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Abstract 

The question of competitive advantage comes forward in today’s globalized markets. 
The managers are looking for the means of sustainable competitive advantage by im-
plementing methods of managing knowledge in company. Several modern tools and 
approaches use knowledge as core of the company orientation as it has the potential 
for creating innovations in the innovative culture. This article is dedicated to identify 
and describe these methods, which can help the company to measure the impacts and 
effects of knowledge management. These include above all Balance Scorecard, Corpo-
rate Performance Management, Kaizen, Re-engineering, Knowledge Based Benchmark-
ing and Goal Based Management. The authors illustrate the process leading to 
knowledge management effects measurement as well consisting of four basic steps: 
analysis of the environment, defining the responsibility for knowledge management, 
preparation, creation and implementation of knowledge strategy and finally monitoring 
of effects of knowledge management strategy deployment. Implementing this evalua-
tion should promote the effort of the company to determine the extent of positive and 
negative changes which were influenced by applying knowledge management princi-
ples in the company.  
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Introduction 

 
In today’s world of the globalization and hyper-competition, the question of the 

competitiveness becomes more and more minded by the company‘s managers. In the 
context of the changes in the economic environment, it comes also to the changes in 
the understanding, approaches as well as in the practical realization of the manage-
ment. What is more, these changes are expressed in recent decades also in the 
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changes of values and approaches and last but not least, also in the creation of some 
modern methods which tries to measure the effects of the realization of the knowledge 
management. On the other hand, we try to find some adequate methods which con-
tribute to its development. Today, we can come across so called paradigms which 
were specified by P. Drucker (2000) in his book entitled Management Challenges for 
the 21st Century as follows: 

1. In case when we speak about the management, it covers not only the com-
pany management that is characteristic for every organization. 

2. The concept, that there exists only in one correct form of the organization, is 
wrong. Instead of this idea, it is necessary to find such form of the organiza-
tional structure which will be effective exactly in the given company.  

3. So as, concept of the only one correct form of the people management is also 
wrong. Because the fact that people are not any longer controlled, it is nec-
essary to lead them and at the same time, to use the advantages of each in-
dividual.  

4. Whereas in the past it was accepted that the technology and final users are 
to some extend strictly given, today it is necessary to realize that neither the 
technology, nor the final usage of some product is the basis for the formula-
tion of the strategy. The base should be created mostly by the values of cus-
tomers and their decisions about the allocation of the disposable resources. 

5. Even though the management deals with the institutions, eventually with the 
legal entities, its agency is not legally determined. 

6. In so far as in the past the management was internally-oriented, today, its 
aim is to realize the results in the external environment.  

In connection with the before-presented factors of the development, we can for-
mulate the question how to work with the company knowledge, eventually which 
methods should realize the implementation of their effectiveness. On the other hand, 
we have to support their development and accumulation. The main objective of this 
article is to identify and analyze the latest methods that should help in the process of 
the effort to determine the effects of the measurement and effects of the knowledge 
management in the company. 

 
 
1 Balanced Scorecard 

 
Balanced Scorecard presents the conception of the company management creat-

ed and co-authorized by the professors of the Harvard Univerzity R. Kaplan and D. 
Norton.  

It is a tool to the effective strategic management of the company. It is recognized 
to be one of the best approaches to the transfer of the company vision into the con-
crete measurable assets. It takes into account the factors generating the long-term 
values. Balanced Scorecard (BSC) helps by achieving of the balance between the ex-
pectations of stakeholders and fulfillment of these expectations by the use of their in-
terconnection with the real everyday operations in the company. This target can be 
achieved mostly by the increasing of the satisfaction and potential of employees and 
by the increasing of the quality of internal processes within the company. The BSC re-
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acts to the present day requirements and it helps companies to integrate the strategy 
into the everyday decision-making processes of its workers. Thereby, it supports the 
synergy. What is more, it increases significant the effectivity of the company also and 
its competitiveness ability.  

The BSC deals with all the areas of the company management. It complements 
the financial indices, which shape the picture of the previous efficiency, about the new 
indices of the drivers of the future performance. To the key indicators of the efficiency 
belong four various perspectives of the company business: financial, customer, internal 
processes, trainings and development.  

