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A Study on the Conceptual Convergence
Between Logistics and Marketing
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This study tries to consider proposing a new concept logistics marketing’ on the premise that
there will appear conceptual convergence between logistics and marketing. As a result the new
study area between or across both fields could be made up in the same way that green marketing,
internet marketing, global marketing, social marketing, etc. derived from traditional managerial
marketing. In this manner, if logistics marketing is brought up as a new concept attaching
importance to logistics, it will turn to the reconstructed concept incorporating logistics into
marketing in terms of customer satisfaction(CS), customer relationships (CR)or supply chain
management (SCM), against the background of the fast-growing globalization of marketplace
and management in the 21st century, together with informational progress, transportation
development, production capacity expansion, globalization of economy, and so on.
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1. 1FLU®IC

SHTIE [Wit] oR&FDO L) 1fELRS
L9 % o7 TaY A5 1 2 A (logistics) | 13,
Rk, I (NwoA) BT 5 EFHET,
BWHOBRTIIH o CEERP R BELHERL, EF
g (e - BE) SRR EoER - HiREiT
AEELRIHERBL Wi, TP Y
FAEHTHEDIE L) ICRY, T§TIKET
XERET O 1920 SERBPITIIBEEF DN TV 5 &
I BRTOERMIIFfTbR TV LWV,
L7z oTC[EY A A- BV AT 14 27 X (business
logistics) | &MFiEN/zh, OV AT 1 7 ZADHF
RYBI—=T T AT mERLTNEIENS
[~—% 5427 -0V A5 17 A (marketing
logistics) | & b SN, kD X HFHBAI M
ZbNTw5E, 2%, UVRATIIEERE
(demand creation) ¥ bbb~ —4 4 F 4 7
&, TEFT (demand fulfilment) T7bb o
VAT AT ALBHIORELRAONENET
37%<, SCM (W 774 F 2 —r<A2I X}
Supply Chain Management) O X 1 =X 2 % 18
LTHRESNERETHSL, &,

—F, TOLICEZLNE L)ool
RERRBIRDLIIEREINTVE, DF D,
RIEIZ R ) EHEMIITbhTCE - T 1~
TOIHRIZOWTERMDPH SR o TE o v—
TTA Y T OERYFEI —MEESFEE & D
CHEEO=— AR WMEXHERTE L2 & —2MK
RELTHEAZINTWAKHE, 75 ~ K (brand)
RARY Y a =7 (positioning) 12D A
B~ =774 v 7IES% 8T EHFEIMRKRE
ELTHEYTH B2ENICOWTIEET OB
WD, ZORRMOETFT VT, BEHEN
(competitive advantage) ~?D )V — k&, 51
BTV, BEARA-T, ATATIEE, *
L THEI & o TIHIEIKE L T, #

/4

BIMC BB ETHAE (1]
BINC BB ETHRE [2]
RBHOMRICEAT 3ER

NSIRERDY —F7 7 4 v FBIEDERNESR
TLP%\ve L LAEDPS, BLAHRD L) 124
NEICSHOMBRED D & Tlt, BHWRHE
mn, SRR AR, BIERN RS20 TR, D
ER T TR o BEDN L) BELRY —
YA %RDDMEEMDPHEND L9125k 720
5Thab, &V

Db X MER#ZICEDS T, KiF3E
TRETVATAZAET—F T4V 7 %BE
BICBEL, [BVATA4 7R - =754
> 7 (logistics marketing) | & 9 # L Wik
SORBIZHET2ARNERLAAZ, Th
&Y, ) —r <=4 5 1 7 (green
marketing), f ¥ —%v b - =7 T4 7
(internet marketing), 7@ —/\)b - —4 F 4
> 7 (global marketing), ¥ — 3 ¥ )b - <% —
77 4 7 (social marketing) £ A5 #5172
XAV TNV XY= 5 4 2 (managerial
marketing) 225 RAELZERLELIIZLT,
UIYATATAER—=T T4 Y7 OMBEFICE
A, LIS EZRET A8 LW
HHERET LI ENTELOTH RV EE
AONEDLTH A,

2. BICHETBETHE [1]

FIHATIIZE S LT 1975 4RI 1 ¥ A THR
M7z [Effective Marketing Logistics (X)589
BRI=—TTAVT - BIVATF4 7 R)] (FEER
Graham Buxton) #HY) EiF 2%, B2 F%E
DOFIE E (Foreword) 1213, DO YT TOR
ROBEBEENLUTO LS 2PN TV D,

