Challenges of the global business environment - theoretical and practical perspectives

7

Retail industry - marketing strategies for
the competitive business environment

~ Ph. D. kȱ©ȱ(University of Bucharest, Bucharest, Romania)
E-mail: catana.stefan90@yahoo.com

~ Ph. D. Sorin-George Toma (University of Bucharest, Bucharest, Romania)
E-mail: tomagsorin62@yahoo.com

Abstract: Management and marketing are the two of the most important global functions for a retail
operator. Presenting the marketing strategies in retail industry is essential to understand the challenges of
the competitive business environment in nowadays society. The goals of this paper are to present some of
the retail marketing strategies that influences the retail industry. The methodology was based on a quantitative research method. The paper contributes to a better understanding of retail industry and to enhance
the scientific literature regarding marketing strategies in this field.
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1. Introduction
Retail industry implies the set of activities that markets products or services to final conȱȱȱ ȱȱȱȱȱǻ ǰȱŘŖŗŗǼǯȱȱȱȱȱȱ
as the final part of the marketing process in which the various functions of the seller, usually a store or service establishment, and the buyer, an individual consumer are primarily
oriented to accomplishing the exchange of economic goods and services, for purposes of perǰȱ¢ȱȱȱȱǻǰȱ ¢ȱȱǰȱŗşŞŞǼǯȱȱȱȱȱ
as a sum of acts and elements that allow consumers to receive what they need or desire from the
ȱȱǻǰȱŘŖŖŞǼǯ
ȱ ȱȱȱȱȱ¢ȱȱȱȱȱ¢ȱȱȱhavior, and, therefore, innovation constitutes a key element in achieving competitive advantage
ǻ©ȱȱǰȱŘŖŗŞǼǯȱȱ¢ȱȱȱȱȱȱȱ£ȱ ȱ
to best position themselves to survive and flourish in this competitive business environment at a
ȱȱǻȱȱǰȱŘŖŗřǲȱȱȱǰȱŘŖŗśǲȱ  ǰȱȱǯǰȱŘŖŘŗǼǯ
Starting from these aspects, the goals of this paper are to present some of the retail marketȱȱȱȱȱȱ¢ȱȱȱȱȱȱǯȱȱ
ȱȱȱȱȱȱǯȱȱȱȱȱȱȱȱ Ǳȱ
literature review, research methodology, results and discussion, and conclusions.
2. Literature review
In scientific literature, the strategy is displayed in a narrow and wider sense. In a narrow
sense, there are presented the goals, principles, and strategies pursued by a company and in a
ȱȱȱȱȱ ȱȱȱȱȱȱȱ¢Ȃȱȱǻ ȱ
ȱǰȱŗşŝŞǲȱȱȱǰȱŘŖŖŞǼǯ
Retail marketing is the range of activities undertaken by a retailer to promote awareness
ȱȱȱȱ¢Ȃȱȱǻ©ǰȱŘŖŗşǼǯȱȱȱȱȱȱȱȱȱ ȱǰȱȱǱȱ¢ǰȱȱ¢ǰȱ¢ȱȱ¢ȱǻǰȱŗşŞŗǲȱ ©ǰȱȱȱǰȱŘŖŗŜǲȱ©ǰȱŘŖŗşǼǯ
ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ¢ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ǻǰȱ
ȱȱ ǰȱŘŖŖŞǼǰȱȱȱȱȱȱȱǻ ©ȱȱǰȱŘŖŗŝǲȱ
©ȱȱǰȱŘŖŗŝǼǯȱȱȱȂȱȱȱȱȱȱȱȱȂȱ
ȱȱȱǻȱȱǰȱŗşşŚǼǯȱȱȱȱȱȱȱȱȱ ȱȱȱȱȱȱȱǻǰȱȱǯǰȱŘŖŖşǰȱ©ȱȱǰȱŘŖŘŗǼǯȱ
Pricing strategy is the policy a retail company adopts to determine what it will charge for its prodȱ ȱ ȱ ǻǰȱ ȱ ȱ ǰȱ ŘŖŗŖǲȱ Ȭȱ ȱ ǰȱ ŘŖŗśǼǯȱ
Retailer promotions are offered by retailers to consumers to increase sales for the item, category
ȱȱǻȱȱǰȱŘŖŗŘǼǯȱȱȱȱȱȱȱȱȱȱȱȱȱȱǰȱȱȱȱȱȱȱȱȱȱȱȱȱǻ¢ȱ
ȱǰȱŘŖŖŘǼǯȱȱȱǰȱȱȱǰȱ ȱ ȱȱȱȱ ȱǱ
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store atmosphere.