At the same time the BSC realizes the bilateral relations between the factors 
which are responsible for the final result. All required results are quantified. It means, 
they are described by the use of the controllable metrics. The components that help by 
the given development are also quantified equally. The BSC is called complex metrics 
because of the interconnection between all of the components with the impact on the 
achievement of the required results. The process of the change of the strategy to 
some concrete activities consists of the distribution of the strategic vision of the com-
pany to the clear targets in all four mentioned dimensions: financial, process, customer 
and the dimension of the training. 

The financial perspective has to aim at the positioning within the company if it 
wants to be attractive for investors and owners. This is the main reason of the exist-
ence of the company as profit-oriented organization in the theoretical area at least. 

If the company wants to achieve these financial targets, it has to provide cus-
tomers with some extra value. The customer is then willing to pay it in such quantity, 
which is necessary for the company. Consequently, customer dimension of the BSC 
concentrates on the positioning of the products of the company to achieve this known 
value. The company has to have some excellent internal processes if it wants to 
achieve all the targets in the customer dimension. This is the main role of the process 
dimension of the BSC. 

Finally, if the company wants to become excellent in the area of the processes, it 
has to create the necessary infrastructure and the human capital who will insure them. 
This is the main role of the dimension of the training and development. 

If the company sets the targets for all these dimensions, it is necessary to con-
nect these targets also with the bilateral reason-result relationship. These connections 
form the basis for the facts which we can specify and communicate to our subordi-
nates as the strategy. The BSC as the strategic managerial instrument is as follows:  

1. it sets the targets,  
2. it is aimed to the achievement of these targets, 
3. it measures the attained results. 

 
 
2 The Corporate Performance Management 

 
The Corporate Performance Management (CPM) „means the systematic improve-

ment of the company through the use of the improvement of its individual parts“ – 
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company itself, management levels, people etc. Above all, its main purpose is to 
achieve the visions of the company by the permanent improvement of the all internal 
processes. The most important part of the CPM is to design the plan for the improve-
ment of the functioning of the company. Accordingly, it has to contain mainly the set-
ting of the targets and results which has to be achieved and consequently, the further 
identification of the resources which should lead to its fulfillment. This method repre-
sents the classical financial evaluation of the company and at the same time, it con-
cerns about the intangible assets and the growth of the competitiveness of the com-
pany. It stands as the very simple but also the complex system of the management of 
some organization that creates the prerequisite for the continuous improvement 
and innovation of the given organization. (Porvazník, 2007). The Corporate Perfor-
mance Management involves: 

1. The Map – design, measurement and evaluation of the implementation of the 
BSC concept 

2. The Compass – simplification of the all-company information communication  
3. The Knowledge base – collection of the whole-team knowledge 

 
 
3 Kaizen 

 
The Japanese dispose of an interesting concept how to use the innovative im-

pulses for the internal and external institutional progress. The improvement, rationali-
zation, innovations – these are the basic tools which accompanies every performed 
business activity. In recent years, it comes to lots of changes in the business environ-
ment. They interfere with the areas of the company management and decision-making 
process. The technical progress, the development of information technologies (IT) and 
the increasing productivity of the work cause the higher competition pressure. In the 
companies, this cycle is accompanied by the strong focus on the customer‘s needs. Its 
target is to retain customer’s favour, to optimize the internal factors influencing the 
long-term prosperity of the company. What is more, the main emphasis is given to the 
innovative ability of the company processes. The very first target of every company is 
the continuous improvement, orientation on the customer directed towards the im-
provement of the product quality, processes and services which accomplish thereby 
the high rationality, efficiency and purposefulness. This level of the efficiency can be 
achieved through the new approach „KAIZEN“. The best-known method of the contin-
uous improvement based on the creative thinking of the employees is the concept Kai-
zen. Kaizen is the Japanese strategy which got into the awareness of some major and 
the most important companies and it domesticated in this environment with the high 
popularity among its employees. 