EERECBITL2EZEORENEREDE 1 B
PRI ESEEMIZ L 5 EES (production) D%
FeZomE, B2EREBIIEROERIZLZE
&7 F7:138 %77 (financial resources) (ZB.(»
WERI- T, MAEIRMTII~—Tr T4 7
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%79 % %)) (marketing efforts) S7EH &
B LTk o Tl EESHEMIICERIZITON
LI ns L, HRAELOSEENEDEN
ZBITLAhOTH S, BARRIIZIE 1950 SEALH)
HITIZ, mOEENRITILALOTERTIE
BIRMLE2ERZERZTEY, £ 0ER
1930 FLAAT & 1945 SEDRIZ 2 IS D72 D 45 1 B,
AR L 7o 20 AICEERDTOBRIIH
LT =774 27 - art7 b (marketing
concept) DHEN. S N7z7S, ZToOBEDT—F
TAYT-aveT R, EEEHERLI—F—
Diii /& (consumer or user safisfactions) % K
Ly 2FEICRE) L) ICERBEERIINS ~
ASHEDBEIEERRBET HMETH o7,

EEREOBEANS, ¥~—T T4 v 7 O¥H
ZATT BT ELE (demand creation) &
W At4E (physical supply) &9 250D HEY
BERLZTNERS WY, LaL, Whoft
FREVIMEILDHASEELLZDOD, %
TEHEOB CTHWHMEE~—7 71 ¥ 7 ORIE
HaEBHETBTTHI)ZTEETHS L DORH
DEE 572013 1960 ERFIZ IR ThED T
EThHD, BETHIZ, ZOLEREEZEOH LS
BZLLE ORFENLRTENRIRE (efficient
flow and storage of materials) (Z#9 5 FEikAS
BEoLEABRRAERT LI IR, Th
A FY AT TR AFCKRFEERRLARICBIT S
OV AT 47 AEAEDFERIZE oz LIRS 1
TWwh,

{5 %% 19 12 % 2 (management) (2B 3 % 3¢
Wi, ¥~ —7 7 1 v 2 (marketing), 4 &
(production), }f#% (finance), AZF (personnel)
7 £ OREBESEF (functional areas) 22OV Tia
CLbongl, EEFOHET TOMERNR
BHRORNRPREZHRLALb0E L% h o7,
ZITR=—T 7427 - 0PR74 7 ANER
ENDB Lo TET, ESTIRBEN R
BE7ORAINTHET Tu—FiE, YATLH
ZEBAICERPEINL L )R TETY
b, Bz T, MBRPEEREIINTET
TH—FIE 1 DODOHERLEEIZIR L O Tl <
G L ARENDORR A B EE O R O BB
(relationships) * EEHRT L L )%k o7, &
DHFEIIFEZ T H TS L) EHW 2 ER
THIOWERBE YT T4 ¥ 7 & RbDEERY,

THBLREENICITI NA M EERE (best
decision) % BRKT 5D TIE %, HEITA b

TR/ LTBET 2 RKICT 5 5E 7% fF i
(optimun solution) %2 Z L2k %, ZH L
TEELR—TTA Y TOBRBRER#H LIV R
TAREZDL LN ho72Y,

EEREHLTCYAT LA T TO—F% L5
e, BROEE,PLHEHET TOMERN L
AT RE (efficient movement and storage)
Vo 2B OGN (low) KT HEA 1T,
RAMICETY A A BV AF 1 27 A (business
logistics) 2BIF LN TB VKD LI ICEZRS N
Twd, T [EHOFHEN, L REHEE I
T BEmOMNE MBI T AETOE) & R
% b IZE NS 2 FHomn % 5HE, #
wit, I ro—Ts2E] THDH, Lo

h, ~—r 747 -8IRAF47A
(marketing logistics) $¥M it v A 7 4 (F 72
{& PDM: physical distribution management)
DRIFBFELEZONDLZENE oz L)
Thbo PLEEIIRATIE Bk A
TADPTHREBEBEBICBTA2WENAET D
MR LTWEDICHL, v—F T4
YU TATA T AW R RERICMA
THROBBIZBTIHEN 2T v 20
(institutional channel of distribution) @ %
REREHRELIEOHT, MRV ATLALYIE
BOMSLRZOENTWE, HBHWITHERT
PO EBIZ—&KIZT v 2 VEH (channel
management) S NEZETH5H5, LD
BRI s,

