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What women in Dubai
love in fashion — with or
without abaya and burqga

estivals are unique for every country. In Italy,

we have the San Remo Musical Festival in
wintertime, and in Dubai, the Arabian business
capital, they have a festival that is celebrated by
using credit cards. In the city of luxury and ul-
tra-modern skyscrapers in the desert, the
Shopping Festival is an appointment that can't

Hidden
Labels

by Michela Zio

be missed. Last April, for the tenth consecutive
year, hotels, malls and department stores of
high fashion brands were the scene of social
events and fashion shows. Dubai’s shopping
centers number over thirty and, just like in oth-
er parts of the world, the end of the season
sales are an enjoyable way to spend both time



and money. In one month, over
5 million Vvisitors (see sidebar)
went under the “Ponte dei
Sospiri” bridge at Mercato,
which has Venetian-style squares
and buildings, through the Souk
dell'Oro or Madinat Jumeira,

BELOW, A
SHOPPING CENTER
IN DuBAL Top, A

FLIGHT
ATTENDANT OF through the soft atmosphere of
EMIRATES the Paris Gallery or through the
AIRLINES :
TN BASSO UN cosmopolitan stands at the huge
CENTRO Global Village. Many were Amer-
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ican and European tourists, and
Dusal IN ALTO

many more were ladies from

UN’HOSTESS .
DELLA EMIRATES Dubai and nearby areas, almost
AIRLINES all of them wearing abaya and
Brusy: Tolﬂogb‘" shaila (the black tunic and veil),
HeHTP BBsz)fyej or covered completely in their
cTioapyecca burga. Young and not so young,
ABHAKOMITAHNH they go out alone or accompa-
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nied, and they are carefully dressed
and elegant with full make-up.
And they spend a lot more than
expected on creams and perfume,
shoes and handbags, clothing,
watches and jewelry.

They love the grandeur of high
fashion from Paris, but they are al-
so crazy about Dolce & Gabbana,
La Perla and Valentino.

In the elegant salons in the Paris
Gallery, the mall in Deira city center
dedicated to international brands
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of cosmetics, watches, jewelry and
accessories, they'll choose a shade
of Chanel eye shadow, try out the
texture of Clinique foundation,
and smell the latest perfume from
Versace. And they buy Sisley which
promises angelic hands. Umrajhd
is a young make-up artist from
Dubai who asks her husband’s per-
mission before revealing her name
to the interviewer. Then, she talks
about how important make-up is
in the daily routine of Arab

Sotto il vestito la griffe

women. “Up until two years ago,
we only used kajal or an eye pen-
cil,” she told Luxury. “Now, we like
to wear color, even under the
burga, and we like to use up to
five shades of eye shadow at a
time, both pearled and mat.” Um-
rajhd’s hands are the perfect exam-
ple of Dubai's sophisticated atmos-
phere between the sea and the
desert, tradition and progress, sky-
scrapers and palaces: henna tat-
toos and a French manicure.

N

Cosa comprano e cosa amano le donne di Dubai. Con o senza abaya e burqua

Paese che vai, festival che trovi. E
se I'ltalia che canta celebra San
Remo in coda all'inverno, a Dubai,
tempio del business made in Arabia
si fa festa con le carte di credito.

Nella citta del lusso e degli avvenie-
ristici grattacieli nel deserto lo
Shopping festival & un appunta-
mento irrinunciabile per tutto gli
Emirati: nello scorso aprile, per il
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decimo anno consecutivo i grandi
alberghi, i mall, i grandi magazzini
delle griffe sono stati teatro di
eventi social e sfilate di moda. Per
consumare enjoy il rito dei saldi ne-
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ABOVE, A SHOP OF
MIDDLE EASTERN
JEWELRY

IN ALTO UN
NEGOZIO DI
GIOIELLI
MEDIORIENTALI
Beepxy: marasun
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M3IeNHi
Bamkuero
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Top, DUBAI’S
SKYSCRAPERS.
RIGHT, BUrJ AL
ARAB, “THE
SAIL”

