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By Daniel J. Scott

I
f there is one cliché that I would love 
to do away with, it is that of the en-
tertainer who, after achieving great 
success and fortune, is left penniless. 
How can this keep happening? While 

the reasons may be complex and varied, at 
least one solution is fairly simple — you 
guessed it, the family offi ce. 

The concept of a “family offi ce” has been 
around in some form or another for quite 
some time. In recent years, however, the 
term has been making headlines in the 
wealth planning industry, due in large 
part to the rise in so-called multi-family 
offi ces and an ever-expanding menu of ser-
vices available to the rich. As a result of the 
growing popularity of family offi ces, and 
our insatiable appetite to use buzz words 
whenever possible, defi ning exactly what a 
“family offi ce” is or how it can be useful has 
become somewhat diffi cult. In the broadest 
sense, a family offi ce represents the gover-
nance structure for privately owned assets 
— it is a vehicle for managing wealth.

Entertainers are in a unique position be-
cause the demands of their schedules virtu-
ally preclude their involvement in their own 
day-to-day fi nances and investments. In 
addition, entertainers who achieve “brand” 
status are often involved in several different 
industries, such as clothing lines, restau-
rants, etc., and may own several different 
companies. Therefore, in addition to man-
aging his or her primary entertainment 
career, an entertainer’s responsibilities 
can consist of day-to-day tasks (everything 
from paying bills to arranging for car ser-
vices), managing investments, overseeing 
operating businesses and planning for his 
or her own future and the future of his or 
her family, all of which must get done while 
the entertainer is out in the world, well, 
entertaining. Not to mention that most 
entertainers, at least in the early stages of 
their careers, are not fi nancially sophisti-
cated. With so many moving parts, it is no 
wonder why so many in the industry who 
do not have a central governance structure 
see their fortunes squandered. Attorneys 
and other professional advisers should con-
sider using a family offi ce model (at least 
in principal, if not formally) as a means of 
protecting and enhancing an entertainer’s 
wealth, taking care of day-to-day respon-
sibilities, ensuring tax compliance and 
reporting, and providing for a long-term 
estate and business succession plan that 
provides for a seamless post-death transi-
tion and preserves the entertainer’s wealth 
and legacy. 

In order to do so, the entertainer fi rst 
needs a core team of advisers. This team 

can take many forms, depending on the 
overall structure that is implemented. For 
example, the advisers can be trustees of 
a trust, directors of a corporate board or 
members of some other advisory commit-
tee. The concept can be imported into what-
ever structure is ultimately chosen (which 
could vary for such reasons as tax implica-
tions, nationality, personal preference, etc.) 
and can also be duplicated at sub-levels 
(such as lower-tier companies). Regardless 
of the form used, the makeup and function 
an advisory team are critical. 

An advisory team should be made up of 
individuals who the entertainer trusts, who 
collectively have the necessary expertise 
to handle the variety of issues that require 
attention, who have the ability to actu-
ally implement strategies and get the job 
done, and who are always mindful of the 
entertainer’s wishes and needs. For those 
who like acronyms, T.E.A.M. stands for 
trust, expertise, ability and mindfulness. At 
the helm of an advisory team, of course, is 
the entertainer. 

A critical component to building a strong 
governance structure, and one that the en-
tertainer will (or at least should) insist on, 
is preserving his or her ability to change 
who the appointed advisers are and the 
fl exibility to change the overall structure 
if desired (although some restrictions on 
the entertainer’s absolute control may be 
needed for tax reasons). With the enter-
tainer ultimately in charge, the overall 
structure and businesses can function from 
day to day with limited participation by the 
entertainer, who, nevertheless, will be kept 
informed of business operations and join 
regular (but less frequent) meetings of the 
entire team.

In general, the key function of an advi-
sory team is to oversee the management 
of the entertainer’s life. No one person can 

possibly oversee every aspect of an enter-
tainer’s life. And even if they could, history 
has proven that they probably should not. 
Having multiple independent profession-
als collectively make major decisions and 
oversee all aspects of the entertainer’s life 
will improve the quality of decisions made 
and ensure the best possible outcome. It 
is also a way of implementing a system of 
checks and balances in order to prevent any 
one adviser from engaging in misconduct, 
while the team as a whole can keep watch 
of those in charge of day-to-day responsi-
bilities, to ensure fi scal responsibility and 
safe-guard against wasteful spending or 
other improprieties.