3. Research methodology
In order to reach the aims of the paper, the authors employed a quantitative research methǯȱȱȱ ȱȱȱȱǯȱȱ¢ȱȱȱȱȱ
through the deployment of a widespread literature review from various sources, such as books
ȱȱȱȱȱȱǰȱǰȱȱǯȱȱȱ ȱȱ
ȱȱȱȱǻǰȱȱȱǰȱȱǰȱ ȱȱ ȱ
Ǽǯȱ¢ǰȱȱȱȱȱȱ ȱȱǰȱǰȱȱȱǯȱ¢ǰȱȱȱ ȱ¢£ǰȱȱȱȱȱ
ȱȱǯȱ¢ǰȱȱȱȱȱȱȱ£ȱȱȱ
following the analysis performed.
4. Results and discussions
ȱ ȱ ¢ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ǯȱ ǰȱ ȱ ȱ
decide which is the target market and develop the best combination of the elements of the marȱ¡ȱǻǰȱǰȱǰȱȱǼǯȱȱȱȱǰȱȱȱ
marketing strategies that influences the retail industry are presented below.
Positioning strategies
Positioning strategies in relation to the competition - involves the choice of the target market
ȱȱȱȱȱȱȱȱǯȱȱȱ ȱȱȱ
adapt the components of the marketing mix (product assortment, service level, store locations,
ǰȱ ȱ Ǽȱ ȱ ȱ ȱ ȱ ȱ ȱ ǯȱ ȱ ȱ
according to the criteria presented above is the argument by which customers prefer one or the
ȱȱȱǯȱȱ¡ȱȱȱȱȱȱȱȱȱȱǰȱ
and the positioning of retailers comes from the novelties brought in the purchasing process, in the
novelties they bring to the product assortments or in the case of both components.
Positioning strategies through the novelty of the product purchasing process - the way a
ȱȱȂȱȱȱȱȱȱȱǰȱȱ ¢ȱȱȱ
can access products in stores and the way payment can be made in stores are components that
determine satisfaction customers for a particular merchant.
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Positioning strategies through the novelty of the products and the assortments of products
offered - a trader must be known to be of a certain type. In this sense, a store can be known as being very prompt in purchasing and selling the latest generation products, while other stores can
ȱ£ȱȱȱȱ ȱ¢ȱȱts or for storing and selling the highest quality
ȱǻǼǯ
ȱȱȱȱȱ£ȱȱȱȱȱȱȱȱȱ
with suppliers, a store that tries to have too many different types of assortments can be considered a store difficult to manage. In addition, a trader who stores the latest products in a category
ȱȱȱȱȱȱȱ¢ȱȱȱȱ¢ǰȱȱȱ¢Ȃȱȱ ȱ
be divided and it will be difficult to manage relationships with different suppliers in the sense
that their philosophies business are different. Also, such a strategy will send confusing messages
to customers about the type of products that are stored very well by stores.
Store location’ strategies
ȱ Ȃȱ ȱ Ȭȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ mance in particular. In the case of these types of products, customers prefer to buy them from a
nearby store.
ȱȱȱȱȱ¢ȱȱȱȱȱȱȱȱȱ
ǻ  ǰȱȱǯǰȱŘŖŘŗǼǯȱȱȱȱȱ ȱȱ ȱȱȱȬȱȱȱȱ¢ȱȱ
open stores in several cities. A retailer may decide to open a store in each city, in this sense it will
have to purchase products from distributors to replenish its stocks.
ȱȱȱȱȱȱȱȱȱȱȱȱ¢ȱȱȱ¡ȱ
the store in another city. Consequently, the merchant will cover the cities one by one, compared
to the strategic option of opening only one store in each city. In this sense, it is preferable to open
ȱȱȱȱȱ¢ǯȱȱȱȱȱȱȱȱȱȱ¢ȱȱȱȱ
truck from each supplier and then smaller batches of these products are loaded into trucks for
each store. In this case, the retailer buys directly from the manufacturer and does not have to buy
from distributors.
ȱ ȱ ȱ ȱ ¢ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ǰȱ ȱ ȱ
ȱȱ ȱǱȱȱȱȱȱȱ ȱȱȱȱǰȱȱȱȱ
disposable income of potential customers, the availability of locations in the city and the level of