IN ALTO 1
GRATTACIELI DI
DUBAIL A DESTRA
BURJ AL ARAB,
“LA VELA”
Baepxy:
HEOOCKpEDHI B
Hy6ae. Cnpasa:
3nanue Burj Al
Arab, u3BecTHoe
Kak «[lapyc»
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gli oltre trenta centri commerciali
della citta. Sotto il Ponte dei sospiri
del Mercato, che riproduce piazzet-
te e palazzi veneziani, nei souk del-
I'Oro o di Madinat Jumeira, tra le
atmosfere soft della Paris Gallery o
negli stand cosmopoliti del masto-
dontico Global village sono passa-
ti, in un mese, 5 milioni di visitatori
(vedi box). Molti i turisti americani
ed europei, ma moltissime le signo-
re di Dubai e dintorni, quasi tutte in
abaya e shaila (tunica e velo nero),
0 completamente coperte dai bur-
qua. Sono giovani e non, escono
da sole o accompagnate, sono cu-
rate, eleganti, truccatissime. E
spendono tanto. Piu di ogni altra
milionaria qualunque. In creme e
profumi, scarpe e borsette, abiti,
tailleur, orologi e gioielli. Amano la
grandeur dell'alta moda parigina,
ma vanno pazze per Dolce & Gab-




bana, La Perla e Valentino. Negli
eleganti saloni della Paris Gallery, il
mall del Deira city center dedicato
alle brand internazionali di cosmeti-
ci, orologi, gioielli e accessori, si sce-
glie I'ombretto di Chanel, si prova la
texture del fondotinta Clinique, si
annusa l'ultimo profumo di Versa-
ce. E si acquista Sisleya che promet-
te mani angeliche. Umrajhd & una
giovane mak up stylist di Dubai che
prima di dire il suo nome a chi scri-

ve chiede il permesso al marito. Poi
parla, raccontando quanto sia im-
portante il maquillage nelle abitudi-
ni quotidiane delle donne arabe
“Fino a due anni fa usavamo sol-
tanto il kajal o la matita” ha detto a
Luxury. “Ora, invece, anche sotto il
burqua ci piace il colore, e sugli oc-
chi sfumiamo fino a cinque tonalita
di ombretti, perlati e non”. Le mani
di Umrajhd sono la perfetta sintesi
della sofisticata atmosfera di Dubai,

tra mare e deserto, tradizione e
progresso, grattacieli e magioni da
mille e una notte. Tatuaggi all’hen-

BELOW, DUBAI
BY NIGHT

IN BASSO VISTA

. . . NOTTURNA DI
né e french manicure. In occasione DUBAI
della 15ma edizione dello Shopping Brusy: nounoit
Bt Jly6ast

Festival, le signore sono state invita-
te personalmente alle sfilate da
Sheikha Hind Bint Maktoum Bin Ju-
ma Al Maktoum, moglie del gene-
rale nonché principe di Dubai e mi-
nistro della difesa Sheikh Moham-
med Bin Rashid Al Maktoum

THE DESIGNER
FROM THE EMIRATES

Up until five months ago, she had a bouti-
que-workshop in the center of Dubai. Now,
her headquarters are located in a presti-
gious villa on Jumeirah Beach Road, the Be-
verly Hills of the Emirates. Jameela El Man-
soor is the most popular fashion designer
of affluent ladies from in and around Du-
bai. Her label, Ghawashi Fashion Design,
carries large Egyptian-style bracelets. The
designer is planning to open a boutique in
Milan, and also in Rome and Paris, to bring
authentic Arabian dresses and accessories
to Europe.

LA STILISTA DELLE EMIRE

Fino a cinque mesi fa aveva una bouti-
que-laboratorio nel centro di Dubai. Ora
il suo headquarter & in una villa sulla
prestigiosa Jumeirah beach road, la Be-
verly Hills degli Emirati. Jameela El Man-
soor é la creatrice di moda piu richiesta
dalle ricche signore di Dubai e dintorni.
La sua griffe, Ghawashi fashion design
evoca gli opulenti bracciali egiziani. La
stilista ha in progetto di aprire una bou-
tique a Milano, ma anche a Roma e Pari-
gi, per portare in Europa gli abiti, i bi-
joux e gli accessori della piu autentica
tradizione araba.
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Jr3aiiHep 111 >KeHIIMH SMUPOB

Euig nsith MecsitieB Hazajy aTenbe [IsKaMuiibl
Onb Mancyp Haxopuioch B LeHTpe [ly6asi, a
Ternepb OHO 3aHUMAET BUJLTY Ha CaMOM
TIPECTIDKHOM nodepeskbe [I>Kymerpa,
npeBpaTyuBLIeMcs B beBepimu Xumm
Ommpatos. [Ixxamuna O1b MaHcyp co3maér
MOJIHYIO OJIEXK]Ly, KOTOpasi NIONB3YeTCst
G0JBIIMM CIIPOCcOM Y GoraThix aam [ly6ast u
ero okpectHocTeil. Ctuiib OpaHa «Ghawashi
fashion design» cpopHM BenMKONen1Io
eruneTckux OpacneroB. JzaitHep cobnpaeTcs
OTKPBITh OyTHK B MunaHe, a Takoke OyTHKY B
Pume u [Mapike, ytoObl npepiarats B EBpone
TUIAThsI, YKPALLICHUsI U aKCeCCyapbl B
TIOJTMHHON apaOCKOM TPAIHLIMN.
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FAVORITE BRANDS