DED L) REZErbRAETE~Y—F T 1
YT BYRTA T ADERERD LD I0E
FLTWwb, ThiE EESA VOBELS
WHIZEEIZE ERMOTNICEDL £ T
DREBRPREDOIEE, LZoPIChELBIRS
N:iip e OMOMG | % RE - FITT 5720
WKWRKOOLNBHBEFT ¥ 2 V%5 L, FHE
L, kL, aybo—-—3252LTH
5, Lo SHIHAR LY AT AW HB A
b= 747 -0V A74 7 ACET A
B B P 52 (decision) %, ffi 3% 7 # (facility
TEEE

(inventory management), I I 2 =4 —3 3

location), #i %% (transpotation),

v (communication), ¥ 7 VU 7NV - N¥ RV
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¥ 7 ey r—3 7 (material handling and
packaging) D5 DI FEEINTW5E, BT 3
12, VAT AT EF v )V (distribution
channel) @ 7% TO/NFEEH PEHFEEE OE 4
DR TIE %R <, BT v A VI b B EEE
PHEZZECETOBEOMOBERE S5 —
(pattern of relationships) |2 ESASE D7 <
T ebhwbirthsr,

%8B, AECIE ~—FrF5F1 07 -0y
AT 47 AES % BEICBI A REDE S,
RS 572912, EEOFMN (inventory flow)
ZEVAA - OVATATADYATLELT
RRTHBEHERIDE ) IZh b, FEEOTNIIZ
OV 2747 ZOEHEITE B L OB B8 %
BENZEBL TWaE 25 TH DY, 72721, &
THEHEELZVDIZ, ZOBEOEI IR -TI R
T4 7 AIERTHEDN TS [Pk 2 [y
ATAT ]| O&EE, FLTR—F T4V 7 -
UYAT 427 A3 [l L) atmoTE
BRASENOTIE R\, EHEIIE NS S TH B,

72l R I THARLIERE (JIS) oW HED
5E % (Z0111: 2006) 2 X 1 iE, ik (physical
distribution) & (W& % {5 &2 S FEE~,
R R R 2 RIS BB & 2 B OB, - - -
FEDVL, AEYT, BEEWE, B (B

HRI =707 AIVAT1T7RIBITHE
DIEE
( #4534 (suppliers)

LI??HEE (raw materials inventory)|

@ H£ P (production)

’[E%ﬁfgﬂcﬁffﬁ (finished goods inventory)i

<=7 74 v 7 (marketing)

@A [ifi8F + # V{ERE (distribution channel inventory)]

@ <=7 74 7 (marketing)

L 4 (consumers)

FiL: QYRR -OuVRAT 1A
Q~%—FrFA4 vy -uaIATFLR

Graham Buxton, Effective Marketing Logistics,
The Macmillan Press Ltd., 1975, p.17.
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WRPrie), HEBEEWRZ L, NREBEEEL T
BRI EbHD] LFRENTWE, T/, oy
AT 47 A% [WiROFEREr BELL, #iE,
AR, BRGE, B EosEEHREeL T - -
ERENTWB X, Wk & FBICTELS
WEE TOFBIETNTBY, ThIZRE]
DEPDEIFIA - OV AT 4 7 ACHELT 3
EEzZ N5,

XL, =T TA T - uaIVAT A
ZNEHARD [ IZEEREISTEVOTE W
B Mo BEREICEHLTHERSNLHEAED
[JadE] X, — i TEEE»SHEBEE T TOR
FelAE | GO R [A#7E (5 6 A0 ] Bk ESE,
20084F) & [HEXZ F—DOHELy ¥ —
2V 72 5 ORI BE ] (M —RE T
FRE D 4 A - B ERH] hoRiEe, 2006 4E)
riR L, MEBELSZITEEE,OHBEEAR
mPERT BT I TOBEBETHD B HEE,
X, BEE PNRERERER YT T4
YTOGETIIEINRELIELTCWwAE, Lz
BoT, BECBIAY—Frr4 7 -0dR
T4 AFHBEIZEALAKREELS LD DI
TH b,

3. BB T BEITHE [2]

BINZ BT 5 ROETIHE L LTRY LT
2o, MELRLAF)ATHIEE
@ 2003 41288 2 AT HURR & 7z [Marketing
Logistics (R =% 74 27 - a3V A5 4 27 R)]
(%14 Martin Christopher and Helen Peck)
Td 5" H517 1990 4E4%17 1% 3PL (Third Party
Logistics) % SCM (Supply Chain
Management) 354 L THARIZEA I N5 L
I o EAAER ENBD, FEDIZLAE
(Preface) \ZIXFAZFHEDER L 2 2R %
EEBEGLUTO L) ICHANT VS,

