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EXECUTIVE	  SUMMARY	  

SITE:	  CLUB	  COFFEE™	  	  

This	  case	  focuses	  on	  Ontario-‐based	  business	  ‘Morrison	  Lamothe	  Inc’,	  a	  contract	  manufacturer	  of	  frozen	  
prepared	  foods	  and	  specifically	  their	  subsidiary	  Club	  Coffee	  L.P	  which	  provides	  contract	  coffee	  roasting	  
to	  national	  brands,	  retail	  brands,	  restaurants,	  and	  food	  service	  companies.	  	  	  

PHENOMENON	  AND	  RESEARCH	  QUESTION	  

Morrison	  Lamothe	  Inc.,	  established	  in	  1933,	  had	  long	  been	  in	  business	  but	  was	  under	  significant	  
pressure	  and	  was	  slowly	  deteriorating.	  As	  an	  example,	  in	  2004	  they	  had	  what	  they	  call	  the	  ‘perfect	  
storm’	  of	  issues,	  which	  included	  customer	  service	  issues,	  capacity	  and	  scale	  issues,	  rising	  value	  of	  the	  
Canadian	  dollar	  (and	  therefore	  decreasing	  exports),	  competition	  from	  major	  manufacturers	  in	  the	  USA	  
(increasing	  imports),	  a	  series	  of	  lost	  contracts,	  recalls	  on	  some	  of	  their	  products,	  changing	  consumer	  
tastes	  and	  preferences,	  among	  other	  issues	  (e.g.	  border	  closed	  to	  many	  products	  as	  a	  result	  of	  Mad	  Cow	  
disease	  etc.).	  Herein	  the	  question	  of	  interest	  was:	  “How	  did	  this	  company	  go	  from	  a	  slowly	  deteriorating	  
state,	  reinvent	  itself,	  to	  become	  a	  solid	  company	  in	  a	  good	  position	  to	  export?”	  

	   	  



3 
 

 

FACTORS	  OF	  SUCCESS	  FOR	  MLI	  AND	  CLUB	  COFFEE™	  	  

By	  interviewing	  the	  leader	  of	  ‘this	  era’	  of	  the	  Morrison	  Lamothe	  Inc.	  (MLI)	  company,	  John	  Pigott,	  some	  
of	  what	  makes	  the	  company	  a	  success—and	  how	  it	  was	  turned	  around—became	  clear.	  It	  was	  
determined	  that	  MLI	  managed	  to	  shift	  the	  business	  entirely	  over	  time,	  resulting	  in	  a	  more	  profitable	  
strategy.	  The	  first	  shift	  was	  in	  2007	  when	  MLI	  purchased	  second	  largest	  coffee	  roasting	  plant	  in	  the	  
country	  and	  delved	  into	  the	  coffee	  roasting	  and	  single-‐serve	  coffee	  pod	  business.	  The	  second	  shift	  was	  
toward	  white-‐label	  manufacturing	  of	  all	  their	  products,	  as	  a	  secondary	  processor/contract	  
manufacturer.	  	  Three	  main	  factors	  of	  success	  were	  identified	  that	  allowed	  for	  these	  business	  model	  
shifts,	  with	  subcomponents	  for	  each.	  These	  were:	  1)	  Unique	  Organizational	  Values	  and	  Culture,	  2)	  High-‐
Quality	  Strategic	  Relationships,	  Partnerships	  and	  Collaboration,	  and	  3)	  Strategic	  Focus	  and	  Flexibility.	  	  

	  

Unique	  Organizadonal	  Values	  and	  Culture	  
• MLI	  has	  strong	  organizadonal	  values	  and	  a	  corporate	  culture	  that	  implicitly	  drives	  innovadon,	  producdvity,	  customer	  service	  and	  
employee	  sadsfacdon.	  
• Legacy	  and	  History:	  MLI	  has	  a	  long	  legacy	  of	  operadon	  and	  history	  in	  the	  business,	  which	  brings	  with	  it	  significant	  organizadonal	  
knowledge	  and	  experience.	  MLI	  is	  a	  family-‐based	  business	  whose	  leaders	  are	  economically	  ded	  to	  one	  another	  and	  mutually	  
interested.	  
• Localized	  Roots:	  MLI	  has	  a	  heritage	  in	  a	  fairly	  localized	  region	  (Ontario)	  that	  allows	  for	  community	  support	  and	  brand	  recognidon.	  
• Customer	  Orientadon	  and	  Commitment	  to	  Customer	  Service:	  	  MLI	  demonstrates	  a	  die-‐hard	  commitment	  to	  customer	  service	  and	  a	  
general	  orientadon	  toward	  the	  customer.	  
• Employee	  Producdvity	  and	  Loyalty:	  Management	  at	  MLI	  now	  invests	  in	  quality	  personnel	  and	  employee	  quality	  of	  work-‐life,	  
garnering	  employee	  loyalty	  and	  sadsfacdon.	  
• Team-‐Based	  Leadership:	  John	  Pigog	  operates	  according	  to	  a	  team-‐based	  leadership	  model	  that	  engages	  empowered	  employees,	  
disperses	  responsibility	  and	  credit,	  and	  allows	  employees	  to	  make	  and	  learn	  from	  mistakes.	  

High-‐Quality	  Strategic	  Reladonships,	  Partnerships,	  and	  Collaboradon	  
• MLI	  has	  strong	  industry	  reladonships	  that	  are	  built	  on	  trust,	  strategic	  partnerships	  and	  a	  willingness	  to	  collaborate	  with	  potendal	  
compedtors.	  
• White	  Labeling	  and	  Custmer	  Reladonships:	  A	  company-‐wide	  move	  to	  ‘white	  labeling’	  and	  customer-‐driven	  manufacturing	  allowed	  
the	  company	  more	  potendal	  customers	  with	  greater	  scope	  of	  operadons	  as	  well	  as	  a	  shii	  away	  from	  branding	  or	  markedng	  
investment.	  
• Core	  Competencies	  Development:	  MLI	  has	  a	  focus	  on	  core	  competencies	  and	  internal	  operadons	  instead	  of	  compedtors’	  acdvides.	  
• Focus	  on	  Internal	  over	  Compeddor	  Acdvides:	  MLI	  has	  an	  organizadonal	  culture	  that	  values	  in-‐facing	  reflexivity,	  and	  is	  not	  
pardcularly	  focused	  on	  compeddve	  acdvides.	  