Handbags: Dior and Gucci

Shoes: Sergio Rossi and Prada

Jackets: Armani and Dolce & Gabbana
Evening gowns: Ungaro and La Perla
Evening wear: Lacroix e Valentino or the
all-arabic style from Jamila El Mansour
Creams and make-up: Sisley e Chanel
Perfume: Chanel as an alternative to the
inebriating local fragrances like Gul Fro-
se, Geish, Shada al oud and, for the very
young ‘Valentine’ girls from the Emira-
tes, Ahebbak which means “I love you”
in Arabic.

LE GRIFFE PREFERITE \

Le borse: Dior e Gucci

Le scarpe: Sergio Rossi e Prada

Le giacche: Armani e Dolce & Gabbana
Gli abiti da sera: Ungaro e La Perla

Le mise da gran sera: Lacroix e Valentino
o le all arabic di Jamila El Mansour
Creme e maquillage: Sisley e Chanel
Profumi: Chanel in alternativa alle ine-
brianti fragranze locali come Gul Frose,
Geish, Shada al oud e, per le giovanissi-
me ‘Valentine’ degli emirati, Ahebbak
che in arabo vuol dire “ti amo”.

[NonynsipHble 6p3aHABLI AN

Cynmku: Dior u Gucci.

O6ysb: Sergio Rossi u Prada.

TTumpkaku: Armani 1 Dolce & Gabbana.
Beuephue nnarbst: Ungaro u La Perla.
IMapapble muatest: Lacroix u Valentino nm
aThsl B apabekoM cruite ot Jamila E1 Mansour.
Kpewmsl u kocmernka: Sisley u Chanel.

Jyxu: Chanel Kak ansTepHAaTHBA TAKIM
ONBSHSIOLIYM MECTHbIM apoMatam, Kak Gul Fro-
se, Geish, Shada al oud, a y1st caMbIX MOJIOJBIX
«r0O0BHOE MocnaHue» B Dmuparax - Ahebbak,
YTO MO-apabCKN O3HAYAET «51 JIFOOIFO TeOs».




LEFT-HAND PAGE,
SHOPPING IN
DuBAlL TO THE
SIDE, THE
EMIRATES GOLF
CLUB

NELLA PAGINA A
SINISTRA
SHOPPING A
DUBAI, A FIANCO
L'EMIRATES GOLF
CLUB

Ha neBoit
CTpaHuLE:
LIONTMHHT B
Iy6ae. Pagom:
ronbh-Kiyo
«Emirates Golf
Club»

-

rY i R
’

O Y T

(1 pH T PR

Style of Life




SHOPPING STATISTICS

5 million tourists from January 12 to February 12, 2005, in comparison to the 1.6 million of the first edition (1996)
and 3.1 million in 2004.

1.3 billion dollars spent during that time

25 million dollars spent for jewelry

30 million dollars spent on investments for the festival, divided among 23 private sponsors (80%) and the local ad-
ministration (20%)

10 Nissan automobiles were given away in a lottery in collaboration with the shopping festival.

150 dollars is the average price of a crystal bottle of Arabic perfume.

350 dollars for a abaya + shaila set

1,000 dollars for an embroidered tunic

20,000 dollars for a wedding dress made of tulle and crystals

300 hotels open currently in the city

600 expected to open by 2010

15 million tourists expected for the 15th edition of the Shopping Festival

| NUMERI DELLO SHOPPING A\

5 milioni di turisti dal 12 gennaio al 12 febbraio 2005, contro I’l,6 della prima edizione (1996) e i 3,1 milioni del 2004.
1,3 miliardi di dollari I'ammontare degli acquisti.

25 milioni di dollari spesi per i gioielli.

30 milioni di dollari gli investimenti per il festival ripartiti tra i 23 sponsor privati (80%) e I'amministrazione locale (20%).

