
E-ISSN 2240-0524 
ISSN 2239-978X 

      Journal of Educational and Social Research
          www.richtmann.org  

                           Vol 14 No 4 
               July 2024 

 

 170

. 

 

Research Article

© 2024 Kola et al.
This is an open access article licensed under the Creative Commons

Attribution-NonCommercial 4.0 International License 
(https://creativecommons.org/licenses/by-nc/4.0/)

 
Received: 12 May 2024 / Accepted: 26 June 2024 / Published: xx July 2024 

 
 

The Impact of Digital Marketing on Tourism in Albania 
 

Blerim Kola1 

 

Jehona Gjermizi2 

 

Ikbale Tepelena3 
 

1Prof. Asoc. Dr., Marketing Department,  
Faculty of Business, University Aleksander Moisiu,  

Kampusi i Ri Universitar, 
Rr. Miqesia Spitalle, 

Durres, Albania 
2Dr., Finance Department,  

Faculty of Economy,  
Kolegji Universitar LOGOS,  

Tirane, Abania 
3PhD. Candidate, Public Administration Department,  

Faculty of Law, University Aleksander Moisiu,  
Kampusi i Ri Universitar, 

Rr. Miqesia Spitalle,  
Durres, Albania 

 
DOI: https://doi.org/10.36941/jesr-2024-0094 
 
Abstract 

 
The purpose of this article is to evaluate the impact of digital marketing in the Albanian tourism sector. 
Regardless of the fact that the effects of this form of marketing have been noticed for years in the Albanian 
tourism sector, since we have a significant increase in foreign tourists who are choosing to visit the beautiful 
Albanian destinations, the aim is that through some questionnaires randomly distributed among of tourists, 
to see if this influx is mainly attributed to digital marketing. The research aims to unravel the nuanced ways 
in which digital marketing strategies impact the perceived quality of services, offering insights to guide 
policymakers, marketers, and service providers. As Albania endeavors to position itself prominently on the 
world tourism stage, this study contributes valuable insights to inform strategic decisions, foster innovation, 
and enhance the overall tourist experience in the country. 
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1. Introduction 
 
In the dynamic landscape of the global tourism industry, the role of digital marketing has become 
increasingly paramount (Pike, 2015). As destinations seek to differentiate themselves and enhance the 
overall quality of services offered to visitors, the integration of digital marketing strategies has 
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emerged as a pivotal factor in achieving these objectives (Li et al., 2017). This study delves into the 
specific context of Albania, exploring the impact of digital marketing on elevating the quality of 
services within its burgeoning tourism sector. 

Albania, endowed with natural beauty, rich cultural heritage, and a diverse range of attractions, 
has witnessed a steady growth in tourist arrivals in recent years (Hays et al., 2012). Recognizing the 
need to adapt to evolving consumer behaviors and preferences, the Albanian tourism sector has 
embraced digital marketing as a powerful tool to engage with potential visitors, enhance their 
experiences, and ultimately, elevate the overall quality of services provided. 

The convergence of digital technologies, including social media, online platforms, and data 
analytics, has reshaped the way tourism services are promoted, delivered, and evaluated (Neuhofer et 
al., 2015). In this context, understanding the multifaceted impact of digital marketing becomes 
essential for stakeholders in Albania's tourism industry. This study aims to unravel the intricate 
relationships between digital marketing initiatives and the enhancement of service quality, shedding 
light on the strategies that prove most effective in the Albanian tourism context. 

As we embark on this exploration, it is crucial to recognize the broader implications for the 
competitiveness and sustainability of Albania as a tourist destination. By comprehensively examining 
the nexus between digital marketing interventions and service quality improvements, this research 
seeks to contribute valuable insights that can inform strategic decision-making within the Albanian 
tourism sector and potentially inspire best practices in the broader global tourism landscape. 

 
2. Literature Review 
 
The intersection of digital marketing and the tourism sector has become a focal point of scholarly 
inquiry as destinations worldwide strive to harness the transformative potential of digital 
technologies (Pike, 2015). The literature reflects a consensus that digital marketing is not merely a 
trend but a fundamental driver of change, influencing how destinations engage with potential visitors 
and, crucially, shaping the overall quality of services provided. 

Studies by Gretzel et al. (2015) and Buhalis and Law (2008) underscore the profound impact of 
digital marketing on consumer behavior and decision-making processes within the tourism sector. 
The availability of online information, coupled with social media's pervasive influence, has 
empowered travelers with unprecedented access to destination-related content. As tourists 
increasingly turn to online platforms for inspiration, planning, and validation of choices, the 
significance of a well-crafted digital presence cannot be overstated. 