Strategic	  Focus	  and	  Flexibility	  
• Risk	  Orientadon	  and	  Novelty	  Orientadon:	  A	  comfort	  level	  with	  risk-‐taking	  and	  allowing	  for	  ‘calculated	  risks’	  in	  the	  organizadon	  
helped	  MLI	  decide	  to	  acquire	  a	  coffee	  roasdng	  facility	  that	  would	  have	  otherwise	  been	  outside	  of	  scope	  for	  the	  bakery/frozen	  foods	  
company.	  	  MLI	  has	  a	  leader	  who	  seeks	  novelty	  and	  agempts	  to	  condnually	  ‘look	  at	  things	  differently’,	  especially	  with	  respect	  to	  the	  
business	  strategies	  he	  is	  using.	  
• Diversified	  Lines	  of	  Business:	  MLI	  now	  has	  a	  diversified	  porlolio	  of	  businesses	  that	  allows	  for	  resilience	  to	  external	  changes	  (e.g.	  
lost	  contracts)	  and	  market	  voladlity.	  
• Internadonal	  Scope:	  MLI	  now	  has	  a	  bent	  toward	  internadonal	  expansion	  and	  exploradon	  of	  foreign	  markets.	  
• Focus	  on	  Process	  over	  Product:	  MLI	  now	  has	  a	  strategic	  orientadon	  toward	  evolving	  the	  business	  model	  and	  innovadng	  accordingly.	  
There	  is	  now	  a	  company-‐wide	  focus	  on	  process-‐	  over	  product-‐	  innovadon.	  
• Market	  Orientadon:	  MLI	  now	  has	  a	  ‘market	  orientadon’	  that	  includes	  a	  customer	  orientadon,	  interdepartmental	  coordinadon,	  and	  
an	  interest	  in	  culdvadng	  first-‐mover	  marketplace	  advantages	  by	  preempdng	  market	  demand.	  
• Organizadonal	  Flexibility:	  MLI,	  indeed	  John	  Pigog,	  demonstrate	  organizadonal	  and	  strategic	  flexibility	  and	  agility	  that	  allows	  for	  
quick,	  risk-‐friendly	  decision-‐making.	  
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Figure	  1:	  Organization	  of	  MLI	  and	  subsidiaries	  as	  of	  May	  2013	  

	  

CATEGORY,	  INDUSTRY,	  &	  COMPETITIVE	  CONTEXT	  

All	  of	  MLI’s	  lines	  of	  business	  operate	  in	  processed	  food	  products	  categories:	  it	  provides	  food	  products	  in	  
the	  form	  of	  baked	  goods,	  frozen	  foods,	  and	  coffee	  products.	  MLI	  is	  a	  secondary	  food	  processor	  that	  
modifies	  food	  products	  in	  the	  form	  of	  contract	  manufacturing	  services	  to	  retail	  or	  national	  brands	  (a	  
business-‐to-‐business	  market)	  in	  Canada	  and	  the	  USA.	  MLI	  does	  not	  interface	  directly	  with	  end-‐
consumers/users,	  and	  does	  not	  invest	  energy	  into	  marketing	  directly	  to	  consumers.	  

In	  the	  food	  processing	  value	  chain,	  MLI	  situates	  itself	  as	  an	  intermediary	  midway	  between	  raw	  goods	  
production	  and	  final	  retail	  or	  foodservice	  provision	  for	  end-‐consumers.	  MLI	  does	  not	  interact	  directly	  
with	  end-‐users	  of	  their	  products.	  The	  following	  figure	  helps	  to	  outline	  the	  role	  that	  MLI	  plays	  in	  the	  food	  
processing	  process,	  as	  well	  as	  suppliers	  and	  customers	  to	  such	  companies.	  	  

Figure	  2:	  MLI’s	  Position	  in	  the	  Food	  Processing	  Industry	  Value	  Chain	  

	  

Competitive	  organizations	  might	  include	  other	  secondary	  processors,	  other	  contract	  manufacturers,	  or	  
organizations	  spanning	  all	  or	  some	  of	  this	  industry’s	  value	  chain,	  including	  as	  an	  example	  primary	  
producers	  that	  also	  do	  primary	  and	  secondary	  processing	  downstream	  or	  national	  brands	  that	  
manufacture	  their	  own	  products	  upstream.	  MLI	  supplies	  major	  national,	  retail,	  fast	  food,	  hospitality,	  
restaurant,	  and	  wholesale	  organizations.	  Few	  other	  Canadian	  companies	  offer	  the	  same	  breadth	  and	  
scale	  of	  production	  as	  MLI.	  	  Currently	  about	  65%	  of	  MLI’s	  	  frozen	  sales	  and	  40%	  of	  Club	  Coffee’s	  sales	  are	  
earned	  south	  of	  the	  border,	  in	  the	  USA.	  	  

Competitors	  vary	  by	  business	  line	  (e.g.	  coffee	  versus	  frozen	  foods)	  as	  well	  as	  geographic	  space	  (Canada,	  
USA),	  though	  in	  general,	  John	  Pigott	  reports	  that	  MLI	  does	  not	  define	  competitors	  based	  on	  the	  category	  
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or	  industry	  that	  they	  play	  in,	  but	  instead	  only	  conceives	  another	  organization	  to	  be	  a	  real	  ‘competitor’	  if	  
they	  are	  not	  willing	  to	  collaborate:	  “If	  they	  don’t	  want	  to	  work	  with	  us,	  they	  are	  considered	  
competition.”	  There	  is	  a	  fundamental	  understanding	  at	  MLI	  that	  everyone	  at	  the	  organization	  would	  
treat	  competitors	  with	  respect,	  including	  respecting	  their	  boundaries,	  relationships,	  and	  ways	  of	  doing	  
business.	  CEO	  John	  Pigott	  knows	  many	  of	  the	  major	  players	  in	  the	  MLI	  industries	  throughout	  North	  
America	  and	  typically	  maintains	  open	  lines	  of	  communications	  with	  these	  leaders,	  whether	  they	  
represent	  competitive	  organizations	  or	  not.	  

