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Henrich, Heine, and Norezayan (2010) published ‘The weirdest people in the world? in Behavoral and Brain Sciences (as of
March, 2023 it has been cited |1 800 plus times in scholar.google). The paper introduced the concept of Western, Educated,
Industrialised, Rich and Developed (WEIRD) countries/cultures and research subjects. It makes a cogent case for research
based on those samples being unrepresentative of, and not useful to inform policy/behavior change/etc. of non-WEIRD countries.
With this paper Henrich, Heine, and Norezayan (2010) have asked psychology and all social sciences to reflect on whether our
findings represent the world, or just one small part of it. Macromarketing’s assumptions and beliefs about fundamental human

behavior have been shaped by psychology.
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WEIRD and non-WEIRD

WEIRD countries contain approximately 12% of the world’s
population, but are the subjects in around 80% of psychology
research (Henrich, Heine, and Norezayan 2010). WEIRD coun-
tries on average consume to excess (Wooliscroft and
Ganglmair-Wooliscroft 2018) and need to adjust/reduce con-
sumption. Some non-WEIRD countries need to increase con-
sumption to provide their populations with a reasonable
standard of living. Too often the shifting of production from
WEIRD (developed) countries to developing countries has
seen the pollution and exploitation of natural resources and
human beings exported, with very few of the benefits accruing
to the new site of production.

Analysis of marketing would suggest that we have been no less
dependent on biased and non-representative samples (Wooliscroft
2011). Or, it could be more charitably said that the samples in busi-
ness and marketing don’t seek to represent the breadth of human
experience. Not that we see that explicitly acknowledged in the
vast majority of papers. The implied representativeness of
samples, that may even be made up of business school students,
is problematic. Senior academics would rightly say that anyone,
who like them is an experienced and reflective senior academic,
wouldn’t generalise the results to other countries, but many
readers who are not so reflective, or who are reading a summary
of research, or a press release will be left with a perception of
generalizability.

WEIRD Language

The “language of science” is English, according to many com-
mentators (e.g., Ammon 2001). Science itself is free of language

restrictions. It is an approach to knowing. The history of science
isnota WEIRD history (Poskett 2022) even though it may some-
times be presented as such. The tale of the emergence of science
with the great European men and women of science is a myth.

It follows that science is not ‘Western’. Science is a human
project of knowing, questioning, seeking evidence,
re-evaluating and knowing more. An endless search where no
answer is ‘finished’ or unquestioned.

There are, however, social science scientific results that are
Western—the assumptions under which the studies were done
are embedded in Western norms and values, the subjects of
the research are Western, and the results do not necessarily
extend to non-WEIRD societies.

English being the ‘language of science and academia’ also
restricts the potential of contributions that represent all people
and the whole world. Many words that don’t directly translate
between languages—what happens when we research in one
language and translate those results to publish them? Have
we lost the nuances of the concepts? Without fluency in both
languages we can’t tell.

A 2023 paper demonstrates that our language changes the
connection structure in our brain (Wei et al. 2023). It behoves
us to seek out knowledge generated in other languages, to
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seek to understand it and perhaps to broaden the English lan-
guage to include untranslatable concepts. As we have done
with Weltschmerz and schadenfreude.

Paradigm dominance is the norm in science (Kuhn 1996)
and a new paradigm is the result of the previous paradigm no
longer being able to answer the questions of the discipline.
We have failed to sufficiently address pollution, inequality/
poverty, climate change and many other major issues.
Non-WEIRD countries provide us with the opportunity to
find different paradigms, different perspectives, values, and
insights. At the very least the search will allow us to reflect
on our own paradigm in a more objective manner.

WEIRD Through Time

The WEIRD values and predispositions revealed in Henrich,
Heine, and Norezayan (2010) reflect a current norm, arising
from the industrial revolution and massive shifts in society.
Historically many countries that are currently dominated by
competitive, individualistic values, were previously consider-
ably more collective in their outlook, norms and predispositions
—WEIRD countries that would have been categorised as
non-WEIRD. There is considerable variability amongst
WEIRD countries, from unfettered competition through to
high tax low inequality countries.

Sustainability

Many claim that sustainability was invented with the
Brundtland Report (Brundtland and Khalid 1987). They are
perhaps right in that the word took its current meaning
(though that meaning is highly contested) with the
Brundtland Report. Other scholars frequently cite the much
earlier work of Von Carlowitz (e.g., Brink 2022; Schmithiisen
2013) as the originator of sustainability, with particular focus
on forestry, through Von Carlowitz’s well developed use of
the word nachhaltigkeit.