Within the context of service quality, Kim and Stoel (2004) contend that effective digital 
marketing strategies can contribute significantly to visitor satisfaction and loyalty. Digital 
engagement, when executed strategically, facilitates real-time communication, personalization of 
experiences, and the delivery of relevant and timely information. Thus, the ability to leverage digital 
channels emerges as a key determinant in not only attracting tourists but also in cultivating a positive 
perception of service quality. 

Technological innovations, particularly the rise of augmented reality (AR) and virtual reality 
(VR), introduce new dimensions to the service customization process (Xiang et al., 2017). The 
integration of AR and VR in digital marketing campaigns allows tourists to preview destinations and 
experiences, fostering a sense of anticipation and aiding in decision-making. Consequently, 
destinations that adeptly embrace these technologies can enhance the perceived quality of services, 
creating a competitive edge in the tourism market. 

However, the literature also acknowledges challenges associated with the integration of digital 
marketing in the tourism sector. The work of Neuhofer et al. (2015) highlights issues such as 
information overload, privacy concerns, and the need for destinations to stay abreast of rapidly 
evolving technologies. Balancing the adoption of innovative digital strategies with the preservation of 
authentic, local experiences remains an ongoing challenge. 

While the global literature provides a rich backdrop, there is a dearth of research specifically 
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examining the impact of digital marketing on service quality within the tourism sector in Albania. 
This study seeks to address this gap by contextualizing existing findings within the unique 
characteristics of the Albanian tourism landscape, providing insights that are not only academically 
significant but also practically relevant for industry stakeholders in Albania. 

In summary, the literature converges on the understanding that digital marketing plays a 
pivotal role in shaping tourist behavior, influencing decision-making processes, and ultimately 
impacting the perceived quality of services. The subsequent sections of this article will delve into the 
methodologies employed to explore these dynamics within the Albanian tourism context and present 
findings that contribute to both academic scholarship and the practical advancement of the tourism 
industry in Albania. 
 
3. Methodology 
 
Studies that have evaluated the role of social media marketing in tourists are numerous and vary in 
their approaches and methodologies. 

This study is mainly based on primary data which were collected through a questionnaire.  
The search method through questionnaires is one of the most commonly used techniques in 

scientific and business research for collecting data from a specific group of individuals. The search 
method through questionnaires can provide valuable and reliable data that can be used to assess the 
impact of social media marketing on tourists. 

The choice of the monster was made in a case way as each member of the population has an 
equal opportunity to be part of the sample. 130 randomly chosen tourists were included and they 
were mainly asked about the fact if they are influenced by marketing in social networks to choose the 
next touristic destination.  

The questionnaire is distributed in the three tourist cities of Albania: Durres, Vlore and Sarande 
during the tourist season of 2023. 

The questionnaire was physically distributed and filled out by the respondents while they were 
on their vacation time at the beach. 

The questionnaire consists of a group of 12 closed questions divided into two main groups 
- General questions (age, gender) 
- Questions about the topic as below: 

1. Do you have an account in social media? 
2. Which social media do you mainly use? 
3. How many hours do you spent weekly on social media? 
4. Which is the main reason on using social media? 
5. Do you follow well-known touristic destinations in Albania on social media? 
6. Which are the reasons for following these types of destinations? 
7. Do you have ever been recommended a tourisitic destination by a friend, which they now 

follow on social media? 
8. Which of marketing channels of touristic destinations impact you more? 
9. Have you ever decided to choose vacation destinations only because of reading something 

interesting on social media? 
10. After you have apositive experience on a specific touristic destination in Albania, do you 

recommend it to others on social media? 
All data from the questionnaires were processed using Excel and will be presented in the next 

paragraph. Each question will be accompanied by the corresponding graph and a short comment.  
 
4. Analysis of the Results 
 
The questionnaire contains a total of 12  questions, diverse in nature, related to the use of social 
media, following well-known touristic businesses  on these platforms, and their impact on their 
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decision-making about vacations. 
The first question is related to age, and from the data analysis, it appears that the majority of 

respondents are between 20 and 25 years old. The questionnaire was accurately completed by 130 
individuals (Figure 1). 

 

 
 
Figure 1: Age  
 
Additionally, out of the 130 respondents, 70 were male and 60 were female (Figure 2). 
 

 
 
Figure 2. Gender 
 
After the initial demographic questions, the third question immediately delves into the topic of social 
media usage. It asks whether respondents are currently active on social media platforms. 
Approximately 95% of respondents answered positively (Figure 3). 
 

 
 
Figure 3. Do you have an account in social media? 
 