SUCCESS	  FACTORS	  FOR	  MLI	  AND	  THE	  CLUB	  COFFEE™	  BUSINESS	  

ORGANIZATIONAL	  VALUES	  AND	  CULTURE	  

Likely	  because	  the	  business	  has	  been	  around	  for	  over	  a	  century,	  run	  by	  generations	  of	  the	  same	  family,	  
MLI	  has	  a	  fairly	  ingrained	  and	  consistent	  set	  of	  corporate	  values	  that	  help	  every	  business	  line,	  including	  
Club	  Coffee™.	  Vision	  statements	  vary	  by	  business-‐line	  (e.g.	  ‘Make	  Club	  Coffee	  the	  Leading	  Custom	  
Coffee	  Roaster	  in	  North	  America),	  but	  the	  overall	  mission	  statement	  is:	  “To	  create	  convenient	  food	  
solutions	  that	  meet	  the	  lifestyle	  needs	  of	  today’s	  consumers.”	  A	  corporate	  tagline	  is:	  “We	  innovate,	  we	  
partner,	  we	  deliver,	  with	  passion.”	  The	  values	  of	  the	  organization,	  and	  of	  its	  leadership,	  are	  obvious	  in	  
their	  activities,	  processes,	  employee	  commitment,	  business	  model	  and	  organizational	  flexibility.	  A	  
patriarch	  of	  the	  family,	  Cecil	  Morrison,	  was	  quoted	  in	  the	  Financial	  Post	  in	  1976	  as	  having	  said	  “Success	  
depends	  on	  vision,	  on	  meticulous	  attention	  to	  detail	  and	  on	  how	  well	  you	  look	  after	  your	  employees	  and	  
customers.”	  Themes	  of	  attention	  to	  detail	  of	  products,	  product	  specifications,	  and	  quality,	  as	  well	  as	  
great	  care	  for	  customers	  and	  employees	  have	  pervaded	  and	  become	  a	  mantra	  for	  John	  Pigott	  and	  the	  
current	  leadership	  team.	  Many	  of	  the	  employees	  that	  work	  at	  MLI	  have	  had	  life-‐long	  tenure	  with	  the	  
company,	  which	  serves	  to	  institutionalize	  the	  organizational	  values	  further	  and	  is	  proof	  also	  that	  MLI	  is	  
respected	  by	  the	  employees	  as	  a	  good	  place	  to	  work.	  

The	  organizational	  culture	  stems	  from	  a	  strong	  commitment	  to	  the	  fundamental	  values	  that	  have	  
upheld	  the	  business	  for	  so	  many	  years,	  as	  opposed	  to	  particularly	  strong	  vision	  or	  mission	  statements	  at	  
MLI.	  Indeed,	  the	  business	  models—and	  therefore	  likely	  some	  of	  the	  strategies,	  plans,	  missions	  etc.—
have	  changed	  over	  the	  years	  (e.g.,	  implementing	  coffee	  manufacturing	  into	  a	  frozen	  foods	  and	  bakery	  
business)	  in	  response	  to	  market	  demand	  and	  open	  opportunities.	  John	  Pigott	  likes	  the	  saying	  “Culture	  
eats	  strategy	  for	  lunch”,	  meaning	  that	  a	  strong	  corporate	  culture	  that	  values	  productivity	  and	  quality	  will	  
be	  more	  powerful	  than	  simply	  a	  stated	  ‘strategy’	  toward	  that	  end.	  

HERITAGE	  AND	  EXPERIENCE	  	  

MLI	  has	  the	  advantage	  of	  century	  of	  operation	  in	  localized	  regions	  of	  Canada	  where	  many	  know	  the	  
organization,	  providing	  a	  backdrop	  of	  grounded	  roots,	  a	  corporate	  legacy,	  and	  an	  established	  
organizational	  history.	  This	  lengthy	  tenure	  bespeaks	  not	  only	  a	  fortified	  organization,	  resilient	  to	  change,	  
innovation,	  pressures	  and	  strife,	  but	  can	  serve	  to	  provide	  proof	  positive	  to	  customers,	  collaborators	  and	  
competitors	  that	  MLI	  likely	  has	  a	  wealth	  of	  experience	  and	  accrued	  organizational	  knowledge.	  
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LOCALIZED	  ROOTS	  	  

Tied	  to	  the	  advantage	  of	  having	  close	  family	  ties	  that	  have	  kept	  MLI	  successful	  over	  the	  years,	  is	  the	  fact	  
that	  the	  organization	  has	  a	  strong	  commitment	  to	  supporting	  the	  Canadian	  economy	  and	  local	  
communities.	  A	  localized	  heritage	  likely	  helps	  employee	  commitment	  and	  customer	  loyalty.	  Obvious	  
patriotism	  and	  community	  support	  establish	  MLI	  as	  a	  conscientious	  business	  and	  employer	  in	  Canada,	  
which	  has	  garnered	  local	  support	  for	  the	  organization	  in	  return—including	  Canadian	  ‘Best	  Managed’	  
awards—over	  the	  years.	  Further,	  John	  Pigott	  credits	  MLI’s	  strong	  relationship	  with	  Loblaws	  and	  the	  
resulting	  origination	  of	  their	  white	  labeling	  business	  to	  having	  been	  located	  in	  Southern	  Ontario,	  where	  
it	  was	  possible	  to	  collaborate,	  develop	  mutual	  affiliation,	  and	  be	  proximate	  to	  major	  customers.	  	  