Having a team of advisers with varied 
expertise will prevent critical (but perhaps 
not immediate) issues from being over-
looked. For example, tax reporting and 
compliance issues (which are particularly 
complicated in the international arena) will 
be more thoroughly understood, leading to 
fi ling requirements and payments being 
timely met (and avoiding interest, penalties 
or even criminal charges, not to mention 
public embarrassment). In addition, ongo-
ing attention can be devoted to long-term 
planning, such as estate and succession 
planning. 

By monitoring the growth of the 
entertainer’s wealth, the team will be able 
to devise a comprehensive plan whereby 
assets can be periodically transferred out 
of the entertainer’s taxable estate, thereby 
freezing or reducing the value of the enter-
tainer’s estate and future estate tax liability 
without incurring (or at least minimizing) 
any present tax. Similar planning can be 
done for any other lifetime gifts the enter-
tainer wishes to make to family members, 
friends or charity. 

H
aving a governance structure 
in place itself will help facilitate 
these long-term strategies. For 
example, with respect to genera-
tional and succession planning, 

an existing governance structure makes it 
easier for family members (or others) to 
gradually become involved in the overall or-
ganization during the entertainer’s career. 
This allows a person to mature, develop 
leadership skills, gain business experience 
and become fi nancially sophisticated (if not 
already) before possibly succeeding the en-
tertainer in his or her old age or after death 
and carrying on his or her legacy. 

Upon the entertainer’s death, the gov-
ernance structure should provide for a 
seamless transition whereby the team 
and underlying businesses can continue 
to function as they were, only with family 
members sitting at the helm. Alternatively, 

should the entertainer not wish family 
members to have control, the governance 
structure can be operated by the team o, 
allowing the family to benefi t while limiting 
their involvement in accordance with the 
entertainer’s wishes.

Two other considerations are asset pro-
tection and confi dentiality. In overseeing 
the management of the entertainer’s assets 
and investments, including new acquisi-
tions, the team will be able to implement 
asset protection strategies that secure the 
entertainer from personal liability in con-
nection with such assets and investments 
(and vice versa), while preserving confi -
dentiality to the fullest extent possible. 

As most ventures will require some form 
of entity (such as a corporation limited 
liability company or trust), the team can 
ensure that the formalities of such enti-
ties are fully observed in order to protect 
the entertainer from exposure to personal 
liability based on a “piercing the veil” argu-

ment. Observing corporate formalities is 
also relevant for tax purposes and could 
prevent the IRS from disregarding an entity 
or transaction based on one of several doc-
trines (such as the “economic substance” 
or “sham transaction” doctrines).

The lives of entertainers are complex. 
As trusted advisers, attorneys and other 
professionals must encourage them to 
consider and develop a comprehensive 
plan to govern and manage their lives, one 
that not only focuses on the entertainer’s 
career and making money but also on their 
personal life, the growth and protection of 
the money they earn and its preservation 
for future generations. 

Daniel J. Scott is an attorney in the New 
York offi ce of Chadbourne & Parke, where 
his practice focuses on domestic and inter-
national estate, tax and wealth planning for 
high net worth individuals, their families and 
businesses.

Financing With the Stars

By Alan L. Friel 
and Nancy Derwin-Weiss 

N
ew media is hardly new. 
In fact, most companies 
have had Web sites since 
the 1990s. Now those 
sites, and third-party 

sites employed by companies, en-
able vibrant consumer interaction 
with brands and unique methods of 
conveying sales messages and mak-
ing sales. Marketers have become 
the early adopters of new trends 
and tools, such as blogging, social 
networking (e.g., Facebook), and 
user-generated content (e.g., video 
posts on YouTube). E-mail market-
ing is widely used and text message 
campaigns are gaining traction. 
Legislatures, regulatory agencies, 
including the Federal Trade Com-
mission and self-regulatory bodies, 
including the Mobile Marketing 
Association, have stepped in to 
regulate digital marketing. To pro-
tect the value proposition evolving 
media can bring to marketing, and 
to avoid damage to valuable brands 
and intellectual property, it is es-
sential that knowledgeable counsel 
be sought to ensure that marketing 
campaigns are executed legally and 
do not violate consumer trust. 