Humans have been living in balance with their surroundings
in many places at different times for long periods of time.
Constrained resources have led to usage patterns that have
evolved to sustainable practices such as crop rotation, the use
of human waste as fertiliser, etc.. Communities were typically
smaller and interdependance was high (Dunbar 1993).
Sustainability is a commons issue (Duffy, Layton, and Dwyer
2017; Nason 2006). Humans have, in all manner of cultures,
also over consumed when faced with a seeming abundance of
resources. Sometimes to the point of both ecological and soci-
etal collapse (Diamond 2011). We must research the whole
system if we are to improve the aggregate outcome of our con-
sumption and provisioning systems (Wooliscroft 2021).

Sustainability is a megatrend that is increasingly influencing
our lifestyles, work, and consumption patterns, especially
fashion consumption (Han, Seo, and Ko 2017). Sustainable
fashion is a crucial aspect of this movement, aiming to reduce
the environmental and social impact of the fashion industry
(Lee et al. 2020). This industry is known for its

resource-intensive production processes, exploitative labor
practices, and high levels of waste. Sustainable fashion aims
to address these issues through more responsible marketing
practices, promoting the use of sustainable materials, imple-
menting fair labor practices, and reducing waste through circu-
lar business models (Milanesi, Kyrdoda, and Runfola 2022).
The macromarketing view recognizes the potential of market-
ing to drive positive social change, and sustainable fashion
exemplifies this potential. By taking a holistic approach to mar-
keting, sustainable fashion aligns with the macro marketing
view’s focus on social, economic, and environmental impacts
(Houcine and Guercini 2022). Sustainable fashion addresses
many of the negative impacts of traditional marketing practices,
such as promoting overconsumption and fast fashion (Kong,
Witmaier, and Ko 2021).

Macromarketing, Sustainability and
non-WEIRD Countries

The Macromarketing Society has a long commitment to global
scholarship—hosting its conference in many places around the
world, and being keen to expand our reach. The list of authors
in the Journal is truly impressive in its representation of scholar-
ship in world. The Journal of Macromarketing has hosted a
number of special issues on:

China and Chinese communities
Environmental Sustainability

India

Vietnam

Marketing and Development
Macromarketing in the African context
Subsistence marketplaces
Sustainability as a Megatrend

Turkey and Turkish communities

This issue is the first to explicitly combine non-WEIRD coun-
tries and societies with sustainability, seeking insights to the
problems associated with sustainability.

Mittelstaedt et al. (2014) identified two schools of thought in
macromarketing, with regard to sustainability—developmental
and critical. The first paper presented is very much in the critical
school, while the other four papers lean towards the develop-
mental school.

The idea for this special issue emerged from a track planned
for the 2020 Global Marketing Conference hosted by the Global
Alliance of Marketing & Management Associations. That track
was, along with so much, severely impacted by the arrival of
Covid. The conference changed to an online format and the
number of papers was reduced. After the conference the focus
for this special issue was expanded from Asia to all
non-WEIRD countries.
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Sustainability in the World: We Have Much
to Learn

The following papers represent the start of a wider conversation
about sustainability and what a sustainable world would look
like. The papers represent the research of the authors, the
careful and considered reflections of the reviewers and represent
a discourse that future researchers are invited to join. We are
immensely grateful to the authors trusting us with their research
and the efforts of reviewers, who have diligently and positively
reviewed. Five papers are included in the special issue.

Little, Ho, and Eti-Tofinga (2023) in “Not WEIRD at all!
Towards More Pluralistic Economies and Sustainable
Livelihoods” provide insights into female micro-entrepreneurs
experiences and position in a non-WEIRD country, Malaysia.
They map the impacts of the micro-entrepreneurs on their fam-
ilies, their communities and collectively on the nation. While
some of the respondents are licensed many are part of an ‘infor-
mal’ economy. A call for more inclusive models of research and
a broadening of scholarship to represent reality feature in this
strong article.

In “Really That Sustainable? Exploring Costa Ricans’ Green
Product Involvement” Conejo et al. (2023) consider how sus-
tainable are the attitudes of Costa Rica’s citizens. Costa Rica
has an international reputation for being a sustainable
country, with a high share of the country in forest and largely
renewable electricity. In spite of its reputation the authors dem-
onstrate that consumption and unsustainable behaviors are
increasing in Costa Rica. Like many countries in the world,
political rhetoric on how exceptional the country is has
allowed unsustainable practices to increase.