‘BUSINESS	  FAMILY’	  	  

Not	  only	  does	  MLI	  have	  the	  advantage	  of	  years	  of	  established,	  going-‐concern	  operation,	  but	  consistent	  
leadership	  from	  generations	  of	  a	  family	  likely	  help	  solidify	  the	  corporate	  values,	  culture,	  and	  legacy.	  That	  
said,	  it	  is	  written	  in	  corporate	  policy	  that	  there	  only	  be	  one	  member	  of	  the	  original	  family	  on	  payroll	  at	  
any	  one	  time—so	  as	  not	  to	  lose	  the	  discipline	  and	  integrity	  of	  a	  solidly	  run	  organization.	  MLI	  identifies	  
itself	  less	  as	  a	  ‘family	  business’	  and	  more	  as	  originating	  from	  a	  ‘business	  family’.	  MLI	  has	  equity	  partners	  
and	  senior	  leaders	  (most	  who	  came	  from	  other	  Fortune	  100	  companies)	  that	  are	  not	  ‘blood	  related’,	  but	  
considered	  part	  of	  this	  ‘business	  family’.	  Further,	  employees	  from	  a	  ‘business	  family’	  are	  likely	  to	  
demonstrate	  greater	  job	  commitment	  and	  productivity	  in	  the	  long	  term—even	  the	  concept	  of	  a	  business	  
family	  indicates	  something	  about	  the	  likely	  corporate	  culture,	  sense	  of	  responsibility	  and	  ownership.	  All	  
members	  of	  a	  business	  that	  are	  mutually	  vested	  in	  the	  enterprise	  are	  likely	  to	  go	  above	  and	  beyond	  the	  
call	  of	  duty,	  all	  of	  which	  can	  aid	  the	  efficiency,	  productivity,	  and	  consistency	  of	  the	  operation	  over	  time.	  	  

EMPLOYEE-‐CENTERED	  MANAGEMENT	  	  

Partly	  stemming	  from	  the	  legacy,	  heritage,	  and	  localized	  roots	  that	  MLI	  has	  been	  able	  to	  establish,	  
employees	  working	  in	  the	  company’s	  various	  business	  lines	  have	  been	  particularly	  loyal	  and	  highly	  
productive	  on	  the	  aggregate.	  MLI	  was	  recognized	  in	  ‘Canada’s	  50	  Best	  Managed	  Private	  Companies’	  list	  
during	  the	  years	  1997,	  1998,	  1999,	  2001	  and	  2002.	  Part	  of	  the	  organizational	  mantra	  that	  Cecil	  Morrison	  
is	  quoted	  as	  saying	  is	  about	  “meticulously...looking	  after	  your	  employees”,	  a	  sentiment	  that	  MLI’s	  
leadership	  now	  echoes.	  The	  CEO,	  John	  Pigott,	  indicates	  that	  his	  general	  management	  style	  is	  to	  ‘Let	  
people	  fail.	  They	  get	  good	  when	  they	  fail.	  I	  want	  to	  see	  how	  they	  play	  when	  they’ve	  skinned	  their	  knees”	  
because	  it	  allows	  them	  to	  learn	  from	  their	  own	  mistakes.	  This	  is	  likely	  why	  many	  of	  the	  existing	  
employees	  at	  MLI	  have	  a	  strong	  commitment	  to	  the	  company,	  its	  leadership,	  and	  the	  organizational	  
processes	  that	  they	  themselves	  have	  helped	  to	  establish.	  	  
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strengths	  and	  defending	  our	  weaknesses…know	  yourself,	  focus	  on	  yourself.”	  This	  statement	  represents	  
not	  only	  what	  might	  best	  be	  described	  as	  an	  internal	  orientation,	  but	  is	  in	  direct	  contradiction	  to	  what	  
might	  best	  be	  	  described	  as	  competitor	  orientation.	  	  

FOCUS	  ON	  CORE	  COMPETENCIES	  	  

A	  focus	  on	  MLI’s	  core	  competencies	  has	  allowed	  the	  company	  to	  assess	  opportunity	  fit,	  process	  
innovation,	  and	  strategic	  evolution	  with	  an	  honest,	  reflexive	  view	  of	  the	  company’s	  abilities	  and	  
weaknesses—important	  if	  they	  are	  to	  evolve	  and	  innovate	  in	  a	  way	  that	  MLI	  can	  actually	  accommodate.	  	  
Specifically,	  MLI’s	  leadership	  values	  not	  being	  mimetic	  in	  the	  industry,	  allowing	  that	  MLI	  will	  likely	  have	  
the	  advantage	  of	  doing	  something	  notably	  different	  from	  competitors—a	  valuable	  differentiation	  
strategy	  in	  a	  fairly	  homogeneous	  industry	  otherwise.	  As	  an	  example,	  acquiring	  a	  coffee	  roasting	  facility	  
and	  developing	  Club	  Coffee™	  was	  not	  only	  a	  surprise	  to	  MLI’s	  competitors,	  but	  has	  not	  since	  been	  
repeated	  by	  them	  either.	  Interesting	  here	  also	  is	  the	  fact	  (as	  above)	  that	  John	  identifies	  competitors	  as	  
any	  entity	  that	  ‘won’t	  collaborate’.	  MLI’s	  leadership	  must	  have	  ingrained	  the	  type	  of	  corporate	  culture,	  
organizational	  alignment,	  and	  implicit	  processes	  that	  are	  not	  highly	  imitable,	  given	  they	  aren’t	  afraid	  to	  
partner	  with	  theoretically	  competitive	  organizations.	  The	  thinking	  seems	  to	  be	  that	  even	  competitors	  
with	  an	  inside	  view	  of	  the	  organization	  could	  not	  replicate	  the	  same	  successes	  necessarily,	  given	  the	  key	  
ingredient	  at	  MLI	  is	  a	  non-‐replicable,	  implicit	  organizational	  culture	  that	  supersedes	  obvious,	  explicit	  
organizational	  strategies	  or	  processes.	  	  	  	  