competition.
ȱȱȱȱȱȱȱȱȱȱȱȱȱȱȱǰȱȱing facilities, the presence of the competitors and the possible opportunities to form new retail
ȱ ȱȱǯȱȱȱȬȱȱȱȱȱȱȱȱ
same location, that retail center becomes more frequented by more customers than the number
ȱȱȱȱȱȱȱ¢ȱȱǯȱȱȱȱȱȱȱ ȱ
large malls or malls operate.
In addition to being close to customers, the location of a store is also important from the
perspective of the lifestyle of customers in the target market, because this aspect will influence
the frequency with which the store will be visited and the volume of purchases. In this sense,
customers prefer to go to large malls on weekends to combine elements related to entertainment
with elements related to the purchase of different types of products.
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Product and services assortments strategies
Strategies for product and service assortments - refers to the width and depth of the product
Ǳȱȱȱ¢ȱȱȱ ȱȱȱǰȱȱȱȱȱǰȱȱ¢ȱȱȱȱ
of shallow products or may have a narrow assortment, but within each product line, it can store
a range of products in depth.
ǰȱȱȱȱȱȱȱȱȱȱȱȱȱȱȱȱȱȱȱȱȱ
ȱȱȱȱȱ ȱȱȱǯȱ ¢ǰȱȱȱȱ ȱȱ ȱȱȱ
and gradually expands their product ranges to be able to sell more products to customers who
come to stores. An example of this is given by gas and diesel stations that started as fuel suppliȱȱ¡ȱ¢ȱȱȱȱȬȱȱȱ¡£ȱȱȱȱȱȱ
from customers. Consequently, by expanding the product range, a retailer reduces customer sensitivity to the purchase price, because a person stops at a gas station because he can buy a range of
ȱȱȱȱȱȱȱȱȱ ǯȱȱȱȱȱȱȱȱȱȱ
products it will store will depend on the positioning strategy and the establishment of the profitability of the product lines. It may be determined to slowly lower unprofitable lines, unless it is
observed that they are necessary to comply with the range of products expected by its customers.
ȱȱȱȱȱȱ ȱȱ¢ȱȱȂȱȱȱȱȱȱ
its own brands.
ȱȱȱȱȱȱȱȱȱȱȱȱȱǯȱȱȱȱȱȱȱȱȱȱȱ¢ȱȱȱȱȱ
own products, to merchants that offer digital panels with product information and suggestions
from part of the sales staff. In the case of car dealers, it is necessary to provide elaborate forms of
product presentation, the possibility to test the cars, as well as credit options for their purchase,
while in the case of discount stores customers must select their own products. desired, possibly
to choose them from piles of goods. Consequently, the degree of services dedicated to customers
must be higher when the level of knowledge for customers is low, the expertise being necessary
to buy the desired product or when the products are expensive (the money spent in relation to
ȱȱȱǼǯȱȱȱȱǰȱȱȱȱȱȱȱȱȱfered to customers as a means of differentiation when its product range is similar to that of competitors. An example of this can be a cosmetics store that can hire staff to advise customers on
relevant products in the store.
Pricing strategies
Pricing strategies - a trader can choose to compete only from a price perspective, but the
price can be a competitive advantage only when a trader has a very high purchasing power and
is able to control his costs.
A retailer may prefer to have lower prices daily than to have higher prices that are supplemented by related price reductions. Such a retailer is dominated by the idea that customers prefer to be offered low prices on a regular basis rather than occasional price reductions. A trader
can sell basic products, such as bread and soft drinks, which are sold in simple packaging at low