With a substantial sample they find demographic differences
in involvement with green products. The authors also suggest
how Costa Ricans might move to more sustainable
consumption.

Pedersen et al. (2023) in “Consumer Attitudes Towards
Imported Organic Food in China and Germany: The Key
Importance of Trust” consider the phenomena of trust as it
relates to imported organic food, using the cases of China
(non-WEIRD) and Germany (WEIRD). Both countries
exhibit domestic bias for organic food - likely a result of
wider sustainability considerations and campaigns against
‘food miles’ or their equivalent. However, a bias toward
WEIRD country organic produce generated by more trust in
the institutions around production, that will likely lead to com-
petitive advantage and a price premium for WEIRD country
organic producers, is present. The importance of trust in value
creation and realisation is key in all countries. Sustainability
activities without trust represent green washing and not only
damage trust in sustainability transitions, they also damage the
reputation of the discipline of marketing and with that our
ability to be part of the solution to over consumption, waste, etc..

In Kunchamboo, Little, and Cheah (2023) “Common Cause,
Coopetition or Competition? Resource Contestation in Food
Waste Recovery Networks” the authors focus on one of the
world’s most significant problems, food waste. While many

in the world remain under nourished food that has been pro-
duced for consumption, prepared for consumption, distributed
for consumption and purchased for consumption often spoils
without being consumed. The phenomena of hunger while
food goes to waste is a world wide issue. But the solution is
not necessarily the same.

Kunchamboo, Little, and Cheah (2023) find a ‘different
reality’ in non-WEIRD contexts relative to WEIRD research
on the same phenomena. Transporting WEIRD solutions to
the rest of the world will almost certainly not result in
success. This paper helps us to remember to be market
focussed, where ever that market might be. Assumptions
about how people, cultures and societies will behave based
on our own experiences are, often, misleading.

Hasan, Wooliscroft, and Ganglmair-Wooliscroft (2023) con-
ducted a study on the drivers of ethical consumption in a devel-
oping country, Pakistan. The study highlights that the values
and motivations that drive ethical consumption behavior in
non-WEIRD countries are specific to the cultural context. The
study explores the different values and motivations that drive
a broad range of ethical consumption behavior, with religious
values and health being significant motivators for ethical con-
sumption choices, often in combination with environmental
concerns. Environmental conservation is not yet a key
concern for ethical consumers in Pakistan, likely, due to a
lack of knowledge and economic constraints.

The study aims to provide information for public and private
organizations to target initiatives that fit with the country-
specific context while providing potential insights for other
similar non-WEIRD countries. The article provides an over-
view of different aspects of ethical consumption, including
green consumption, consumer boycotts, voluntary simplicity,
fair trade, and sustainable consumption.

Future Research in the Area

While a special issue is a start, we need to hear more
non-WEIRD voices and solutions to the problems facing the
world. We need to hear more solutions from our own history,
how societies and economies have lived in balance with the
environment. The solutions might not all appeal, but the
nature of sustainability is that, at some point, we might not
have a choice.

The UNSDGs will not be solved by WEIRD voices alone,
nor will they be solved by non-WEIRD voices alone. They
won’t be solved in isolation, but through a systems approach
to these wicked problems. That is an invitation to macromarket-
ing, and macromarketing curious, scholars everywhere to
research important and difficult questions.

Associate Editor
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Declaration of Conflicting Interests

The author(s) declared no potential conflicts of interest with respect to
the research, authorship, and/or publication of this article.



174

Journal of Macromarketing 43(2)

Funding

The author(s) received no financial support for the research, author-
ship, and/or publication of this article.

ORCID iD

Ben Wooliscroft (2 https:/orcid.org/0000-0002-7875-1950

References

Ammon, Ulrich (2001), The dominance of English as a language of
science. Berlin: Mouton de gruyter.

Brink, Susanne C (2022), “Sustainability: A 21st century concept?”
Trends in Plant Science, 27 (7), 619-620.

Brundtland, G. H. and M. Khalid (1987), Our common future. Oxford,
UK: Oxford University Press.

Congjo, Francisco J., Wilson Rojas, Ana L. Zamora, and Clifford E Young
(2023), “Really That Sustainable? Exploring Costa Ricans’ Green
Product Involvement,” Journal of Macromarketing, 43 (2).