STRATEGIC	  FOCUS	  AND	  FLEXBILITY	  

BUSINESS	  MODEL	  EVOLUTION	  AND	  INNOVATION	  	  

MLI	  has	  significantly	  changed	  its	  business	  models	  over	  the	  years	  (e.g.	  bakery	  and	  frozen	  food	  products	  
to	  coffee	  roasting	  and	  manufacturing).	  In	  fact,	  it	  is	  the	  evolution	  of	  the	  business	  model	  and	  willingness	  
to	  innovate	  or	  adapt	  them	  that	  John	  Pigott	  credits	  for	  their	  current	  success.	  John	  believes	  that	  
innovation	  of	  process	  and	  of	  business	  model—as	  opposed	  to	  innovation	  of	  products—is	  what	  really	  
drives	  their	  current	  success.	  While	  on	  the	  surface	  it	  may	  look	  as	  though	  MLI’s	  products	  are	  what	  have	  
evolved	  over	  the	  years	  (the	  current	  set	  of	  SKUs	  are	  all	  new	  as	  of	  the	  current	  CEO’s	  tenure,	  there	  are	  no	  
legacy	  products	  currently	  remaining),	  John	  asserts	  that	  in	  actual	  fact	  it	  was	  the	  business	  model,	  business	  
strategies,	  that	  he	  was	  altering	  over	  the	  years,	  in	  response	  to	  market	  demand,	  opportunities,	  trial,	  and	  
error.	  John	  says	  “I	  innovate	  business	  models”,	  evidenced	  by	  many	  facets	  of	  his	  business,	  including	  the	  
evolution	  from	  an	  Ottawa-‐based	  home	  delivery	  bakery	  to	  a	  white-‐labeling	  custom	  mega-‐manufacturer	  
of	  coffee	  pods	  and	  frozen	  foods.	  John	  indicates	  that	  he	  is	  continually	  ‘looking	  at	  things	  differently’,	  
allowing	  that	  he	  is	  constantly	  negotiating	  and	  re-‐negotiating	  his	  own	  understanding	  of	  his	  business	  and	  
how	  it	  can	  perform	  better.	  In	  a	  corporate	  document	  for	  employees,	  there	  is	  a	  warning	  to	  “never	  assume	  
that	  our	  business	  growth	  continues,	  that	  our	  strategy	  is	  perfect,	  or	  put	  too	  much	  faith	  in	  our	  own	  
stories.”	  	  

INTERNATIONAL	  SCOPE	  

Given	  an	  interest	  in	  expanding	  into	  larger,	  profitable	  markets,	  as	  well	  as	  an	  ability	  to	  service	  markets	  
that	  were	  very	  similar	  to	  the	  Canadian	  one,	  MLI	  was	  able	  to	  partner	  with	  like	  organizations	  to	  enter	  the	  
American	  market	  successfully	  (above).	  In	  doing	  so,	  MLI	  was	  able	  to	  increase	  both	  the	  size	  of	  their	  
business,	  as	  well	  as	  exports	  from	  Canada	  (contributing	  to	  overall	  economic	  prosperity	  in	  general).	  By	  
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expanding	  operations	  into	  novel	  markets,	  MLI	  reduced	  its	  own	  reliance	  on	  large	  Canadian	  customers	  
and	  was	  able	  to	  further	  diversify	  its	  customer-‐set	  toward	  greater	  long-‐term	  stability	  and	  profitability.	  	  

DIVERSIFIED	  LINES	  OF	  BUSINESS	  	  

MLI	  has	  the	  advantage	  of	  two	  separate	  companies	  under	  the	  parent	  organization,	  each	  in	  a	  separate	  line	  
of	  business.	  While	  diversification	  of	  this	  sort	  can	  sometimes	  pose	  a	  problem	  for	  organizations	  that	  
cannot	  excel	  in	  multiple	  lines	  of	  business,	  MLI’s	  experience	  and	  legacy	  help	  it	  overcome	  that	  potential	  
pitfall.	  Instead,	  MLI	  has	  been	  able	  to	  successfully	  house	  all	  businesses	  to	  great	  avail,	  with	  some	  more	  
profitable	  than	  others	  at	  certain	  points	  in	  time.	  This	  way,	  the	  parent	  organization	  is	  less	  susceptible	  to	  
volatility	  of	  all	  sorts:	  market	  fluctuations,	  changes	  in	  consumer	  preferences,	  unsuccessful	  partnerships,	  
lost	  accounts,	  productivity	  issues	  etc.	  Diversified	  lines	  of	  business	  also	  mean	  that	  distribution	  channels	  
are	  diverse	  (many	  ways	  to	  render	  and	  disperse	  products)	  and	  the	  array	  of	  potential	  customers	  is	  broad	  
and	  varied.	  

FOCUS	  ON	  PROCESS-‐	  OVER	  PRODUCT-‐INNOVATION	  	  

Second,	  another	  factor	  of	  success	  inherent	  to	  a	  concentration	  on	  business	  model	  evolution	  and	  
innovation	  is	  an	  implicit	  focus	  away	  from	  product-‐innovation	  onto	  process-‐innovation.	  Product	  
innovation	  is	  secondary	  both	  to	  the	  business	  model	  and	  processes	  employed	  at	  MLI	  today.	  Focusing	  on	  
business	  processes	  and	  factors	  of	  production,	  instead	  of	  products	  themselves,	  helps	  the	  organization	  be	  
more	  efficient,	  institute	  their	  ‘lean	  manufacturing	  philosophy’,	  and	  earn	  greater	  returns/outputs	  with	  
fewer	  inputs.	  Paradoxically,	  by	  not	  having	  a	  product	  innovation	  focus,	  MLI	  likely	  finds	  itself	  in	  a	  position	  
to	  innovate	  products	  with	  greater	  ease	  and	  flexibility:	  processes	  and	  factors	  of	  production	  are	  better	  
established,	  the	  organization	  is	  not	  particularly	  partial	  to	  one	  product	  over	  another,	  and	  everyone	  would	  
have	  a	  sound	  comprehension	  of	  how	  to	  produce	  new	  products	  based	  on	  established,	  finessed	  
organizational	  processes.	  This	  factor	  was	  likely	  partly	  helpful	  in	  allowing	  John	  the	  flexibility	  and	  vision	  for	  
adapting	  the	  coffee	  roasting	  facility	  into	  Coffee	  Club™,	  a	  tertiary	  line	  of	  business	  and	  completely	  novel	  
set	  of	  product	  offerings	  for	  MLI.	  	  	  	  	  