20 HACKRIZZR B E TIRFTEPEHRE LE- T
WETHERH o2&, FoRkIIEE
Re LBZOPEEELY), ~—F T4 270
RRDOUALARLTHAN R E S B L7z 58 F
THPLECWFNHBIIBIT LI THE, =
MZEDRWERNZ~Y— T4 07 - 392
A2 & LTCOBG (product), i (price), Bi5E
fRH# (promotion), i@ F ¥ &V (place) %5
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%A [4Ps] RBE&ENBEZ L L% o7, &H

TI3fT % 3 % % (what they do) Tid% <, &D
£ 9129 %% (how they do it) |2 & o T%ix
BETAHLIC ot W RENILTY, B
ERETVAA - 7O A% ED L) IIEHT 5
PREEIIZ-oTEL, IETHUE, oo
TARNIZHDO ==X IZED X HIZHEET 095,
HaDmERE RO VWEREICR > TE
72DTH 5,

ZDE) HEFRROENICL T, Lh&
B OMMEICTFE LG/ 70 & AW Tl
haeRicd 92 TRACR DL, Lv) BEH
EHENRB L)oot DY, ¥t
METHROMATHRMUAEEY 2 FEIE
F %D, 5% (responsiveness), 15 #E
(reliability) 3 & O'BIf%M: (relationships) & \»
9 [3Rsl Y= 547 -uv 54272
EVIEZFDLERIIE>TELDTH B, =
ILTR—F T4 v7 -aVRA74 7 A%, B
% — Y R (customer service) D EEFE & —
BEMESEEHEICERE LT, L)IR§R
YT IAF 2= DM TI—4r T4~ 7iEE
LUV RT 4 7 AEEI O EmEEE (interface)
DEBZRMATALIIIC o TV (KET
ZH),

ek, ~—=r74 70V A543 %
COBEFEIZBWTHAIZIY b Twiz-9,
MWEDOBEIITESICER SN TB ST, BEEY—
CADHMBHEEE O KT E TLFLHTRS

HMERI #AHTHRIIT S O0EX

I &% (Responsiveness)
Rs SR (Reliability)
4214 (Relationships)

o
o

[X=FF4>7 - UVRT 1 7 ADFEAE]

ﬁ
<8
w0

=L

HTGA Fx— P OREPT
I=FTTA v TEBE OV AT 4 7 EHO
HBEE T EH T 5

NTEI ol & ZAPHHIZFEMAE 2
THEEFEM LY - E A BB 512D
N, =T T4 TEUIAT 4 7 ADENRY
(marketing and logistics interface) % & ¥ ¢
LPUEPEED, MELTRNAT S ) 2 TOWH
ZEZ M (consumer franchaise), @E’ngﬁﬁﬁ
(customer value), @Y% 75 1 F = — >~ (supply
chain) &\29 3 DD EERFED 5 EIEHY 2
U2 BETVEBRL RTINS RS 2L ko7,
TITRETIE, EERNIIBVTEEAE
(demand creation) $hbb~v—r 514 7k,
T EZAT (demand fulfilment) T 74b b oY 2
TATAEN) 2DODREFE LB 412 TlE%
L, ¥ 94 F 22— 32T A I DAH=
ALEBLT—HIRAONE L) ZTRET
HoH, EVIEZHFEBERLELIE L, FD
HEYL, BEELHEBEEOMMELS R DTN D
MRBNAZZ ENDBTHHIBAOY 75 1 F 2 —
> ¥l (market-driven supply chain strategy)
REMTAZLIZHE, LHRERTWE Y,
ZORIEIZIE, 1960 FRIC~w—F T4 v 7
TRH & 2o TUH%, WHEESHELZEW
IBEND L, XS0 ERE, BEOHLHE
ZEVPVTERELTCWIHE2LINELES 2
EWTERID, <=7 T4 7T 585
DTS 2 CEEREENRDEEZ 2,
ER, LEORIIEITHOBREICKFEL Tw

2o & ZADHE L T HHA B %0 2
IEPOBEERERTE) AT - EAP R

EERERY, SHOBEZIEBEZEIS LY
B R BR— &) DIFELEY — Y A (delivery
service) — & RD L L H 2o TE TV,