E-ISSN 2240-0524 
ISSN 2239-978X 

      Journal of Educational and Social Research
          www.richtmann.org  

                           Vol 14 No 4 
               July 2024 

 

 174

Next, participants were asked about their specific social media accounts. The most commonly used 
platform was Instagram, with 54% of respondents actively using it. Facebook followed as the second 
most popular platform, with around 39%, while Yahoo, YouTube, Pinterest, and Twitter also had 
users (Figure 4). 
 

 
 
Figure 4. Which social media do you mainly use? 
 
We believe that Instagram is the most widely used platform in this study due to the fact that major 
part of participants were between 20-25 years old. However, it’s essential to note that more extensive 
studies would be needed to verify this conclusion (Figure 4). 

Subsequently, participants were asked about the time they spend on social media platforms 
each week. The purpose of this question was to highlight the importance of social media, given that 
consumers are actively engaged and continuously bombarded with various information. The majority 
of respondents spend more than 12 hours per week on social media, while a smaller number spend 5-
10 hours, and very few spend less than 1 hour (Figure 5). 

 

 
 
Figure 5. How many hours do you spent weekly on social media? 
 
Regarding the primary reasons for using social media, the data analysis indicates that easy access to 
information and availability are the main drivers. Additionally, staying updated and discovering new 
trends contribute to users’ loyalty to these platforms. However, some respondents also use social media 
for entertainment, such as listening to music, watching movies, or meeting new people (Figure 6). 
 

 
 
Figure 6. Which is the main reason on using social media? 
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Furthermore, it’s essential to understand whether respondents follow well-known touristic businesses 
in Albania  on social media and whether they currently follow any. The results show that 90% of 
respondents do follow such , while only 10% do not (Figure 7). 
 

 
 
Figure 7. Do you follow well-known touristic destinations in Albania on social media? 
 
Linked to the previous question, the following one inquires about the reasons for following these 
types of businesses. The majority follow touristic businesses to stay informed about the latest 
discounts ond offers, get acquainted with new products and services they offer , and maintain 
continuous contact with them. Some also follow touristic businesses to read recommendations and 
comments about their services. However, there are also those who follow touristic businesses simply 
because their friends do (Figure 8). 
 

 
 
Figure 8. Which are the reasons for following these types of destinations? 
 
In summary, recommendations and comments play a crucial role in why people follow specific 
businesses on social media. These findings provide valuable insights into the impact of digital 
marketing on consumer decision-making. 

Therefore, a question was asked to the respondents if they have ever been recommended a 
tourisitic destinations by a friend, which they now follow on social media. The majority responded 
positively (Figure 9). 

 

 
 
Figure 9. Do you have ever been recommended a tourisitic destination by a friend, which they now 
follow on social media? 
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Specifically, 95 of them have received such recommendations in the past, while only 35 have not. 
 

 
 

Figure 10. Which of marketing channels of touristic destinations impact you more? 
 
The study also explored the importance of various marketing channels used by touristic businesses 
and companies. The data analysis revealed that social media campaigns have the most significant 
impact on the130 respondents. Television also plays a significant role, while newspapers, magazines, 
radio, and posters have a smaller influence (Figure 10). 

Furthermore, respondents were asked whether they have ever made a vacation decision  solely 
because they read about it on social media. The results show that 102 individuals have done so, while 
28 were not influenced by social media for their vacations. (Figure 11). 
 

 
 
Figure 11. Have you ever decided to choose vacation destinations only because of reading something 
interesting on social media? 
 
Lastly, considering that recommendations and comments significantly impact consumers, I asked 
participants whether they have ever commented or recommended a specific product or service after 
purchasing or trying it. The majority value the opportunity for recommendations (Figure 12) 
 

 
 
Figure 12. After you have a positive experience on a specific touristic destination in Albania, do you 
recommend it to others on social media? 
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5. Conlusions 
 
From the analysis of the data collected in the field, it turns out that the impact of digital marketing is 
very large. Most of the respondents are active users of social networks and actively follow Albanian 
tourist destinations. 

To a large extent, their decisions to visit are based precisely on what they receive through digital 
marketing about these destinations. A good part affirmed that they share their experiences with 
others as well as refer to the experiences of others in making decisions about vacations. 

From this work, it is evident that people extensively use social media in today’s world. They are 
in constant contact with information, and everyone follows a specific brand through social networks, 
whether it’s an individual, a product, or a service. Comparing which marketing campaign is most 
successful for businesses today is challenging because it requires extensive research. However, this 
study highlights the importance of social media as an integral part of a business’s marketing strategy, 
especially in today’s digital age. 