Diamond, Jared (2011), Collapse: How Societies Choose to Fail or
Succeed, revised edition, New York, USA: Penguin Books.

Duffy, Sarah, Roger Layton, and Larry Dwyer (2017), “When the
commons call “enough”, does marketing have an answer?”
Journal of Macromarketing, 37 (3), 268-285.

Dunbar, R. I. M. (1993), “Co-evolution of neocortex size, group size
and language in humans,” Behavioral and Brain Sciences, 16 (4),
681-735.

Han, J., Y. Seo, and E. Ko (2017), “Staging luxury experiences for
understanding sustainable fashion consumption: A balance theory
application,” Journal of Business Research, 74, 162-167.

Hasan, Sabeehuddin, Ben
Wooliscroft (2023), “Drivers of Ethical Consumption: Insights from
a Developing Country,” Journal of Macromarketing, 43 (2).

Henrich, Joseph, Steven J. Heine, and Ara Norezayan (2010), “The

Wooliscroft, and Alexandra Ganglmair

weirdest people in the world?” Behavioral and Brain Sciences,
33 (2/3), 1-23. 63-75. doi:10.1017/S0140525X0999152X

Houcine, A. and S. Guercini (2022), “Sustainability in fashion and
luxury marketing: Results, paradoxes and potentialities,” Journal
of Global Fashion Marketing, 13 (2), 91-100. doi:10.1080/
20932685.2021.2017320

Kong, H., A. Witmaier, and E. Ko (2021), “Sustainability and social
media communication: How consumers respond to marketing
efforts of luxury and non-luxury fashion brands,” Journal of
Business Research, 131, 640-651.

Kuhn, Thomas S (1996), The Structure of Scientific Revolutions, third
edition, Chicago, USA: University of Chicago Press.

Kunchamboo, Vimala, Vicki Janine Little, and Stephanie Kay
Ann Cheah (2023), “Common Cause, coopetition or competition?
Resource contestation in food waste recovery networks,” Journal
of Macromarketing, 43 (2).

Lee, E., H. Choi, D. Kim, E. Ko, and K. H. Kim (2020), “How to “Nudge”
your consumers toward sustainable fashion consumption: An fMRI
investigation,” Journal of Business Research, 117, 642—651.

Little, Vicki Janine, Helen Hui Ping Ho, and Buriata Eti-Tofinga
(2023), “Not WEIRD at all! Towards More Pluralistic Economies
and Sustainable Livelihoods,” Journal of Macromarketing, 43 (2).

Milanesi, M., Y. Kyrdoda, and A. Runfola (2022), “How do you depict
sustainability? An analysis of images posted on Instagram by sus-
tainable fashion companies,” Journal of Global Fashion
Marketing, 13 (2), 101-115.

Mittelstaedt, John D, Clifford J Shultz, William E Kilbourne, and
Mark Peterson (2014), “Sustainability as megatrend two schools of mac-
romarketing thought,” Journal of Macromarketing, 34 (3), 253-264.

Nason, Robert W (2006), “The macromarketing mosaic,” Journal of
Macromarketing, 26 (2), 219-223.

Pedersen, Susanne, Ting Zhang, Yanfeng Zhou, Jessica Aschemann-
Witzel, and John Thegersen (2023), “Consumer Attitudes Towards
Imported Organic Food in China and Germany: The Key Importance
of Trust,” Journal of Macromarketing, 43 (2).

Poskett, James (2022), Horizons: The Global Origins of Modern
Science. New York, USA: Penguin Books.

Schmithiisen, Franz Josef(2013), “Three hundred years of applied sustain-
ability in forestry,” Working Papers/Forest Policy and Forest
Economics Department of Forest Sciences. International Series,
2013 (1).

Wei, Xuehu, Helyne Adamson, Matthias Schwendemann, Tom
"as Goucha, Angela D. Friederici, and Alfred Anwander (2023),
“Native language differences in the structural connectome of the
human brain,” Neurolmage, 270, 119955.

Wooliscroft, Ben (2011), “How WEIRD is marketing? And should
macromarketing care?,” in Macromarketing seminar proceedings:
the new world: macromarketing yesterday, today and tomorrow,
Don Rahtz Bill Redmond and Ansorn Singhapakdi, eds.
Wyomming, USA: Macromarketing Society, 169—174.