Spam

Today, most companies use e-
mail to communicate with their cus-
tomers and prospective customers. 
In 2003, Congress passed the Con-
trolling the Assault of Non-Solicited 
Pornography and Marketing Act, 
also known as the CAN-SPAM Act, 
and the FTC implemented rules, 
revised last year, further to the 
act. CAN-SPAM does not prohibit 
the sending of commercial e-mails, 
that is e-mails that do not directly 
concern a transaction the consumer 
has previously entered into with 
the sender. Rather, it is designed 
to prevent fraudulent e-mails and 
imposes specifi c labeling, opt-out 
and do-not-send requirements on 
the senders of commercial e-mails. 
Commercial e-mails must clearly 

disclose the opt-out mechanism 
and recipients who opt-out must 
be added to a list used to suppress 
future commercial e-mails from 
the sender absent express prior 
consent. 

The FTC has recently modifi ed 
its rules to address questions of 
who will be deemed a sender and 
responsible for compliance, includ-

ing when multiple companies’ 
products are promoted in a single 
e-mail or when e-mails are distrib-
uted between consumers, at the 
suggestion of a company, that ad-
vertise or promote that company’s 
products. E-mails sent to domain 
names provided by wireless service 
providers are subject to greater 
regulation. Marketers should also 
exclude domains included on a list 
maintained by the Federal Com-
munications Commission absent 
meeting additional compliance re-
quirements. Every e-mail campaign 
should be reviewed for CAN-SPAM 
compliance, as marketers and their 
vendors frequently fail to properly 
follow the requirements and un-
wanted e-mails, so-called spam, 
are a source of frequent consumer 
complaints to regulators and in-
creasing class action litigation and 
settlements.

Mobile Mayhem

Advancements in cell phone de-

vices have brought rich media to 
the mobile device. 

Since many users are charged 
for receiving mobile messages, 
CAN-SPAM and the Telephone 
Consumer Protection Act require 
advance notice and express consent 
prior to the delivery of a mobile 
marketing message. 

Programs that allow consumers 
to send marketing messages to 
their friends via text require care-
ful legal review as advance consent 
from the recipient is diffi cult to 
obtain in practice. 

Web site registration pages that 
collect cell phone numbers must in-
clude certain disclosures regarding 
fees and applicable devices. Even 
enabling a Web site for easy viewing 
on mobile devices (e.g., a “WAP” 
site) requires specifi c notices.

 The Mobile Marketing Asso-
ciation provides guidelines to assist 
marketers on the use of mobile 
media, but it is not a substitute for 
legal counsel. 

Further, the law as it respects 
mobile media is, like the medium 
itself, evolving. For instance, text-
to-win sweepstakes have spawned 
a slew of class action lawsuits (now 
consolidated) that are pending 
in California federal courts. New 
mobile media applications, such 
as mini-games that include a pre-
recorded call from a character from 
a television show, or are otherwise 
identifi ed with the brand (e.g., the 
Michelin man), raise issues of com-
pliance with the FTC and FCC’s 
telemarketing rules, even if the 
recording itself lacks a sales pitch 
or purchase opportunity.

The Buzz

Marketers consider consumer 
word-of-mouth one of the most pow-
erful methods of promotion. Digital 
media enables consumers to com-
municate more easily and in a more 
far-reaching manner than ever 
before. Companies seek to foster a 
positive consumer buzz about their 
brands online but their techniques 
frequently cross ethical and legal 

lines. For instance, “astroturfi ng” 
or “stealth marketing,” where a 
brand is promoted surreptitiously 
by company employees or contrac-
tors pretending to be customers 
may be considered a deceptive 
advertising practice. 

Buzz activities conducted on a 
third-party site, like MySpace, in 
violation of its terms of use, can 
subject marketers to claims by the 
sites and potentially even result 
in liability under certain state 
and federal laws regulating unau-
thorized accessing of Web sites. 
Recommendation marketing is a 
practice whereby online users are 
encouraged to promote products in 
chat rooms, on blogs and otherwise. 
Where the user has been paid or 
given other valuable consideration 
without disclosing that fact at the 
time the recommendation is made, 
this can result in charges of decep-
tive advertising and violation of the 
FTC’s testimonial rules. 

A good source of guidance on how 
to run a cool yet compliant online 
buzz campaign is the Code of Eth-
ics of the Word of Mouth Marketing 
Association (www.womma.org), 
but legal counsel should also be 
obtained.

Who is Responsible?