The data analysis shows that individuals spend a significant amount of time observing 
everything online. Specifically, Instagram and  Facebook were the most widely used platform among 
the participants in this study. Consumers actively seek information on social media, especially 
through comments and recommendations. These factors significantly influence their decisions. 

Social media marketing has a lower cost compared to other advertising methods. Additionally, 
the study reveals that social media has a substantial impact on touristic sector today. It is essential for 
businesses to take social media seriously because it is a reliable source of information for consumers. 
The wide accessibility, abundance of recommendations, and positive and negative comments make it 
a secure platform for consumers. 

A very important finding is the fact that 78% of the respondents said that they would choose 
their tourist destination based on social media. (see Figure 11.) 

In the world, the percentage of tourists who are influenced by social media to choose their 
tourist destination varies according to different studies and the demographics of the studied group. 

In general, the percentage of tourists who are influenced by social media to choose a tourist 
destination varies from 36% to 67%, depending on the study and the methodology used. Social media 
is a powerful source of inspiration and information for many travelers globally, influencing their 
vacation and travel decisions. 
 
6. Recommendations 
 
After a thorough literature review on social media marketing and analyzing the data collected from 
the questionnaire, I can confidently recommend this work to all business units, especially those in 
the early stages of consumer awareness. I believe that every business, but particularly toouristic 
businesses, should be present on social media. It is through this presence that they can truly exist for 
consumers. 

There is a direct correlation between broad awareness on social media and consumer behavior. 
The data analysis shows that individuals spend a significant amount of time observing everything 
online. Specifically, Intagram and Facebook were the most widely used platform among the 
participants in this study. Consumers actively seek information on social media, especially through 
comments and recommendations. These factors significantly influence their purchasing decisions. 

While this study provides valuable insights, further research is recommended to delve deeper 
into specific aspects, such as the long-term sustainability of digital marketing impacts and the 
potential influence of cultural factors on tourists' responses to digital strategies. Additionally, 
continuous monitoring of emerging technologies and their applicability to the Albanian tourism 
context is crucial for informed decision-making. 

Digital marketing has been and continues to be a very efficient tool to promote the tourism 
sector in Albania. Here are some ways that digital marketing has influenced and continues to 
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influence the tourism sector in Albania: 
- Increased awareness of tourist destinations in Albania: Through digital marketing, tourist 

destinations in Albania have managed to increase their awareness and visibility at the 
international level. Through websites, social media, and various online campaigns, potential 
tourists are introduced to the country's natural beauty, culture, history, and all the tourist 
potential. 

- Increase in the number of visitors: Digital marketing has helped increase the number of 
tourists visiting Albania. Through segmented campaigns, online advertising, and the use of 
online booking platforms, tourists have easier access to information and opportunities to 
book accommodation and activities in the country. 

- Creating a tourism brand for Albania: Digital marketing has helped create a strong tourism 
brand for Albania. Through the use of social media, tourist blogs, promotional videos and 
official tourism websites, Albania has managed to create a positive and attractive image for 
tourists. 

- Increased investment in the tourism sector: Sharing information on tourist destinations and 
accommodation infrastructure through digital marketing has helped increase investment in 
the tourism sector in Albania. Potential tourists, having easier access to information, are 
more willing to visit the country and spend money on tourist services. 

In general, digital marketing has been an important tool to increase tourism in Albania and has 
had a positive impact on the development and promotion of the tourism sector in the country. 

In conclusion, this research positions digital marketing as a potent force in shaping the quality 
of tourism services in Albania. The findings serve as a foundation for strategic considerations and 
actionable recommendations, fostering the ongoing development of a vibrant and competitive 
tourism industry in the country. 
 
References 
 
Buhalis, D., & Law, R. (2008). Progress in information technology and tourism management: 20 years on and 10 

years after the Internet-The state of eTourism research. Tourism Management, 29(4), 609-623. 
Choi, H. S. C., Kim, Y. G., & Kim, W. G. (2007). The impact of information technology on service quality in the 

hospitality industry: A conceptual framework and empirical analysis. Service Business, 1(4), 281- 301. 
Fuchs, M., & Reichel, A. (2011). An exploratory inquiry into destination risk perceptions and risk reduction 

strategies of first-time vs. repeat visitors to a highly volatile destination. Tourism Management, 32(2), 266-
276. 