ȱǻǰȱŘŖŗśǼǯȱȱ¢ȱȱȱȱȱȱȱȱ¢ȱ ȱȱȱȱ
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lower prices for commodities. In this sense, certain products can be sold at competitive prices to
generate a higher demand for other items. Such products can often be sold below the production
ȱȱȱȱȱȱȱȃȱȄǯȱȱȱȱȱȱ¢ȱȱȱȱ
customers to the low price of these products to buy the item and to end up buying other prodǯȱȱȱȱȱȱ¢ȱȱ¢ȱȱȱ ¢ȱ ȱȱȱȱȱ
frequently.
Promotion strategies
ȱȱȬȱȱǰȱȱȱȱȱǯȱȱȱȱ
to position the store in the minds of consumers. Retailers are using all the recent advancements
in technologies to ensure that they make the right offers to the right consumers at the right time
ǻǰȱǯȱǯǰȱŘŖŘŖǲȱǰȱȱǯǰȱŘŖŘŗǼǯȱ ȱȱǰȱȱȱȱǰȱ
£ȱȱȱȱȱȱȱȱȱȱǯ
ȱȱȱȱȱȱȱȱȱȱȱȱȱȱȱȱ ȱȱǰȱ
merchandising and from a commercial point of view. All opening elements - the press release,
special events, media advertising and store posters - are carefully planned.
Retail advertising is done locally, even if chain stores can advertise nationwide, local adverȱ¢ȱȱȱȱȱȱȱȱȱǱȱȱǰȱable products, schedule, prices and promotions. In contrast, national retail advertising generally
focuses on image.
A popular retail advertising practice is cooperative advertising. In this regard, manufacturers pay retailers to promote their products in advertising catalogs or manufacturers develop an
advertising campaign through the media and include the names of merchants who sell the products at the end of the material.
Many retailers avoid advertising in the media in favor of direct mail campaigns or direct
ȱ¢¢ȱȱǻȱǰȱȱǰȱǯǼǯȱȱȱȱȱ
can be a cost-effective way to increase customer loyalty to stores and spending on these core
customers.
Store atmosphere strategies
Strategies related to the atmosphere in stores - the atmosphere of the store is reflected both
in the components inside it and in those outside. Its role is to get customers to visit the store and
to be encouraged to buy when they are in a store.
ȱ¡ȱȱȱȱǰȱǰȱȱ¢ȱ  ȱȱȱȱ
ȱȱȱȱȱ¢ȱȱȱǯȱȱȱȱȱȱȱȱȱȱ
ȱȱȱȱȱȱȱȱǯȱȱ¡ǰȱȱȂȱȱȱȱ¢ȱ
bright and colorful, to attract the child and to want to buy products from the store. Such a store
should generally have plenty of room for the child to move around and explore. Even sales agents
ȱȱȱȂȱȱȱȱ¢ǯ
ȱȱȱȱȱȱȱȱȱǰȱȱ¡ȱȱȱȱȱ
of the products, as well as the general appearance influence the atmosphere of the store. In the
case of a store that has narrow and narrow colors or that is not well lit, customers will refuse to
No. 33 ~ 2021
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spend time in such a store.
ȱǰȱȱȱȱȱȱȱȱȱȱȱȱȱȱǰȱ¢ȱ
prefer to stay longer in stores that are full of color, that play good music and where the smells are
pleasant. People assign different meanings to the colors and the merchant uses the colors to create
the desired atmosphere in the store. Music can also be used to create a relaxing atmosphere and
make customers spend more time in the store.
5. Conclusions
In a competitive business environment, companies operating in the retail industry must be
ȱȱȱǯȱǰȱȱȱȱȱȱȱȱȱȱtracting and maintaining consumers. As a consequence, strategies related to positioning, store
location, product and services assortment, pricing, promotion, and store atmosphere influence
the retail industry.
ȱȱȱȱȱ ȱȱȱȱȱȱ¢ȱȱ
ȱȱȱȱȱȱȱȱȱǯȱȱȱȱȱȱvides a guidance tool for professionals from retail industry and for persons that are interested in
the field of retailing, in general, and regarding the marketing strategies, particularly.