10 Nissan di grossa cilindrata messe in palio dalla lotteria abbinata allo shopping.
150 dollari il costo medio di un flacone di cristallo con fragranze arabe

350 dollari per un completo abaya + shaila

1000 dollari per una tunica ricamata

20mila dollari per un abito da sposa di tulle e cristalli.

300 gli alberghi della citta attualmente attivi

600 quelli previsti entro il 2010

15 milioni i turisti attesi nella 15ma edizione dello Shopping festival

dectuBanb B nuppax \

S MuTHOHOB TypucToB ¢ 12 sHBapst no 12 cepparst 2005 ropa, 1,6 Mumiona Ha nepsoM dectuBane B 1996 ropy, 3,1 Mummona
B 2004 ropy.

Tokynku Ha cymmy B 1,3 MiLHapya O/LTapos.

25 MIIIMOHOB JIOJIIAPOB 3aTPAYeHO Ha FOBEIMPHbIE YKPAIICHNS.

30 MIVIIMOHOB AOTIAPOB COCTABIIM MHBECTHIU B (heCTUBANb, COBEPIIEHHbIE 23 yacTHbIMU crioHcopamul (80% ) 1 opraHamu
mectHoro ynpasieHust (20%).

10 MHOrO/MITpaXKHBIX aBTOMOOHIIEH Nissan GbL pa3bIrpaHbI B CEUAIBHON JIoTepee (hecTrBas.

150 ponnapoB — cpefHsisi LieHa 3a (hIIaKOH J{yXOB C apabCKIMI apOMAaTaMI.

350 pomTapoB — CTOMMOCTB KOMIUIEKTa a0aiist + [Iania.

1000 nonnapoB 3a TyHVKY C BBILMBKOIL.

20 ThICSTY JOILTAPOB 3a CBajieGHOE TUIATHE U3 THOJIS M CTPA30B.

300 preficTBYIOIMX B FOPOJIe TOCTVHMIL.

600 roctunmt 6yaet B ropope k 2010 ropy.

15 MIIIIMOHOB TYPUCTOB OKMaeTCs Ha 15-M ToproBoM (hecTrBate.

Tpaguumy 1 3HaMEHUTBIE OP3HJIBI \

Yro 00T 1 4TO NOKynatoT B JlyOae >KeHIMHbI, Hocsime OypKy uim 6e3 Hee.

KasKJIOil CTpaHe CBOU

pectuBamu. Ecnn Ha ucxope
3umbl Ha (pectuBasie B CaH-Pemo
UTANbSHLpI OIOT, TO B apaGCKOM
Xpame 6uzHeca [lyGae npasHuk
OTMEUAOT KPEUTHBIMUI
KapToukamu. ExkerofgHbii
TOProBblii (hecTUBaNbL B TOPOjie
POCKOIIN 1 (paHTACTUIECKUX
HEOOCKPEGOB MOCPE/IN MyCThIHUA
HEM3MEHHO NPUBJIEKAET BCEX

SKUTENel DMUPATOB: y>Ke B
JECSIThIN pa3 B amnpelie MpoLLIOoro
rofia KpymnHble rOCTUHULI,
TOProBbI€ LICHTPbI, YHUBEPMaru
CTaJI MECTOM TIPOBEJICHUS
CBETCKMX MEPOIpPUSTUI 1
AeMoHcTpamy Mojibl. Tak
TIPOXOJIUT CE30H CKUJIOK B
TPUJILATY TOPrOBbIX LEHTPaX
ropopa. ITox moctom B3noxos B
TOproBoM 1ieHTpe «Mercato», riae