RISK	  ORIENTATION	  	  

The	  leadership	  at	  MLI	  has	  a	  reasonably	  high	  level	  of	  comfort	  regarding	  taking	  on	  varying	  types	  of	  risk.	  
Contributing	  to	  this	  comfort	  is	  the	  belief	  that	  ‘it	  is	  better	  to	  be	  in	  business	  than	  be	  in	  a	  [specific]	  
business.’	  Accordingly,	  risk	  is	  considered	  part	  of	  the	  process	  of	  maintaining	  a	  productive	  business—a	  
necessary	  evil—not	  an	  optional	  liability.	  John	  believes	  that	  MLI’s	  risks	  have	  been	  calculated	  and	  that	  
often	  in	  business	  (as	  with	  the	  introduction	  of	  Club	  Coffee™	  to	  the	  MLI	  portfolio),	  “the	  bigger	  risk	  is	  doing	  
nothing.”	  Though	  many	  would	  have	  found	  risk	  in	  not	  only	  the	  product	  and	  production	  variation	  that	  
were	  not	  at	  the	  time	  core	  competencies	  of	  MLI,	  the	  leadership	  at	  the	  time	  believed	  that	  diversifying	  the	  
business	  portfolio	  would	  be	  advantageous	  in	  general,	  if	  not	  ultimately	  lucrative.	  Further,	  while	  the	  Club	  
Coffee™	  business	  required	  a	  significant	  investment	  with	  a	  quick	  turnaround	  of	  liquid	  dollars	  in	  order	  to	  
purchase	  the	  coffee	  roasting	  plant	  from	  Nestle,	  it	  also	  had	  significant	  renovation,	  legal,	  branding,	  and	  
administrative	  costs	  associated	  with	  it.	  That	  said,	  of	  particular	  note	  here	  is	  that	  MLI	  didn’t	  have	  to	  resort	  
to	  private	  equity	  investments	  in	  order	  to	  raise	  the	  required	  monies.	  Significant	  dollars	  were	  raised	  for	  
this	  venture	  from	  partners	  and	  allies	  who	  had	  trusting	  relationships	  with	  MLI	  and	  were	  willing	  to	  help	  
out.	  As	  an	  example	  of	  risk	  orientation	  associated	  with	  this	  acquisition,	  John	  reports	  investing	  “more	  
ambitiously	  than	  the	  balance	  sheet.”	  	  John	  considers	  that	  ‘pure	  investment	  decisions’	  are	  easy	  to	  
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analyze	  one’s	  way	  out	  of,	  that	  it	  is	  necessary	  to	  take	  risks	  at	  times	  (often	  based	  on	  tough	  decisions),	  and	  
that	  entrepreneurial	  thinkers	  will	  take	  risks	  based	  on	  their	  cash	  flows,	  not	  their	  balance	  sheets.	  	  

NOVELTY	  ORIENTATION	  	  

One	  of	  the	  driving	  factors	  that	  allowed	  MLI	  to	  incorporate	  the	  Club	  Coffee™	  business	  is	  likely	  MLI’s	  
overall	  philosophical	  orientation	  toward	  novelty,	  innovation,	  and	  a	  willingness	  to	  consider	  new	  business	  
ideas.	  John	  considers	  that	  risk	  aversion	  is	  typically	  detrimental	  to	  businesses	  that	  can	  become	  
entrenched,	  institutionalized,	  and	  resist	  innovation	  or	  change	  as	  a	  result	  of	  these	  qualities.	  	  Accordingly,	  
MLI’s	  current	  leadership	  is	  continually	  seeking	  novelty	  and	  innovation	  and	  is	  open	  to	  change	  or	  
adaptation	  where	  and	  when	  it	  is	  deemed	  necessary	  (e.g.	  toward	  manufacturing	  popularized	  coffee	  pods	  
after	  a	  decade	  of	  bakery	  and	  frozen	  food	  production).	  In	  general,	  this	  is	  described	  as	  a	  philosophical	  
orientation	  toward	  acceptance	  of	  new	  ideas	  and	  strategies:	  “If	  you	  do	  what	  you	  have	  always	  done	  you	  
will	  get	  to	  the	  same	  place.	  You	  have	  to	  do	  new	  things	  to	  get	  new	  places.”	  A	  willingness	  to	  change	  and	  
adapt	  is	  likely	  useful	  in	  context	  of	  prospective	  opportunities,	  such	  as	  the	  business-‐altering	  acquisition	  of	  
a	  coffee	  roasting	  plant	  and	  move	  toward	  single-‐serve	  coffee	  pods	  in	  2012.	  

MARKET	  ORIENTATION	  	  

MLI	  appears	  to	  have	  a	  market	  orientation	  to	  the	  business	  that	  includes	  alignment	  of	  all	  functional	  
business	  units	  toward	  meeting	  marketplace	  demand.	  As	  an	  example,	  when	  MLI	  acquired	  the	  coffee	  
roasting	  facility	  and	  instituted	  Club	  Coffee™	  into	  the	  business,	  the	  foresight	  and	  flexibility	  to	  allow	  this	  
strategic	  move	  bespeaks	  an	  overall	  orientation	  of	  the	  business	  toward	  the	  general	  market	  and	  
marketplace	  factors.	  	  CEO	  John	  Pigott	  describes	  this	  intention	  as	  ‘shooting	  ahead	  of	  the	  ducks’,	  meaning	  
that	  he	  intends	  to	  preempt	  market	  movement	  and	  consumer	  demand	  by	  anticipating	  it	  and	  developing	  
products	  or	  businesses	  around	  these.	  As	  evidenced	  with	  the	  Club	  Coffee™	  business,	  a	  pre-‐emptive	  
market	  orientation	  includes	  not	  only	  a	  willingness	  to	  adapt	  and	  identify	  market	  trends,	  but	  has	  first-‐
mover	  advantages	  that	  can	  include	  some	  temporary	  monopolistic	  leadership	  in	  the	  industry	  especially	  
when	  it	  comes	  to	  strategic	  partnerships,	  customer	  interest,	  and	  process	  innovation.	  	  	  