% < O f ¥ T % £ E § #® (inventory
reduction) D720, HrWE~v—FrF4 7 -
F ¥ 4 (marketing channel) @ & % (2L &
THOHBELRAL L) ICHELRRES - A%
BERLTWE, L2 IE77AF - 7—F%a
YEZIVZ - AMNTORBRIZIEEE IFE
IERT, A—N—w—F v MIBIFEEA
DEERE D 357D 2 (3 WA B 55 CHIEE 24T
bhdEV)RAERRTORONE, R
W2, HIICAFTELZLEID T 5V FRIF%:
BETDHIEDNELL ZoTE, 29 LTEN
72BZ Y — ¥ X (cutomer service) &\ 2 3
1t (differentiation) 2Nt S % BT 2 HE S
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eRWET L L) %Y, MHEIEROBEETEIC
FIETAHRE, )% o) — ¥ AfgHn—L
DDITRERICE T 2 — ¥ 2K (time-
sensitive) —DEZ L FET 5 L )12k o7,

2L, BEEOBAEICEL T, H
BT 5T — Y 220 d i EJE (degree
of satisfaction) PEELRBEEERN L 42 5L D
D, BRET—ECAZBLENHEED 72D @E Iz
EFRTAHAIEDEHE LY, fHiEELBEELD
MICHFEETA2H00HEL LB, AW
RERLEBENLERZOMF2EATH S B
LETHb, TDOGRNPTOUIAT A 7 ADK
% (logistics performance) | B %& i & (CS:
customer satisfaction) # EK T 5 ) 2 TEE
T E 20, REOEHFALE (long-term
profitability) (Z#% UMF < HEHES D& 7L HSRFE
MoEHmrRshTns?,

—F, —HRTHRENEZIR - <X—F v FOE
AADD, HEEFEAOBE=—X12&-7
el ) 2 — 3 3 ~ (individual solutions)
FIERTBNBELR LT XV (segments) D
ZRAANERBITT AL, b3S~ A-<v—7
7 4 ~ 7 (mass marketing) ® FiEIZFH U X
VBRRRE ST ERLRY, TAAT 4T E
RCTAZREI 2 A EFEICHEHBEE ZTREICEE
ERZT R ol FHUIb o THEDEY
PEMETHRACHERTEBRLII =2 —
YarEiE,siziE, ara—rRIT (BH
BT ol TF— S R—R - =T F 4T
(DBM: Data Base Marketing) A 85091272
V-V RAEETILE -7z, fF, SER~—7
7 4 ~ 7 (business-to-business marketing) T
X, TOTF—INR—-R - =T T4 T%HY

EERD EMHOFEAORES
I

b = =
oRE

SIT|E

3 iy <4

T

¥

=1l
I
0
N

[BY 27 4 7 ZA0kEN]

Hi#4 © Martin Christopher and Helen Peck, Marketing
Logistics (Second Edition), Butterworth—
Heinemann, 2003, p.32.

7272l RBIREEI T2,

FTICEERfR~—%7 7 4 2 (CRM: Customer
Relationship Marketing) 259¥ B &h 5 X 9 |2
olzh, ZOX—FrT4vrd [ETELER
REELIT A OB RBEREORIEY &
L CHREAMfE (shareholder value) # 4 2
BT 70—FCThb| LERIRTWEY,
DED L) & EE&T HROESFHR
¥ (competitive environment) ® b & TR L)
TAEY—T T4 TEKE RDO3OOEF%
A TWAEZ ERBIZHAMEIC R > TE L En
Do TOHELIX, MERMRL CEEICER
(benefits) % & 72 5 T HEHAY 2 8k (innovative
products) DEIHTH Y, ZThizhEI X -
R4 DEERD T T » FERKTT (brand appeal)
THRD Do 5 21F, ML RENERY D 5 720,
HEEENIG % L2 25138 DMVEES
£% (customer relationship) # %< Z & T 5,
ZLTEIE, Lbhvax s TEREY—
CAZRMETEZY T T4 F = — V3 (supply
chain effectiveness) TH 5, TN HDT— 7
T4 v 7 OENMME (marketing adavantage) @
BREMEAT S EHRNOL ) ICR 5,
ST, ZLDOBRETIHEFTTFICE Ll >T
(cross—functional) HEIH XN 2 hiZay 7% S0k
AN DOhH b 72k 2 I XOHULEHREZ &
L77 Y FR%E, Oz —H— DB (end-
user loyalty) ([ZER % L CEERE, OFHE
¥ELOBEBRETALTIEFEE @LitEo
BRI ALY B G EE G, OFECERIT T