Gibbs, C., & Ritchie, B. (2002). Village discourse in tourism. Annals of Tourism Research, 29(4), 969-990. 
Gretzel, U., Sigala, M., Xiang, Z., & Koo, C. (2015). Smart tourism: Foundations and developments. Electronic 

Markets, 25(3), 179-188. 
Gretzel, U., Yuan, Y., & Fesenmaier, D. R. (2015). Preparing for the new era of eTourism: Towards a roadmap for 

research. Tourism Management, 47, 93-104. 
Gursoy, D., & Chi, C. G. (2013). Effects of COVID-19 pandemic on hospitality industry: Review of the current 

situations and a research agenda. Journal of Hospitality Marketing & Management, 29(5), 527-529. 
Hays, S., Page, S. J., & Buhalis, D. (2012). Social media as a destination marketing tool: Its use by national tourism 

organizations. Current Issues in Tourism, 15(3), 211-239. 
Kim, W. G., & Stoel, L. (2004). Dimensional hierarchy of retail website quality. Journal of Service Research, 6(4), 

373-389. 
Leung, D., Law, R., Van Hoof, H., & Buhalis, D. (2013). Social media in tourism and hospitality: A literature review. 

Journal of Travel & Tourism Marketing, 30(1-2), 3-22. 
Li, X., Wang, D., Huang, D., & Liang, L. (2017). Integrating social media with destination marketing organizations: 

The impact on destination marketing outcomes. Tourism Management, 58, 51-61. 
Munar, A. M., & Jacobsen, J. K. S. (2014). Motivations for sharing tourism experiences through social media. 

Tourism Management, 43, 46-54. 
Neuhofer, B., Buhalis, D., & Ladkin, A. (2014). Technology as a catalyst of change: Enablers and barriers of tourist 

experiences and business models. In Information and Communication Technologies in Tourism 2014 (pp. 
789-802). Springer. 



E-ISSN 2240-0524 
ISSN 2239-978X 

      Journal of Educational and Social Research
          www.richtmann.org  

                           Vol 14 No 4 
               July 2024 

 

 179

Neuhofer, B., Buhalis, D., & Ladkin, A. (2015). Technology as a catalyst of change: Enablers and barriers of the 
tourist experience and their consequences. The Routledge Handbook of Transport Economics, 253. 

Neuhofer, B., Buhalis, D., & Ladkin, A. (2015). Technology as a catalyst of change: Enablers and barriers of the 
tourist experience and their consequences. The Routledge Handbook of Transport Economics, 253. 

Neuhofer, B., Buhalis, D., & Ladkin, A. (2019). Technology as a catalyst of change: Enablers and barriers of tourist 
experiences and business models. In The Routledge Handbook of Transport Economics (pp. 269-283). 
Routledge. 

Neuhofer, B., Buhalis, D., & Ladkin, A. (2019). Technology as a catalyst of change: Enablers and barriers of tourist 
experiences and business models. In The Routledge Handbook of Transport Economics (pp. 269-283). 
Routledge. 

Pike, S. (2015). Destination brand positioning slogans-An analysis of theme and an exploration of future trends. 
Tourism Management, 46, 90-103. 

Sigala, M. (2015). Evolving consumer behavior in digital environments. In The Routledge Handbook of Transport 
Economics (pp. 287-306). Routledge. 

Sigala, M. (2017). Tourism and COVID-19: Impacts and implications for advancing and resetting industry and 
research. Tourism Review International, 24(4), 267-270. 

Sigala, M. (2018). Tourism and COVID-19: Impacts and implications for advancing and resetting industry and 
research. Tourism Review International, 24(4), 1-2. 

Sigala, M., & Chalkiti, K. (2015). The application of business intelligence in the hotel sector: Managers' perceptions 
of the barriers to its implementation. International Journal of Contemporary Hospitality Management, 
27(3), 376-398. 

Sigala, M., Christou, E., & Gretzel, U. (2012). Social media in travel, tourism and hospitality: Theory, practice and 
cases. Ashgate Publishing, Ltd. 

Wang, D., Park, S., & Fesenmaier, D. R. (2012). The role of smartphones in mediating the touristic experience. 
Journal of Travel Research, 51(4), 371-387. 

Werthner, H., & Ricci, F. (2004). E-commerce and tourism. Communications of the ACM, 47(12), 101-105. 
Wu, B., & Li, X. (2018). The impacts of online reviews on hotel booking intentions and perception of trust. 

Tourism Management, 66, 53-62. 
Xiang, Z., & Du, Q. (2018). A comparative analysis of major online review platforms: Implications for social media 

analytics in hospitality and tourism. Tourism Management, 58, 51-65. 
Xiang, Z., Du, Q., Ma, Y., & Fan, W. (2017). A comparative analysis of major online review platforms: Implications 

for social media analytics in hospitality and tourism. Tourism Management, 58, 51-65. 
Yang, F. X., Wang, D., & Law, R. (2019). Role of social media in online travel information search. Tourism 

Management, 70, 28-37. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


