cams or room-based
video system.

• The company’s primary focus is on the SMB market; a lack of
advanced features will limit enterprise penetration.

Dialcom
Strengths

• Dialcom offers advanced functionality with converged VoIP,
providing integration with multiple PBX vendors such as Cisco,
Avaya and Nortel.

• Its adaptive bandwidth management feature supports better
performance and higher-quality video.

Cautions

• Dialcom is a smaller company and will continue to have
challenges selling to enterprises.

• Its main market presence is in Europe, but it has slowly
increased its presence in North America.

Elluminate
Strengths

• Elluminate supports most of the major server and client
platforms (such as Windows, Macintosh, Linux and Unix).

• Its core strength is in e-learning, including testing facilities and
integration with several course management systems.

Cautions

• The predominant use case is for e-learning.

• Elluminate does not integrate with PBXs or provide support for
audioconferencing bridges.

Genesys Conferencing
Strengths

• Genesys Conferencing’s product is proven to scale in large
enterprise deployments.

• Genesys has its own R&D arm and offers customization for
larger enterprises.

Cautions

• The company still lacks an on-premises deployment option.

• Market pressure has made Genesys the subject of a tender
offer by West.

IBM
Strengths

• IBM offers an integrated real-time platform in IBM Lotus
Sametime with on-premises IM and Web conferencing.

• It provides native integration with Lotus Notes and integration
with Microsoft Outlook.

• Following its acquisition of WebDialogs, IBM now offers a
hosted SaaS Web-conferencing service (IBM Lotus Sametime
Unyte), which will aid in penetrating the SMB market and
further push into non-Lotus-Notes environments.

Cautions

• IBM is a new player in the SaaS market and has not focused
much on SMBs.

• There is currently no integration between IBM Lotus Sametime
Unyte and the on-premises IM and presence functionality in
IBM Lotus Sametime Standard.

iLinc
Strengths

• The company provides full integration with multiple learning
management products.

• iLinc has added its Green Meter tool, which tracks carbon
dioxide emissions prevented, travel reductions made and costs
saved by meeting online rather than traveling to meetings.

• It made a strategic move by selling its audioconferencing
assets to Premiere Global Services in May 2008 for $4 million.

Cautions

• iLinc is a fairly small vendor and we expect it to experience
some revenue decline with its recent switch to focus on SaaS
subscription-based Web-conferencing services.

• It currently lacks integration with Lotus Notes, IM and UC
clients, but it does support Outlook, and Web service
application programming interfaces are available.

InterCall
Strengths

• InterCall bundles its own audioconferencing bridge with its
InterCall Web Meeting product from its acquisition of
Raindance in 2006.

• It provides event conferencing services, with dedicated
specialists helping to set up and manage events.

Cautions

• InterCall resells Microsoft Office Live Meeting 2007, Cisco
WebEx Web Meeting applications and other Web conferencing
products, as well as selling InterCall Web Meeting and Mshow
for event conferencing.

• It does not offer support for multiple languages.

• The company does not provide integration with learning
management systems.



7

Microsoft
Strengths

• Microsoft now has two options for business Web conferencing,
with Microsoft Office Live Meeting 2007 deployed via a SaaS
model and OCS 2007, which now offers on-premises Web
conferencing in addition to IM and presence.

• Both of Microsoft’s business Web-conferencing products
provide deep integration with Microsoft Office and with
Microsoft SharePoint as a repository for Web-conferencing
content.

• The company’s products offer improved video and VoIP support.

Cautions

• The on-premises OCS version supports only the Windows
platform for Web conferencing.

• Drawbacks are the new pricing model for Microsoft Office Live
Meeting and Microsoft’s overlapping conferencing products.

Netviewer
Strengths

• Netviewer provides both on-premises and SaaS deployment
options.

• Based in Germany, Netviewer has good traction in Europe,
which represents most of its customer base.

• It provides added support for Macintosh users.

Cautions

• The company currently lacks support for audioconference
bridges, although this is planned for 4Q08.

• Netviewer mainly targets departments and will be challenged
targeting enterprises.

Premiere Global Services
Strengths

• Premiere Global Services uses its strength as an
audioconferencing service provider to build its Web-
conferencing business (a result of its acquisition of Netspoke).

• It provides each customer with a Conferencing Hub (a
centralized Web site location) to manage all phases of a
conference, from premeeting to post-meeting.

Cautions

• Premiere Global Services’ offering lacks integration with
learning management systems, but this is planned for 2009.

• Macintosh support is not available but is planned for 2009.

• It resells Microsoft Office Live Meeting 2007 and Cisco WebEx
Web Meeting applications in addition to its own Netspoke offering.

• It does not support multiple languages for its Netspoke Web-
conferencing product.

Saba
Strengths

• Saba’s Web-conferencing product provides deep integration
with its learning application and other learning management
systems, such as those from SumTotal and Plateau.

• It provides integration with Blackboard’s course management
system suite for academic institutions.

• Saba’s product has proven strength in virtual classrooms and
other e-learning use cases.