MRV ~—77 1> 7DBMMEORR

EHRHETT VML
- 77 v FiME
- R R
- AR

<ff}§g}f§z}— AR
P FhEDIA L

- AL B AR
- — V20 EEIN

{754 F =35
Ay by EH
- RRWRE
AT R oftEE

Hift © Martin Christopher and Helen Peck, Marketing
Logistics ( Second Edition), Butterworth—
Heinemann, 2003, p. 16.
7272l RHIEEDIIT- 120
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Ot A%E0CH 794 F2—0 2T AL |
REPETONTVE, 2D 2 THRETIIY—
TTAYT - OUIVRAT A7 AREMRYT L7200
BERELLTHEVOL I R4 HEPRENT
Wb,

SHIZ, oL REEETE % EXE
D7 —=5ALE ) R OB R B Iz #E
SN, BEZT TR - CRIZOE KT S
EVTEREINTWE, T2, FO—NLVEREE
W —CAZRETLEOREL 2570 —-N
WO AT 47 AEMEZHET LI 2TO
BERELL L, OFRTEHET ZH1KE -
Wi CERT 20, @7 O — NV HERE
(synergy) =%, Q@OIAKRIRIE L | CTEEAL
(standardise) T 555 A% <4 X (customise)
TEh, LEPEBITFLNTEBY, ZOEKEIZIZ
I A PHIECK T 2 BRI S h v s,

4. BHOMEICET IER

BB L7722 20%THECE~Y—Fr T4 7
LOVATA T ARBMETAMEL LT [V
TTAYT -UVATA T A] BPERIRTY
720, WOWERD HEED R TR UHED
AWONTIFFIEEINL T E LT, kKE
T 2009 4F 12 13 KR (Thirteenth Edition) 75 H
It & 72 K% [Principles of Marketing (< —
774 v 7 OFEHE)] (F% 13 Philip Kotler &
Gray Armstrong) DR IZEEE N2 TH 2
W L, AEREEISY - T4 V%
FRETETTU—F Lo TWEHEY, Oy
ATA T ABROT T 0—F % Lo TWwAHEIK
L7722 0D%ATHZRE BV LEZB WL L9,

RAOFAEDE12E [v—r 7427 - Fx
AV BEEANE O1R3E (Marketing Channels:
Delivering Customer Value) ] T3k o & 3
WKWERENTWE, 2F ), BESLF—-—LU2%
HEL, FNEBEEICATTELLICTS
2%, EELZT T LEOY TS 4F 2 —
YD THAEEE (suppliers) R HLFEEE
(resellers) & bR EZHE L 2T NIT% 5 2%
Vo COHTIAF—VIIRED LT E TR
(upstream and downstream) @ /S— k- —7»
LR INTEY, ERLIHKLT—Y 2%
RIS 2 DICLEREME, R BHR &

MRV v—47571>7 -OVR71 7 AEBOERE

WA 2 o 5 =— X
CBREEHD S Ok AN
- B SRR
- FlEE D B FEFEA
WHERETII R T 20EH
CTUEANEF I E D
7Ok R EN R RO B
- 7L ADTHEEAMEE T 5
B TEI R R EFEOEH
CBLEREE L NREEOT Y v TERED S
BB B A A WL CHmE AT S
- SRR LI A THEE O RS R EFET 5
WHE SN ODEH
CEREEOEEM
- SEM RIS ORI H
C B X OV R E RO E A

it © Martin Christopher and Helen Peck, Marketing
Logistics (Second Edition), Butterworth-
Heinemann, 2003, p.127.
72720, RHIZEEI T 7

A, FRER MR T A —EOLEFEL Tw b,
L Lo —7 v ¥ —IMEHmcy 75 4
Fr—YOTR, TRbEBEEOH V< —
TTAYT - F im0V (R ET v AL
distribution channel) IZE R B TT XL, &,

SHLUERERR (7= T4 7 -0V
TATARENTIA4F 22—V AT AL}
(Marketing Logistics and Supply Chain
Management)] & WIHYHEN H ), v — 7
TA YT 0T AT 4 7 A E Wi (physical
distribution) & FFFF LI L LN T W5 LD
2%, FEBEIZ I L ) BEECEM OB
NTW5, Lwn)axyiaftsn, Z2o¥E
PIRD L) IWZHBPEI N TS, SHD 7T —N
MELZT%TIE, #EEHEET 21394, B
HLEHEBEFEEOLEIANEITA LN LES
%Y &% % (In today's global marketplace,
selling a product is sometimes easier than
getting it to customers), =) L TE Y A5 «
7 ADOMEDBEFME L RETIA POWHIZK
ERBEBHRHEOLII kot ko 7, [H
TIAF =BT EOV AT 4 7 AEHD
148 & EE M (the nature and importance of
logistics management in the supply chain) |
EVORBDHD LS, WRIZIER ISR
BETHEUVATA ALV TS F 2 —
YDE) WILBEOME LI ENTVE Z LA
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RSB,