CUSTOMER	  ORIENTATION	  AND	  COMMITMENT	  TO	  CUSTOMER	  SERVICE	  

MLI	  does	  demonstrate	  a	  strong	  predilection	  toward	  their	  customers	  in	  general,	  as	  well	  as	  a	  commitment	  
to	  customer	  service.	  Because	  every	  division	  of	  MLI	  plays	  in	  business-‐to-‐business	  markets,	  ‘customer’	  in	  
this	  case	  is	  always	  others	  organizations	  with	  which	  MLI	  does	  business,	  as	  opposed	  to	  end-‐using	  
consumers.	  MLI	  dedicates	  staff	  specifically	  to	  take	  care	  of	  the	  customer	  relationship	  and	  ensure	  their	  
satisfaction.	  These	  employees	  are	  encouraged	  to	  advocate	  for	  customer	  interests	  internally	  as	  well,	  
allowing	  that	  often	  their	  interests	  will	  be	  misaligned	  with	  other	  MLI	  employees	  (e.g.	  conflict	  between	  
internal	  customer	  relationship	  managers	  and	  finance	  or	  operations	  employees).	  The	  belief	  here	  is	  that	  if	  
the	  customer	  ‘wins’,	  MLI	  will	  win	  too,	  which	  is	  a	  classic	  customer	  orientation	  strategy.	  Further,	  John	  
identifies	  that	  often	  the	  best	  ‘sales	  people’	  in	  the	  organization	  are	  the	  customer-‐relationship	  managers	  
or	  the	  quality	  managers	  because	  they	  are	  encouraged	  to	  harbor	  the	  customers’	  best	  interest.	  Trust	  is	  
often	  readily	  established	  and	  customers	  are	  then	  more	  likely	  to	  order	  more	  products	  or	  new	  product	  
lines	  because	  of	  the	  quality	  of	  this	  relationship.	  MLI	  prides	  itself	  on	  allowing	  customers	  multiple	  points	  
of	  contact	  within	  the	  organization	  so	  that	  they	  receive	  best-‐in-‐class	  service,	  they	  will	  have	  access	  to	  one	  
or	  more	  people	  who	  will	  be	  able	  to	  satisfy	  their	  requests,	  the	  service	  will	  be	  prompt,	  and	  they	  have	  
insight	  into	  the	  functions	  and	  process	  at	  MLI.	  As	  an	  example,	  MLI	  was	  recognized	  by	  Loblaws	  with	  
‘Supplier	  of	  the	  Year	  Awards’	  four	  times	  over	  a	  six	  year	  period.	  	  	  
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OPERATIONAL	  FLEXIBILITY	  

John	  Pigott	  believes	  that	  one	  of	  the	  key	  advantages	  of	  the	  MLI	  business	  has	  been	  the	  fact	  that	  they	  are	  
smaller	  than	  some	  of	  their	  American	  counterparts,	  nimble,	  willing	  to	  move	  quickly,	  and	  not	  focused	  on	  
scale	  or	  size	  of	  operations.	  By	  partnering	  with	  other	  similarly	  sized	  firms,	  MLI	  has	  been	  able	  to	  produce	  
scalable	  operations	  and	  the	  perception	  of	  size	  for	  customers	  who	  require	  it.	  Being	  able	  to	  scale	  up	  or	  
down	  with	  the	  help	  of	  strategic	  collaborators	  has	  been	  helpful	  toward	  up-‐scaling	  to	  service	  customers	  
and	  down-‐scaling	  to	  maintain	  lower	  overhead	  and	  infrastructure	  costs.	  Further,	  by	  ‘partnering	  with	  
many	  Davids	  to	  take	  on	  Goliaths’,	  John	  reports	  that	  MLI	  could	  actually	  ‘befriend’	  larger	  organizations	  
and	  have	  them	  on-‐side	  strategically	  or	  gain	  them	  as	  customers.	  Larger	  organizations	  appreciated	  the	  
speed,	  agility,	  and	  risk-‐taking	  that	  MLI	  was	  able	  to	  accommodate	  because	  of	  its	  smaller	  size,	  not	  in	  spite	  
of	  it.	  Larger	  organizations	  often	  find	  themselves	  too	  entrenched	  in	  specific	  categories	  or	  product	  lines,	  
bureaucratized,	  institutionalized	  and	  resistant	  to	  change.	  MLI	  has	  the	  advantage	  of	  being	  none	  of	  those	  
things	  and	  being	  able	  to	  help	  organizations	  that	  were.	  This	  agility,	  flexibility,	  and	  ability	  to	  scale	  was	  
especially	  advantageous	  in	  the	  acquisition	  of	  the	  coffee	  roasting	  plant	  that	  led	  to	  the	  Club	  Coffee™	  
business,	  as	  well	  as	  during	  expansion	  into	  the	  much	  larger	  —	  and	  more	  profitable	  —	  American	  
marketplace.	  	  

One	  of	  the	  issues	  that	  arises	  regarding	  organizational	  and	  operational	  flexibility	  within	  MLI	  is	  the	  trade-‐
off	  that	  has	  to	  be	  made	  between	  remaining	  flexible/nimble	  to	  take	  on	  new	  projects	  and	  automating	  
processes	  so	  as	  to	  be	  able	  to	  meet	  scale	  demands.	  John	  reports	  that	  the	  relationship	  between	  
automation	  and	  flexibility	  would	  likely	  take	  on	  an	  inverted	  ‘U’	  shape:	  automation	  is	  inherently	  more	  
‘fixed’	  rendering	  the	  company	  less	  flexible,	  though	  less	  automation	  requires	  more	  reliance	  on	  personnel,	  
which	  doesn’t	  allow	  for	  scale	  and	  is	  more	  expensive	  in	  general.	  At	  one	  point	  in	  an	  MLI	  expansion	  phase	  
John	  reports	  that	  MLI	  automated	  in	  order	  to	  meet	  scale	  requirements	  for	  larger	  American	  customers	  
and	  which	  meant	  that	  it	  had	  become	  ‘too	  big	  for	  Canadian	  customers	  and	  too	  small	  for	  American	  ones.	  
“We	  were	  too	  big	  to	  be	  a	  niche	  plant	  and	  too	  small	  to	  be	  a	  North	  American	  mega-‐plant.”	  High	  levels	  of	  
automation	  decrease	  the	  organizational	  and	  operational	  flexibility	  that	  has	  characterized	  much	  of	  MLI’s	  
successes	  over	  the	  years.	  	  	  	  	  