Even the most basic corporate im-
age Web site presents content own-
ership and infringement issues. Too 
frequently companies do not prop-
erly document their engagement 
with their vendors hired to develop 
Web sites, banner advertisements 
and cool viral applications, and exe-
cute interactive campaigns, leaving 
without the necessary contractual 
protections in place, including in-
surance requirements, legal com-
pliance, ownership of work product 
and indemnity obligations. 

Also, developers and company 
employees recurrently use unli-
censed software, music, images 
and other content, creating the risk 
of infringement claims. 

YouTube and other sites that per-
mit users to create and post their 

own pictures, videos and content 
(so-called “user-generated con-
tent”) have become a pop culture 
phenomenon. Traditional media 
like Al Gore’s cable television net-
work, Current, have integrated 
viewers into the programming 
process and enable users to create 
programming, and even commer-
cials, distributed by the network’s 
Web sites and cable channel. 

Consumers, however, have been 
known to include third-party con-
tent without permission in their 
user-generated content, raising the 
issue of whether the site operator, or 
the sponsor of a campaign involving 
such content, should be secondarily 
liable for the infringement. 

There are potential safe harbors 
and immunities that may apply to 
Web site operators and users under 
the Digital Millennium Copyright 
Act and the Communications De-
cency Act, when the user-generated 
content remains owned by the user 

and has not been selected, edited or 
substantially directed by the party 
seeking the protection.

 The conditions and constraints 
of the protections, which are still 
being articulated by the courts, 
require operators to make many de-
cisions regarding how they design 
and execute campaigns that have 

user-generated content elements. 
Furthermore, the Communica-

tions Decency Act and the Digital 
Millennium Copyright Act do not 
protect against all potential claims 
such those arising under trade-
mark, and potentially the Lanham 
Act, and courts are split regarding 
whether a shield to rights of public-
ity claims exists. 

In addition to legal concerns, 
marketers need to consider how 
they feel about unfl attering use of 
their content and brand when they 
make it available to consumers to 
use in connection with user-gener-
ated content. 

Different approaches to control 
over that use results in different 
outcomes with regarding potential 
protection under the Communica-
tions Decency Act and Digital Mil-
lennium Copyright Act. 

Further, user-generated content 
promotions, such as those where 
consumers create and submit vid-
eos promoting a product, and one or 
more winners are selected, present 
questions of whether the states’ lot-
tery, sweepstakes and contest laws 
are being followed. 

Finally, the distribution of 
user-created videos to promote 
companyies’ products raises issues 
regarding applicability of deceptive 
advertising laws. 

Interactive marketing presents 
companies with powerful new tools 
for cost effi ciently interacting with 
consumers. In times of decreasing 
advertising budgets, television 
viewership and print circulation, 
these are much welcomed. 

But a positive return on invest-
ment requires marketers to work 
closely with legal counsel knowl-
edgeable in the area to navigate the 
treacherous and constantly chang-
ing waters of evolving media.

Alan L. Friel and Nancy Derwin-
Weiss are partners in the Beverly 
Hills offi ce of Wildman Harrold Allen 
and Dixon, where they advise clients 
on advertising, entertainment, tech-
nology and e-commerce matters.

Evolving Media Tools Require Companies to Navigate Changing Waters
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professional advisers 

should consider 
using a family 

office model as a 
means of protecting 
and enhancing an 

entertainer’s wealth.

Programs that 
allow consumers 

to send marketing 
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friends via text 
require careful 
legal review.
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of user-created 

videos to promote 
companies’ 

products raises 
issues regarding 

applicability 
of deceptive 

advertising laws. 

marlowe
Text Box
Reprinted and/or posted with the permission of Daily Journal Corp. (2009). 



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

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000500044004600206587686353ef901a8fc7684c976262535370673a548c002000700072006f006f00660065007200208fdb884c9ad88d2891cf62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef653ef5728684c9762537088686a5f548c002000700072006f006f00660065007200204e0a73725f979ad854c18cea7684521753706548679c300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020b370c2a4d06cd0d10020d504b9b0d1300020bc0f0020ad50c815ae30c5d0c11c0020ace0d488c9c8b85c0020c778c1c4d560002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken voor kwaliteitsafdrukken op desktopprinters en proofers. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents for quality printing on desktop printers and proofers.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /NoConversion
      /DestinationProfileName ()
      /DestinationProfileSelector /NA
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure true
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /LeaveUntagged
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [936.000 1584.000]
>> setpagedevice