REFERENCES:
ŗǯȲǰȱǯȱȱǰȱǯǰȱŘŖŗŘǯȱȱǯȱ Ǳȱ[ǯȱ[£ȱȱǯȱǰȱǯȱŘŖŗŘǯȱȱ¡ȱ
ȱȱȱǯȱ¡Ǳȱ¡ȱ¢ȱǯȱǯśŞśȬŜŗşǯȱ
ŘǯȲ©ǰȱǯȬǯǰȱŘŖŗśǯȱȱ ȱȱȱȮȱǰȱȱȱȱȱǯȱŝȱ
ȱ ȱȱȱŘŖŗśǰȱǯŝşȬŞŘǯ
řǯȲ©ǰȱǯȬǯǰȱŘŖŗşǯȱȱ ȱȱȱȱȱȬȱ ¢ȱȱȱǯȱȱȬȱȱ
ȱȱǰȱ ǻŗşǼǰȱǯŝśȬŝŝǯ
ŚǯȲ©ǰȱǯǰȱǰȱǯȬ ǯǰȱ ©ǰȱǯȱȱ ǰȱǯǰȱŘŖŘŖǯȱȱȱȱȱȱȱ
ȱȱǯȱǰȱřŗǻŗǼǰȱǯŗŜȬŘřǯ
śǯȲ©ǰȱǯȱȱǰȱǯȬ ǯǰȱŘŖŘŗǯȱȱ¡ȱȱȱȱ¢ȱȱȱ¢ȱȮȱȱ¢Ǳȱ£ȱȱǯȱȱȱȱǮȱ¦óȄȱ¢ȱȱ¦ȱ
ǰȱŗǰȱǯȱŘŖśȬŘŖşǯȱǽǾȱȱǱȱǀǱȦȦ
ǯǯȦȦȦȦŘŖŘŗȬŖŗȦřŖȏǯǁȱ
ǽȱŝȱ ȱŘŖŘŗǾǯȱ
ŜǯȲǰȱ ǯȱ ȱ ǰȱ ǯȱ ǯǰȱ ŘŖŖŞǯȱ ȱ ȱ ȱ ǯȱ ȱ ȱ ǰȱ
ŗǻŗŖǼǰȱǯŞŘȬşŖǯȱǽǾȱȱǱȱǀǱȦȦǯǯȦȦŖŗŖȬŗŗǯǁȱǽȱŚȱ ȱŘŖŘŗǾǯȱ
ŝǯȲǰȱǯǰȱ ¢ǰȱ ǯȱȱǰȱǯȱǯǰȱŗşŞŞǯȱȱǯȱŜȱǯȱ ǰȱ Ǳȱ ȱ
¢ȱǭȱǯ
ŞǯȲ ©ǰȱǯǰȱǰȱǯȬ ǯȱȱǰȱǯǰȱŘŖŗŜǯȱȱ¡ȱȱǯȱȱ¢ȱȬȱ ȱ ȱ ǰȱ  ǻŗǼǰȱ ǯřŗŗȬřŗŚǯȱ ǽǾȱ ȱ Ǳȱ ǀǱȦȦǯȬǯȦ
ȦȦȦ ȬȦȦŘŖŗśȦŖřȦȬȬŗŜȏȏŗȏǯǁȱǽȱŘŞȱȱŘŖŘŗǾǯȱ