The notion “Kaizen” appears from the philosophy of two words which describe 
the meaning of this method in the following way: Kai – change, Zen – good (improve-
ment); Kaizen – change to the improvement. The strategy Kaizen is the most im-
portant notion of the Japanese management – the key to the Japanese economic suc-
cess and competitiveness. Kaizen means the improvement interfering everybody – the 
top and also the middle management, as well as all the employees. Its philosophy as-
sumes that our way of living – either at work, social or at home – deserves the contin-
uous improvement. Therein, the basis is the mass initiative of the employees support-
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ed by the effective motivation system. The complete effectivity of management of the 
company originates exactly from the attained work productivity which is monitored 
through the employee‘s performance. Concerning this fact, it is possible to state that 
the strategy Kaizen is mainly employees- and their efficiency-oriented because the 
employees are the holders and co-producers of the company knowledge. 

Before the company decides to apply the Kaizen strategy in its own company en-
vironment, it should be familiar with these most important principles: 

 company should pay attention also to the less important improvements, 
 Kaizen is available for everybody, all employees can (should) participate on 

this process of the improvement, 
 before some improvement applies, it has to be precisely analyzed concerning 

the present state and the possible positive or negative impacts, 
 management has two main roles – creation, maintaining and improvement of 

the standards, 
 for the company, it is necessary to realize the improvement by the use of the 

team work-meetings, the most important is the meeting preparation and its 
management as well as the suitable topic selection and to ensure the en-
forcement of the implementation of the accepted solution, 

 strong support from the side of the top management – Kaizen is based on the 
activities from below of the company but it requires also the strong support 
from above, 

 creation of the organizational conditions for the improvement, 
 motivation of the employees – participation on the success – material and fi-

nancial evaluation of the good solutions, 
 support of improvements which can be quickly evaluated and realized and 

they do not require high investments. 

In the Kaizen method, changes in the company are managed step by step and 
not suddenly. It comes to the change of the organizational structure – from the hierar-
chical to the network structure, from the vertical to the horizontal-flattening structure. 
The work environment of the employees is more or less informal and they can feel 
there some fellowship. Moreover, the institutional culture based on the accepted val-
ues is also formed. The employees are changed to the co-creators of the values and 
they are highly motivated, especially in the area of their actual work position and their 
possible career growth. It results in decentralization and the internal distribution of la-
bour. Kaizen is such strategy which should prevent losses and lead to the perfect pro-
duction „Just in Time“. As the losses decrease every product or service added value 
significantly, it is necessary to minimize them. The increased costs are afterward also 
related to this. As the feedback, it can influence the economic results of the company 
negatively and so cause the negative overview and bad position of the company in 
a competitive environment. 
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4 Re-engineering 

 
The dictionary of the economics defines Re-engineering as the transformation, 

restructuring, streamlining – efforts to establish more effective companies which are 
able to compete globally. They use the restraint of the duplicate activities in the sub-
sidiary companies, closing or changes in the unprofitable branches and offices and the 
dismiss of the employees there.  

Re-engineering of the company and Re-engineering of the company processes, it 
means the process methodology of the changes in the company structure which is fo-
cused on the improvement of the company effectiveness. In contradistinction to the 
engineering (providing engineering services, design, constructions, assembling of the 
factory equipment etc.), solution within the Re-engineering means the creative search-
ing within the complex change and what is more, the further projects of the redesign 
expressed in the new procedural concepts for the detailed projects of the processes. In 
terms of the technology, it is important that there is a certain difference between the 
engineering and Re-engineering. By the engineering projects or standard projects, the 
company usually considers the new application of the specific technology from the 
very beginning. However, in the process of the Re-engineering, the company performs 
the selection and the adaptation of the suitable technology and its application step by 
step. Thus, the technology is there customized, the solution of the processes is engi-
neering-reconditioned in the process environment of the company. It can lead to the 
new company efficiency. The creative process of the Re-engineering and the redesign 
itself are complicated and they require the support of many factors. Very important is 
the knowledge of the previous processes. Therefore, before the company thinks about 
the Re-engineering of the company processes, it should take into account the possibil-
ity of the engineering. Re-engineering affecting the rationality of the standard compa-
ny processes is of course at the same time also the challenge for the traditional man-
agement concepts, especially the distribution of labour. Namely, it is nothing else than 
the integration of the fragmented processes – in a general way, using the modern in-
formation technologies (IT) – into the logical, practical and effective sequence of activ-
ities. It results in a certain value which is for customer considered to be important and 
eligible. It is concentrated on the destruction and elimination of the standard business 
elements and their change into the new and non-affected determination of the „pur-
pose of the game“, the simplification, acceleration and effectiveness of the process. 
Thereby, reengineering brings some dramatic effects in all areas of the company – it 
changes the organizational structure, influences also the politics of the employment, 
system of the remuneration, supervision of the warehouse management, IT etc. The 
main target of the Re-engineering effort and the concept of the “new beginning” is – 
by the means of the radical reorganization of the business and production processes – 
to achieve the high-order effectiveness, high quality, reduction of costs and some fur-
ther factors of the competitiveness and prosperity (especially important competitive 
advantage is then time, eventually the special reduction of its consumption). After-
wards, “process” (it is the key word of the Re-engineering concept) can be, for in-
stance, the new product development, the receiving of orders, the provision and ship-
ping of orders, liquidation of any risk event etc. Re-engineering concept can be applied 
in all business areas, inclusive the chemical and pharmaceutical industry, telecommu-
nications, areas of the electronics, energetics, but also in the retail trade, insurance 
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industry and banking system etc. It means that we can notice there the multi-
dimensional of using the given method within the company practice. 