Cautions

• While Saba supports Jabber’s IM, it does not support other
enterprise IM or unified communications clients, such as OCS
2007 and IBM Lotus Sametime.

• Saba has to continue executing on its comprehensive people-
centric vision and strategy for unifying collaboration, UC and
organizational productivity. It has to focus on integration with an
organization’s presence engine, tied to identity, which is the key
enabling component of the real-time infrastructure.

Vendors Added or Dropped
We review and adjust our inclusion criteria for Magic Quadrants
and MarketScopes as markets change. As a result of these
adjustments, the mix of vendors in any Magic Quadrant or
MarketScope may change over time. A vendor appearing in a
Magic Quadrant or MarketScope one year and not the next does
not necessarily indicate that we have changed our opinion of
that vendor. This may be a reflection of a change in the market
and, therefore, changed evaluation criteria, or a change of focus
by a vendor.

Acronym Key and Glossary Terms

IM instant messaging
IP Internet Protocol
OCS Office Communications Server
SaaS software as a service
SMB small or midsize business
TDM time division multiplexing
UC unified communications
USB Universal Serial Bus
VoIP voice over Internet Protocol
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Evaluation Criteria Definitions

Ability to Execute

Product/Service: Core goods and services offered by the vendor that compete in/serve the defined market. This includes current
product/service capabilities, quality, feature sets and skills, whether offered natively or through OEM agreements/partnerships as
defined in the market definition and detailed in the subcriteria.

Overall Viability (Business Unit, Financial, Strategy, Organization): Viability includes an assessment of the overall organization’s
financial health, the financial and practical success of the business unit, and the likelihood of the individual business unit to continue
investing in the product, to continue offering the product and to advance the state of the art within the organization’s portfolio of products.

Sales Execution/Pricing: The vendor’s capabilities in all presales activities and the structure that supports them. This includes deal
management, pricing and negotiation, presales support and the overall effectiveness of the sales channel.

Market Responsiveness and Track Record: Ability to respond, change direction, be flexible and achieve competitive success as
opportunities develop, competitors act, customer needs evolve and market dynamics change. This criterion also considers the
vendor’s history of responsiveness.

Marketing Execution: The clarity, quality, creativity and efficacy of programs designed to deliver the organization’s message to
influence the market, promote the brand and business, increase awareness of the products, and establish a positive identification
with the product/brand and organization in the minds of buyers. This “mind share” can be driven by a combination of publicity,
promotional, thought leadership, word-of-mouth and sales activities.

Customer Experience: Relationships, products and services/programs that enable clients to be successful with the products
evaluated. Specifically, this includes the ways customers receive technical support or account support. This can also include things
such as ancillary tools, customer support programs (and the quality thereof), availability of user groups and service-level agreements.

Operations: The ability of the organization to meet its goals and commitments. Factors include the quality of the organizational
structure including skills, experiences, programs, systems and other vehicles that enable the organization to operate effectively and
efficiently on an ongoing basis.

Completeness of Vision

Market Understanding: Ability of the vendor to understand buyers’ wants and needs and to translate those into products and
services. Vendors that show the highest degree of vision listen and understand buyers’ wants and needs, and can shape or enhance
those with their added vision.

Marketing Strategy: A clear, differentiated set of messages consistently communicated throughout the organization and
externalized through the Web site, advertising, customer programs and positioning statements.

Sales Strategy: The strategy for selling product that uses the appropriate network of direct and indirect sales, marketing,
service and communication affiliates that extend the scope and depth of market reach, skills, expertise, technologies, services
and the customer base.

Offering (Product) Strategy: The vendor’s approach to product development and delivery that emphasizes differentiation,
functionality, methodology and feature set as they map to current and future requirements.

Business Model: The soundness and logic of the vendor’s underlying business proposition.

Vertical/Industry Strategy: The vendor’s strategy to direct resources, skills and offerings to meet the specific needs of individual
market segments, including verticals.

Innovation: Direct, related, complementary and synergistic layouts of resources, expertise or capital for investment, consolidation,
defensive or pre-emptive purposes.

Geographic Strategy: The vendor’s strategy to direct resources, skills and offerings to meet the specific needs of geographies
outside the “home” or native geography, either directly or through partners, channels and subsidiaries as appropriate for that
geography and market.



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.6
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000500044004600206587686353ef901a8fc7684c976262535370673a548c002000700072006f006f00660065007200208fdb884c9ad88d2891cf62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef653ef5728684c9762537088686a5f548c002000700072006f006f00660065007200204e0a73725f979ad854c18cea7684521753706548679c300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020b370c2a4d06cd0d10020d504b9b0d1300020bc0f0020ad50c815ae30c5d0c11c0020ace0d488c9c8b85c0020c778c1c4d560002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken voor kwaliteitsafdrukken op desktopprinters en proofers. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents for quality printing on desktop printers and proofers.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /NoConversion
      /DestinationProfileName ()
      /DestinationProfileSelector /NA
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure true
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /LeaveUntagged
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