No. 33 ~ 2021

14

Challenges of the global business environment - theoretical and practical perspectives

şǯȲ ©ǰȱǯȱȱǰȱǯȬ ǯǰȱŘŖŗŝǯȱȱ¡ȱȱ¡Ǳȱȱȱȱȱȱȱȱǯȱ
ȱ ȱ¢ȱ¢ǰȱŘǻřǼǰȱǯŘŗşȬŘŘŝǯȱȱǽǾȱȱǱȱȱǀǱȦȦ
ǯǯȦȦȏȦȏȦȏȏřŞşŜŖşşşŝŜŘŝřŞŞŚşŖśŚŗǯǛƽŘŗşǁȱ
ǽȱŘŘȱ¢ȱŘŖŘŗǾǯȱ
ŗŖǯȲ ©ǰȱǯȱȱǰȱǯȬ ǯǰȱŘŖŗŝǯȱȱȱȱǯȱȱȱȱ ȱȱȱ Ȃȱ
ȱǯȱȱ ȱ¢ȱ¢ǰȱŘǻŚǼǰȱǯşşȬŗŖşǯȱȱǽǾȱȱǱȱȱǀǱȦȦ
ǯǯȦȦȏȦȦȏŜŚśŚřŜŗŝŝśśŘŝŝŗǯȱ ǁȱ ǽȱ
Řřȱ¢ȱŘŖŘŗǾǯ
ŗŗǯȲ  ǰȱǯǰȱ ǰȱǯǰȱǰȱǯȱȱǰȱǯǰȱŘŖŘŗǯȱ£ȱȱȱȱ ȱ¢ȱǯȱ ȱȱǰȱşŝǻŗǼǰȱǯȱŜȬŗŘǯ
ŗŘǯȲ ǰȱǯȱȱǰȱǯǰȱŗşŝŞǯȱ¢ȱǱȱ¢ȱǯȱȱǱȱȱǯ
ŗřǯȲ ǰȱǯǰȱŘŖŗŗǯȱ ȱȱȱȱȱȱǯȱ ȱȱȱȱȱȱǰȱŜǻŗǼǰȱǯȱŗȬşǯ
ŗŚǯȲǰȱ ǯȱǯǰȱǰȱ ǯȱȱ ǰȱǯǰȱŘŖŖŞǯȱ ǯȱûǱȱȱǯ
ŗśǯȲǰȱǯǰȱ¢ǰȱǯǰȱ ǰȱǯȱȱ¡ǰȱǯǰȱŘŖŖşǯȱ¢ȱȱȱȱȱȱȱǵȱȱ ȱȱȱǯȱ ȱȱǰȱŞśǻŗǼǰȱǯŝŗȬŞřǯ
ŗŜǯȲǰȱǯǰȱǰȱǯȱǯȱȱǰȱǯȬ ǰȱŘŖŗŖǯȱȱ¢ȱȱȱȱȱȱȱȱ
ȱȱȱȱǯȱǰȱŗŜǻŗǼǰȱǯŗŗŘŘȬŗŗŘŝǯȱȱǽǾȱȱǱȱǀǱȦȦǯȦȦȦŘŖŗŖȦŘȦŗŝşǯǁȱǽȱŘŝȱ¢ȱŘŖŘŗǾǯȱ
ŗŝǯȲǰȱǯȱ ǯǰȱŘŖŖŞǯȱ¢ȬȱǯȱǰȱǱȱȱ ȱȱ ǯ
ŗŞǯȲȬǰȱǯȱȱǰȱǯǰȱŘŖŗśǯȱȱ¢ǯȱ Ǳȱǯȱǯȱǰȱ ǯȱ ȱȱǯȱȬ
ǰȱŘŖśŚǯȱȱ¢ȱ¢ȱȱǯȱŗŘǯȱ ǰȱ Ǳȱ ȱ¢ȱǭȱǯȱ
ŗşǯȲ©ǰȱǯȱȱǰȱǯȬ ǰȱŘŖŗŞǯȱ ǰȱȱ¢ȱȱȱȱȱȱȱȱ ȱǯȱ ȱ ȱǰȱ ǻŗŘǼǰȱǯŗŘŗȬŗřŖǯȱǽǾȱȱǱȱǀǱȦȦǯȦ ȦȦ ȏŗŘȏŜǯǁȱǽȱŘŚȱȱŘŖŘŗǾǯȱ
ŘŖǯȲǰȱǯȬ ǯȱȱǰȱǯǰȱŘŖŗřǯȱ ȱ¢ǱȱȱȱȱȱȱǯǰȱȱȱȱǰȱŜǰȱǯŚŗŞȬŚŘřǯȱǽǾȱȱǱȱȱȱǀǱȦȦ
ǯǯȦȦȦŘŘŗŘśŜŝŗǁȱǽȱŘśȱ¢ȱŘŖŘŗǾǯȱ
ŘŗǯȲǰȱǯȬ ǯȱȱǰȱǯǰȱŘŖŗśǯȱ¢ȱȱǯȱǰȱŘŗǰȱǯŗŚśȬŗśŖǯȱǽǾȱȱ
Ǳȱ
ǀǱȦȦ
ǯǯȦ ȦŗŝŞśŝśŖŚşŗȦ¡ȦŜŜŖśŚŖŞŗŚşŖȦŗǵ
ƽŗśśřřǁȱǽȱŘřȱ¢ȱŘŖŘŗǾǯ
ŘŘǯȲ¢ǰȱǯȱȱǰȱ ǯȬǯǰȱŘŖŖŘǯȱȱȱ¢ǰȱȱȱȱȱǯȱ
ȱȱȱǰȱŗŞǻŗǼǰȱǯŗŘśȬŗŚŚǯ
ŘřǯȲǰȱ ǯȱǯȱȱǰȱǯȱǯǰȱŗşşŚǯȱȱȱȱȱȱ¢Ǳȱȱ ȱȱȱǯȱ
ȱȱȱȱǰȱŘǻŘǼǰȱǯȱŗřȬŚśǯ
ŘŚǯȲǰȱǯǰȱǰȱǯǯǰȱǰȱǯǯǰȱǰȱǯǰȱ ǰȱǯǯǰȱ  ǰȱǯǰȱǰȱǯǰȱ ǰȱ
ǯǰȱǰȱǯǰȱ ǰȱǯȱȱ¢ǰȱǯǯǰȱŘŖŘŗǯȱȱȱȱȱȱȱ
Ǳȱ ȱȱȱȱȱȱȱȱȱȱȱǯȱ ȱȱǰȱşŝǻŗǼǰȱǯŗŗŜȬ
ŗřŘǯ
ŘśǯȲǰȱ ǯǰȱ ŗşŞŗǯȱ  ȱ ȱ ȱ ȱ ȱ  ȱ ȱ ȱ ǯȱ Ǳȱ
ȱ ǯȱ¢ȱȱȱǭȱ ȱǯ
No. 33 ~ 2021