	  

GLOSSARY	  OF	  FACTORS	  OF	  SUCCESS	  FOR	  MLI	  AND	  COFFEE	  CLUB™	  	  

By	  interviewing	  the	  leader	  of	  ‘this	  era’	  of	  the	  Morrison	  Lamothe	  Inc.	  (MLI)	  company,	  John	  Pigott,	  on	  
what	  makes	  the	  company	  a	  success—and	  how	  it	  was	  turned	  around—became	  clear.	  Some	  of	  the	  factors	  
of	  success	  outlined	  herein	  include:	  	  

ORGANIZATIONAL	  VALUES	  AND	  CULTURE:	  MLI	  has	  strong	  organizational	  values	  and	  a	  corporate	  
culture	  that	  implicitly	  drives	  innovation,	  productivity,	  customer	  service	  and	  employee	  satisfaction.	  

RELATIONSHIPS,	  PARTNERSHIPS,	  AND	  COLLABORATION:	  MLI	  has	  strong	  industry	  relationships	  that	  
are	  built	  on	  trust,	  strategic	  partnerships	  and	  a	  willingness	  to	  collaborate	  with	  any	  willing	  organization.	  
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WHITE	  LABELING:	  A	  company-‐wide	  move	  to	  ‘white	  labeling’	  and	  customer-‐driven	  manufacturing	  
allowed	  the	  company	  more	  potential	  customers	  with	  greater	  scope	  of	  operations	  and	  a	  shift	  away	  from	  
branding	  or	  marketing	  investment.	  

RISK	  ORIENTATION	  AND	  NOVELTY	  ORIENTATION:	  A	  comfort	  level	  with	  risk-‐taking	  and	  allowing	  for	  
‘calculated	  risks’	  in	  the	  organization	  helped	  MLI	  decide	  to	  acquire	  a	  coffee	  roasting	  facility	  that	  would	  
have	  otherwise	  been	  outside	  of	  scope	  for	  the	  bakery/frozen	  foods	  company.	  	  MLI	  has	  leadership	  that	  
demonstrate	  a	  philosophical	  orientation	  toward	  novelty,	  openness	  to	  novelty,	  and	  that	  attempts	  to	  
continually	  ‘look	  at	  things	  differently’,	  especially	  with	  respect	  to	  the	  business	  strategies	  in	  place.	  

LEGACY	  AND	  HISTORY:	  MLI	  has	  a	  long	  legacy	  of	  operation	  and	  history	  in	  the	  business,	  which	  brings	  
with	  it	  significant	  organizational	  knowledge	  and	  experience.	  MLI	  is	  a	  ‘business	  family’	  whose	  leaders	  are	  
economically	  tied	  to	  one	  another	  and	  mutually	  interested.	  

DIVERSIFIED	  LINES	  OF	  BUSINESS:	  MLI	  now	  has	  a	  diversified	  portfolio	  of	  businesses	  that	  allows	  for	  
resilience	  to	  external	  changes	  (e.g.	  lost	  contracts)	  and	  market	  volatility.	  

LOCALIZED	  ROOTS:	  MLI	  has	  a	  heritage	  in	  a	  fairly	  localized	  region	  (Ontario)	  that	  allows	  for	  community	  
support	  and	  brand	  recognition.	  

INTERNATIONAL	  SCOPE:	  MLI	  now	  has	  a	  bent	  toward	  international	  expansion	  and	  exploration	  of	  
foreign	  markets.	  

STRATEGIC	  ORIENTATION:	  MLI	  now	  has	  a	  strategic	  orientation	  toward	  evolving	  the	  business	  model	  
and	  innovating	  accordingly.	  There	  is	  now	  a	  company-‐wide	  focus	  on	  process-‐	  over	  product-‐	  innovation.	  

MARKET	  ORIENTATION:	  MLI	  now	  has	  a	  ‘market	  orientation’	  that	  includes	  a	  customer	  orientation,	  
interdepartmental	  coordination,	  and	  an	  interest	  in	  cultivating	  first-‐mover	  marketplace	  advantages	  by	  
preempting	  market	  demand.	  

CORE	  COMPETENCIES	  DEVELOPMENT:	  MLI	  has	  a	  focus	  on	  core	  competencies	  and	  internal	  operations	  
instead	  of	  competitors’	  activities.	  

CUSTOMER	  ORIENTATION	  AND	  COMMITMENT	  TO	  CUSTOMER	  SERVICE:	  	  MLI	  demonstrates	  a	  die-‐
hard	  commitment	  to	  customer	  service	  and	  a	  general	  orientation	  toward	  the	  customer.	  

ORGANIZATIONAL	  FLEXIBILITY:	  MLI,	  indeed	  John	  Pigott,	  demonstrate	  organizational	  and	  strategic	  
flexibility	  and	  agility	  that	  allows	  for	  quick,	  risk-‐agreeable	  decision-‐making.	  

EMPLOYEE	  PRODUCTIVITY	  AND	  LOYALTY:	  Management	  at	  MLI	  now	  invests	  in	  quality	  personnel	  and	  
employee	  quality	  of	  work-‐life,	  garnering	  employee	  loyalty	  and	  satisfaction.	  

TEAM-‐BASED	  LEADERSHIP:	  John	  Pigott	  operates	  according	  to	  a	  team-‐based	  leadership	  model	  that	  
engages	  empowered	  employees,	  disperses	  responsibility	  and	  credit,	  and	  allows	  employees	  to	  make	  and	  
learn	  from	  mistakes.	  

	  



     

PROCESSED FOOD RESEARCH PROGRAM / PROJECT 4a

Sponsors & Partners
CAPI expresses its appreciation to its sponsors for helping to make this project possible:

And, to our in-kind sponsors:



<<
  /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