EZHTEERERE LTI —FT A7
OVATA AN T v 7 R BEZ T2 ERT
LI AHITNEDL, FNLLEOERMNITAH
BROUI AT 4 7 2@ HBENDH, v —7r
TAYT -UVAT 47 AL [MExiEs7k
OIWZBERZDOERIZIG U CTAEED R SHE# S
TTE/ RS, BLUENLOMEFROY
HR 2Nz 5E, ET, 3y he—-L¥T52
& (Planning, implementing, and controlling
the physical flow of materials, final goods,
and related information from points of origin
to points of consumption to meet customer
requirements at a profit) | (222 b o T W
bo FIHIZE 213 [ B0 72 B R L@ Y0 22 35T~
B 2R B 2B TR A 2 L (getting
the right product to the right customer in the
right place at the right time) | Z#&L T\ 5,

EHIR—=FT T4V - BTVAT A 7 AT
RVID L), BEFPLEILETEERLR
FEENCITTH B E A~ LB < AW (outbound
distribution) 721} CT7% {, #FE T ) it
WEB S LH B < NEY Y it (inbound
distribution) b &EATE Y, Mz THEECHE
EEEDPORBEINIHEE L CAEE o o8
MPERE Lo BROEBERIET U NN
it (reverse distribution) # 4 & A TWb, T
LbhbbHh T4 F 22—V - XV MERE
Do TWAEDLITTHILY, 754 Fx—
YA VA MEKE REE, &% &
FEEE, REHBEOMT, T/, RRES,
BEFRHRAMIMELZ &b > CEEB LD
THRNERNE O EET 5 Z L (Managing
upstream and downstream value-added
flows of materials, final goods, and related
information among suppliers, the company,
resellers, and final consumers) | & E&HF I 1
TWwhe T2, ¥ 794 F2—vDIF VXY
MZIZEE F.L D% 2 7 (customer-centered
thinking) 25K ® b, BEEMESEED AT 4
(customer value delivery system) & & IiEh
TwsEwn)y,

SH, EFOUIRATA 7 ARERTSE
IR o ZEEIZIIROFEAPEH I LT
o ZDE 1L, BEEIENY— Y ADRM

HEVI 4751 F1—> T2 I 4> hOBE
WEGE S PASi L/
BrEE —> (& ¥ o> [BREs| —> Bz

Y 2N — 2 Wi
Hi# © Philip Kotler & Gary Armstrong, Principles
of Marketing ( Thirteenth Edition), Pearson
Education Inc., 2010, p. 381.
7e2L, RHBIEEI T 1