 
 
5 Benchmarking on the basis of knowledge 

 
The notion benchmarking or the comparison of the effectiveness was firstly used 

as the managerial instrument by the Xerox Corporation in 1979. Since that time, it 
became more and more popular. Robert C. Camp is considered to be the main repre-
sentative in this area. He describes benchmarking as the “searching for the best pro-
cesses in the business which can lead to the excellent results” (Camp in Porvazník, 
2007). The company can compare not only its effectiveness, but also the used practic-
es, processes or methods. Its application is of course associated with the observance 
of certain rules of behaviour as well as in all cases of working with the sensitive infor-
mation. The purpose of the benchmarking is not to copy the acquired knowledge but 
to learn vice-versa. Namely, it represents the legal process of the information sharing 
which is based on the respect and trust of both sides (Porvazník, 2007). 

Benchmarking is an instrument of the competitive comparison, i.e. external com-
parison of the own-company factors with the best partners. It enables to gain the clear 
picture about those factors which mostly influence the prosperity of the company. 
Competitive comparison can be performed in three relatively independent but in prin-
ciple very on-each-other dependent areas, namely:  

 comparison of the production, competitive products and services which are 
met on the market most frequently, 

 comparison of own production processes with those competitive ones,  
 comparison of own and competitive management and top management. 

The resource for the benchmarking is the gaining of the reliable information 
about the competition and the vision of the real state of own company. Accordingly, 
the nature of the benchmarking is the creation of information and knowledge in three 
main groups:  

1. What does our company have better in comparison with the competition, how 
to use it on the market, is it not a redundant luxury?  

2. What does the competition have better, what of it should we apply and how 
to realize it in the best way?  

3. What does indicate to be non-functional, useless, unnecessary and oppres-
sive?  

Benchmarking is applied in companies in five basic phases which enable the ef-
fective preparation and implementation of this approach into the practice.  
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Picture 1  Basic phases of the benchmarking 

 
Source: self-processing. 

 
The main contribution of this approach is the opportunity of the continuous im-

provement. The results of the benchmarking should be incorporated into the realiza-
tion plan of the company. The plan is prepared in the final phase of the benchmarking 
approach and it plays an important role, especially in terms of feedback. All proposed 
actions which are embodied in the realization plan as the complement of the strategic 
plan should be implemented in the company in order to express the effectivity of these 
proposed actions and their realization in the re-execution of the benchmarking.  

 
 
6 Management by objectives (MBO) 

 
The notion MBO was firstly described by Peter Drucker. It presents the adoption 

of the target system whereby the accomplishment of every partial target should sup-
port the achievement of the highest targets of the organization.  

