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On Logistics Marketing Mix Strategy Base PLC

LI Yan-bo
(Department of Culture Communication ; Xiamen University of Technology , Fujian Xiamen 361024 ,China )

Abstract ; By analyzing the relationship between marketing and logistics, this paper considers that logistics marketing is strategy of
expanding marketing, promoting sales through the logistics activity, and is a composition of marketing, as well as, the most dy-
namic links of demand chain. Marketing is a precondition of the logistics, and logistics is the promise of the realization marketing
activities. Logistics marketing becomes an effective system under the logistics and marketing combined into a common competitive
strategy. Logistics marketing activities and strategies of product life — cycle are different, so this article approaches the logistics
marketing activities from the product life — cycle, and proposes logistics marketing mix strategies, and applications of logistics

marketing process.

Keywords ; logistics marketing; marketing mix strategy; product life ~ cycle( PLC) ; demand chain
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