RFRVI O X741 7 ZERORHL

1. V= EAR IS E CHMELE 725,
2. BRI A MBI B,
3. BEOELIIHIE L 2T id % 5 v,

4. BERIERIZ L o TR AR TE 2,

5. BREERIEDMRIIHE O <o

RIEMAEETREICT 2OV AT 4 7 ADHED
35T % B S B AL (powerful competitive
advantage) * 4725 T HTH b, £21F, ©
VATA T ADYUEPEELBEEOWMAIZE 5
TERZIZ MEIRIZ A5 HTH B, HIZFH
HY 72 B SR ATAE D 20% b ASHAT 8% (shipping
and transport) DERICTE LR INTEBYH, =
NILREEBRASOY—F 7407 aA %
X2 EBlo T2, 209 2 %I A b
(transportation costs) & 18 % 10 4F i T 50 %
PDELERLTwE, 313, HEOBRENHL
ERALPO VAT 4 7 ADHEEIHT L =—X
ZAMLCTERTHE, 0L REHDE
BALIZEL, e, RE, 22 bo— VOET
KEELRO VAT A IV ARUEET D, Thb
W2z TH 412, F#HFEM IT: Information
Technology) @ # 4 12 X o T ¥ i %) = 4k
(distribution efficiency) 2 H## & 41, SCM O
VI THEbNRE LIk mTH B,
REDESIZ, BIAT 4 7 AFBRBIIEES
BLIFL, &, 8, TELLoOTI AT 4
7 A DRV ORHRIT REM IS T2 E L
WHEEPLEZOND LI o728 TH b,
INOLEMFENT L EREIDL )12 5,
EEOLRPICEFITOIAT 47 ADEE
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(goals) IHR/NDIA N TREDERT— Y A
TRETLILLEFRTHEZADTHBIINE
b, F"ELZZLUIREOBEET - YR ERAD
VR IAIOMGZFMEICERTE 2092
TAZADY AT LIFEL RV, REOHEE
T—ERALERRVEE KEOKEE, F#Hnx
mffi 2 (flexible assortments), EMBEH % &
DEIBY—ECRARRBL, InblEEndY
MIAPEWMREIEDENHTH L, FEAYIC,
BAOYIR I A M BEWELE, LEOEE, K
& O i B A7 (larger shipping lots) % /RI2 L
TBY, TNLRBEREY—EADLVETIZ
DRDBEDBDTHb, LB oTI—T 74
JeuTAT4 7 ZADBEEIE, RADIAMT
HIEEL )L (targeted level) DEEY — VA %
REFLZELERY, ThEFROELT AL}
(segment) TEF LW -V AL N2 HE
LR E %o b, BWIEIFE LT TId%
{, FlIHEERRIZTEZELZHSTHS (The
objective is to maximize profit, not sales)'®,
OVAT 427 ADBMPRES NS, £
FRIIEWZERT LD LELZIA N 2T
MET BTV AT 47 A ¥ AT A (logistics
system) FREETT A L2 Bh, EELRUY
AT 4 7 A DKEHE (logistics functions) 12 13,
BERE (warehousing), FEEEH (inventory
management), #i3% (transportation) B & OF
OYAT 47 AEHREHE (logistics information
management) D& F N5, &) bITAEHEE
LTI, RELIDVBEICESE BV TRE
SNzt >~ 4 — (distribution centers) #%
HY, TNEILHPMAEEEDL ST #ZITFH
D, EXxZT706, TELRTRERLLERICE
RETBLOICEREIEIN, KEOEEICHE{L
EN7-AE (warehouse) 2L T\ 5,

5. £&0

DEDEE OGR4 07 -0OT AT 4
7 AF V0 FR2FERHINTBY, [v—7%
TAYT] EV)EBEHRBPEELRTWAITRE
b, EBRICIEZ [0V AT 427 2] IZEVWEKRT
FRHISNTWE W2, LELY—Fr T4
FEOUTVAT A 7 ARREMIZREL L) & n
I FREOFRITERRSL Z L TE 5,

B Z A EAFETHLY LT 7z 1970 £ D SBATHFSE
[1] TiZEAZSCM &) BB HEbIT W
Vs, [HIRIBRERE &) BRI DRI S FEE L 72
bOD, BEEEROM THMHER~—7r 7 4
YT ORBNLEREEFTT L)AL TEETH
% EDOBHBDTE T o 72 D1F 1960 EEAEIRIC 2 o
THhHETHAL] LHEHINTE, E5I221#
R o THh OB S NARATHZE [2] 128
WTIE [ LTS s ka2 a0z 722
EPOBERERTE) AT - EARREE
Heel), SHOBEEIMEEZEIS IV EE
BERE—E VDIEES - 2A—%KDB LS
o T&ETWA] &R, [HENIZBWT
FERET bbb~ —r 5107k, BERT
TbbaIV AT 47 ALV 2 DD
Rl AT %L, 794 F =V - 2R Y
AV IPDAS =A% BLT—RHICIEIONS
EIHICTRETH L] LFRIN TV A,

72, ERLARFOY—7 74 v ZICET
ZEEOLPTIE [BESCT - A 24EL
ITNEWEEICAFTELLIICTAICI1, B
BIETTRLABEDY TISAF 2 -2 D%PT
MAGEECETEE L DBERTHBEL 21T
Hohw] ElkRAH 2T, [SHOZO—N )L
ALL7-HTiE, BErBEET 513972, WS
L7-BEAEREDEZANBIT ALYV OES R
WERDHb, 2I)LTOIVAT A 7 ADRED
BEEMELCEIANOWMAIIKREZEEN%
FHokIHithor] LHEHEhTWE, 25T
UL, £TFF 70— LT 5 21 RO
BRBEOL L TEN T4 F -V 2EFICS
WC, J)—BuIPRX74 7 2A2ER L v—
TTA VT ERY (BVATF A A= T4
YTl DX H L WBREEEAETLENS
LZDOTIRZNTES S D

72720, A vF—% v hOEEKEY AL T,
OQUATATAR =TT 47w HED
FTTIELRTwBIThED, AR ERE
RIZBIFAY VYR =T 075
NTBY, TORTRLCEVAT A7 A - < —
TTAYTEW) HREMEbDR TV LTS,
=T T4 Y7V AT 47 AOBMAENEE
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LGV ATFA IR =T vl E
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