The necessary condition of its realization is that the management and employees 
accept all targets and what is more, they are identified with them. Targets within the 
MBO should meet the criteria SMART, it means to be specific, measurable, achievable, 
realistic and time-specific. It continues with the practice-plan processing of the 
achievement of targets and it is followed by the creation of conditions to realize this 
plan also by the individuals. Next steps are the measurement and the evaluation of the 
achievement of the set targets, the realization of the actions of improvement, if it is 
necessary, and finally, the setting of new targets (Horváthová, 2011). The main princi-
ples of MBO are: 

 targets are set in the presence of the subordinates,  
 roles and duties resulting from the targets and strategies are gone through 

before their assignment and they are consequently assigned mostly in the 
written form, 

 regular evaluation of the accomplished targets and eventually, the undertak-
ing of the consequences when they are not fulfilled as well as the necessary 
correction in the given strategy and plan (Porvazník, 2007). 

 
  

Decision what to examine via benchmarking

Specification of partners for benchmarking

Collection of information

Analysis

Realization of results
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Conclusion 

 
The mentioned methods belong to the modern instruments of the effective man-

agement of the company and each of them has besides some other effects also the 
positive impact on the extent and intensity of the knowledge distribution in the com-
pany. The effective measurement of the intensity and effects of the knowledge man-
agement realization in the company can be appointed as the fourth phase of the im-
plementation of the knowledge management in the company:  

1. analysis of the environment 
2. specification of the responsibilities in the area of the knowledge management 
3. preparation, creation and implementation of the knowledge strategy 
4. monitoring of the impact of the implementation of the knowledge manage-

ment. 

The return of investment into the area of the knowledge management is very dif-
ficult to be predictable. We can observe there, for example, the willingness of the em-
ployees to educate before and after the implementation of the suitable instrument, an 
increase in the level of the availability of information about the key customers after the 
implementation of the databases etc. In this phase, the most important fact is the 
comparison of the level of the defined indices with the level of the system of the indi-
ces after the implementation of the adequate instrument for the knowledge develop-
ment. Within the frame of the final phase, we can observe the level of the fulfillment 
of the set targets and we try to answer the question whether the knowledge strategy 
in the organization was successful or not.  

 
 
References 

 
Drucker, P. (2000). Management Challenges for the 21. Century. Praha: Management 

Press. 
Hvizdová, E. (2011). Management of Human Resources in knowledge economics. Bra-

tislava: Publisher EKONÓM.  
Horváthová, P. (2011). Talent management. Praha: Wolters Kluwer Czech Republic. 
Hvizdová, E. & Miklošík, A. (2012). Knowledge Management: Personal and technologi-

cal perspectives. Bratislava: Publisher EKONÓM.  
Kaplan, R.S. & Norton, D.P. (1996). Using the Balanced Scorced as a Strategic Mana-

gement System. Harvard Business Review, 74(1).  
Miklošík, A. (2011). Information Systems of Marketing. Bratislava: Publisher EKONÓM. 
Miklošík, A. & Hvizdová, E. (2012). Information Systems of Marketing – Practicum. Bra-

tislava. Publisher EKONÓM. 
Mikušová, M. (2011). The Creation of the Performance Measurement System – House 

Model. In International Conference on Management and Service Science (ICMSS 
2011). MANAGEMENT AND SERVICE SCIENCE Book Series: International Procee-
dings of Economics Development and Research (pp. 48-52). 



Studia commercialia Bratislavensia           Volume 5; Number 19 (3/2012) 

378 

Porvazník, J. et al. (2007). Holistic management. Žilina: Businessman Consultant, Co. 
Ltd. 

Závadský, J. (2004). Process management. Banská Bystrica: Matej Bel University, Fa-
culty of Economics in Banská Bystrica: Civil Association Ekonómia. 

 
 
 



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (None)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (ISO Coated)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.3
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Perceptual
  /DetectBlends true
  /DetectCurves 0.1000
  /ColorConversionStrategy /sRGB
  /DoThumbnails true
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 524288
  /LockDistillerParams true
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts false
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 150
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 150
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 2.00000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages false
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /ColorImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 150
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 150
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 2.00000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /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 600
  /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 (http://www.color.org?)
  /PDFXTrapped /False

  /CreateJDFFile false
  /SyntheticBoldness 1.000000
  /Description <<
    /ENU (Versita Adobe Distiller Settings for Adobe Acrobat v6)
    /POL (Versita Adobe Distiller Settings for Adobe Acrobat v6)
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [2834.646 2834.646]
>> setpagedevice