Y Style of

BOCTIPOM3BE/IEHbI TUIOLAAN 1
nBopipl Beneuyu, no «3onotomy
phiHKY» 1 10 «Madinat Jumeira»,
no «Paris Gallery» ¢ e
pacnonaratolieii armocgepoi, 1o
KOCMOTOJIMTUYHBIM TTABUJILOHAM
ruraHTckoro kommnekca «Global
village» 3a mMecsit nporwio 5
MUJUTMOHOB ToceTuTesnieit. Hapsiry
C TypucTaMu U3 AMEpUKH 1
EgBporbl, cpenm mokynareneit
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MHOTO uTebHUL [1y6as u
OKPECTHOCTEH, MOUTH BCE OHU HOCSIT
a6ailto 1 wanty (HakuaKa v J&pHast
Yajipa) WM LEJMKOM YKPBITbI GypPKOIi.
ZKeHImHbI pa3HOro Bo3pacra
TOSIBJISIFOTCS MOOJIMHOYKE WJIN B
COINPOBOXKICHNH, OHU BCET/Ia YXOKEHHBI,
3IIEraHTHbI, C OOMIIbHBIM MakusekeM. OHu
TPATAT GOJIbLLIE MHOTO MUJIJIMOHEPA:
MOKYMAIOT KPEMbI, IyXH, 00yBb,
CYMOUKH, TJ1aThsl, KOCTIOMBI,
yacel, gparoyeHHoctu. im
HPABUTCS MbILLIHAS MAPUXKCKast
BbICOKasl MOJIa, HO CXOJISIT C yMa
onu 110 Dolce & Gabbana, La Per-
la, Valentino. B aneranTHbIx
canoHax «Paris Gallery»
komiekca «Deira city center»,
KOTOpBII CrielManu3upyeTcs Ha
TPOJIAKe MEK/IYHAPOJIHBIX MAapOK
KOCMETHKHM, YaCOB, FOBEJIMPHBIX
YKpALLEHUI U aKCEeCCYapoB,
MO>KHO BbIOpaTh Tenn Chanel,
OLEHUTb KaYeCTBO KPEM-Iy/pbl
Clinique, BIOXHYTb apomaT
MoCTIe/IHNX yXOB Versace Ui
npuoGpecty KpeMm Sisleya,
JIENAoINI KOXKY PYK LIEIKOBO.
YMpaK] - MOJIOION BU3AXKWCT U3
Jly6as. [Tepes Tem Kak coOOLUTH
CBOE MMs1 aBTOPY CTAaTbH, OHA
CIpaIIMBAeT pa3pellieHre y My>Ka.
3areM YMpaKl paccKa3bIBaeT
«Jlakiepu» 0 TOM, HACKOJIBKO
BakKEH MaKUsLK B

TOBCEHEBHOM >KU3HU

apabckux KeHmH: «Eg nea
rofia Ha3ajl Mbl KCMONIb30BAII
TOJBKO KaJiKal Uin

KapaHjiall, a CEerofiHsl Aaxe

oy; OypKo¥ HaM HPaBUTCS
MaKMsDK, U Ha 171232 Mbl
HAKJIa/IbIBAEM 10 TSTH

OTTEHKOB TEHEH, B TOM YHCIie
MEepIIaMyTPOBBIX».

W3bickannbiii myx [y6as,
KOTOPBI CO3[1AI0T MOPE U
MyCTbIHS, TPAULMU U

nporpecc, HeOOCKpEDOLI 1
CKa304HbIE JBOPLBI,

MPEKPACHO MEPEeAIOT PYKU
YMpaxk[I: UX yKpalaroT
TaTYMPOBKA U3 XHbI U
(ppaHIy3CcKMii MaHUKIOP.
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ABOVE, DUBAI
BY NIGHT. SIDE,
THE NIGHT LIFE

IN ALTO DUBAI DI
NOTTE. A LATO UN
PARTICOLARE DI
VITA NOTTURNA
Jly6ait HoubtO.
Pagom: cuena
HOYHOW SKW3HU

Style of Life





<<
  /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
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /SyntheticBoldness 1.00
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -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
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /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
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /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 ()
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /ENU (Use these settings to create PDF documents with higher image resolution for high quality pre-press printing. The PDF documents can be opened with Acrobat and Reader 5.0 and later. These settings require font embedding.)
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308030d730ea30d730ec30b9537052377528306e00200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /FRA <>
    /DEU <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
    /KOR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe7f6e521b5efa76840020005000440046002065876863ff0c5c065305542b66f49ad8768456fe50cf52068fa87387ff0c4ee575284e8e9ad88d2891cf76845370524d6253537030028be5002000500044004600206587686353ef4ee54f7f752800200020004100630072006f00620061007400204e0e002000520065006100640065007200200035002e00300020548c66f49ad87248672c62535f0030028fd94e9b8bbe7f6e89816c425d4c51655b574f533002>
    /CHT <FEFF4f7f752890194e9b8a2d5b9a5efa7acb76840020005000440046002065874ef65305542b8f039ad876845f7150cf89e367905ea6ff0c9069752865bc9ad854c18cea76845370524d521753703002005000440046002065874ef653ef4ee54f7f75280020004100630072006f0062006100740020548c002000520065006100640065007200200035002e0030002053ca66f465b07248672c4f86958b555f300290194e9b8a2d5b9a89816c425d4c51655b57578b3002>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [595.000 842.000]
>> setpagedevice


