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Abstract

‘Physical distribution’ is indispensable to any economic
activity and interest in physical distribution has been
increasing; so it was said at the end of the 20th century
“Those who control physical distribution dominate society
at large” .
distribution is recognized as being ‘logistics’ , which

At the beginning of the 21st centrury physical

implies strategic management, owing not only to the
advancement of globalization and imformationalization but
also to the development of transportation. We are told
that studies on physical distribution and logistics have
been improved as a part of marketing studies; however,
it is nowadays being asserted that “ The Marketing Era
is evolving into the Logistics Era” because of the great
changes in the world marketplace. But today ‘supply
chain management (SCM)’ under global networks attracts
much attention from the international management
viewpoint. It is considered that the success or failure
of SCM depends on corporate differenciation ability for
cost cutting or lead time reduction while standardizing or
customizing goods, parts, technology, and processes by
drawing up optimal standardizing or customizing strategy
as a part of international management strategy to influence
corporate international competitiveness.

Key Words @ physical distribution, logistics, supply chain
management (SCM) , international management
“viewpoint, globalizaiton, standardization
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ZEDRFEB ZBMAEWICIEL TibhTw
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GHEBZTCRAWEETFROEEREILL -
T RIS RS A R T5 (O AT 4
27 A (logistics) ] & L CRR#EINBE L H 1% -5
T&7 SHIYREHLOBELS [T
AFz2—r -F2TXAUF (SCM) ] dHEEE
NBETHH90 Y774 F = — i3 [HEHEH
] & BTN, AR X — I — R/ )E
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Interchange) (X D IHEHREZLAETHI L EE
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DI LN WAL E N0 HTH %,
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HOBEB L 70X A Thsb (Marketing is
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BRGS0 A T CH R KRB D 7 o — N
VAW AS Y b7 =2 0b IR —E
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Wz B89 2 EM R AR ) T, R R
m7ZF TR, faEE (7747 —), #
LT~ BB, BEbi¥—, £LTH
FWMRIENPLEREINT VD, D) 2 TR
DEH)ICBEMFENR TS, [SCM LI, E
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