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Main Guideline and Basic Categories in Establishing the Integrated Logistics Field

DONG Zhan, DONG Qian- li
(Institute of Logistics & Supply Chain, Chang'an University, Xi'an 710064, China)

Abstract: The paper first analyzes the difference and connection between the physical field and the artificial field, discusses the
guideline and basic categories in establishing the integrated logistics field and proposes the basic theoretical framework of the integrated
logistics field, which is able to explain some phenomena and problems encountered in the logistics integration along the supply chain.
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