Wooliscroft, Ben (2021), “Macromarketing and the systems impera-
tive,” Journal of Macromarketing, 41 (1), 116-123.

Wooliscroft, Ben and Alexandra Ganglmair-Wooliscroft (2018), “Growth,
excess and opportunities: Marketing systems’ contributions to society,”
Journal of Macromarketing, 38 (4), 355-363.

Author Biographies

Ben Wooliscroft is a Professor of Macromarketing in the Faculty of
Business, Economics and Law, Auckland University of Technology,
Auckland New Zealand. He is the current President of the
Macromarketing Society and an Associate Editor of the Journal of
Macromarketing. His research is centred around macromarketing,
with research streams in systems, sustainability, marketing history,
brands, quality of life and sustainability transitions.

Eunju Ko is a Professor of Fashion Marketing at Yonsei University in the
Republic of Korea. She is the president of ‘Global Alliance of Marketing &
Management Associations’ and the Editor-in-Chief of Journal of Global
Fashion Marketing. She has served as a guest editor of special issues
such as JBR, JPIM, P&M, IMR, 1JA, JCA, and EMJ. Before moving to
the academic world, she had worked as a senior business consultant at
Samsung Data Systems (SDS). Her research interest is digital fashion mar-
keting, sustainable fashion and luxury brand management.


https://orcid.org/0000-0002-7875-1950
https://orcid.org/0000-0002-7875-1950
http://dx.doi.org/10.1017/S0140525X0999152X
http://dx.doi.org/10.1080/20932685.2021.2017320
http://dx.doi.org/10.1080/20932685.2021.2017320

	 WEIRD and non-WEIRD
	 WEIRD Language
	 WEIRD Through Time

	 Sustainability
	 Macromarketing, Sustainability and non-WEIRD Countries
	 Sustainability in the World: We Have Much to Learn
	 Future Research in the Area
	 References


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile ()
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /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 false
  /MaxSubsetPct 5
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness false
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages false
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Average
  /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 false
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Average
  /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 false
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Average
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /PDFX1a:2003
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError false
  /PDFXTrimBoxToMediaBoxOffset [
    33.84000
    33.84000
    33.84000
    33.84000
  ]
  /PDFXSetBleedBoxToMediaBox false
  /PDFXBleedBoxToTrimBoxOffset [
    9.00000
    9.00000
    9.00000
    9.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000500044004600206587686353ef901a8fc7684c976262535370673a548c002000700072006f006f00660065007200208fdb884c9ad88d2891cf62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef653ef5728684c9762537088686a5f548c002000700072006f006f00660065007200204e0a73725f979ad854c18cea7684521753706548679c300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV <>
    /HUN <>
    /ITA <>
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020b370c2a4d06cd0d10020d504b9b0d1300020bc0f0020ad50c815ae30c5d0c11c0020ace0d488c9c8b85c0020c778c1c4d560002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /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 <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /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 false
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks true
      /AddColorBars false
      /AddCropMarks true
      /AddPageInfo true
      /AddRegMarks false
      /BleedOffset [
        9
        9
        9
        9
      ]
      /ConvertColors /NoConversion
      /DestinationProfileName ()
      /DestinationProfileSelector /NA
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure true
      /IncludeBookmarks true
      /IncludeHyperlinks true
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MarksOffset 6
      /MarksWeight 0.250000
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PageMarksFile /RomanDefault
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /LeaveUntagged
      /UseDocumentBleed false
    >>
    <<
      /AllowImageBreaks true
      /AllowTableBreaks true
      /ExpandPage false
      /HonorBaseURL true
      /HonorRolloverEffect false
      /IgnoreHTMLPageBreaks false
      /IncludeHeaderFooter false
      /MarginOffset [
        0
        0
        0
        0
      ]
      /MetadataAuthor ()
      /MetadataKeywords ()
      /MetadataSubject ()
      /MetadataTitle ()
      /MetricPageSize [
        0
        0
      ]
      /MetricUnit /inch
      /MobileCompatible 0
      /Namespace [
        (Adobe)
        (GoLive)
        (8.0)
      ]
      /OpenZoomToHTMLFontSize false
      /PageOrientation /Portrait
      /RemoveBackground false
      /ShrinkContent true
      /TreatColorsAs /MainMonitorColors
      /UseEmbeddedProfiles false
      /UseHTMLTitleAsMetadata true
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


