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The objectives of this research were to study and review to the theories and ideas เท 
building the competitive advantage เท Logistics system of repair-service centers of 
automotive dealers เท Thailand by analyzing to which the resources of repair-service 
centers of automotive dealers will build the competitive advantage. These will be the 
suggestions เท strategic improvement of resources-usage in the sections of after-sale 
services of the firms to be prominent.

Analyzing how the resources of repair-service centers build the sustainable 
competitive advantage will consider the measurement factors of such resources in the 
terms of value, scarity and imperfectly immitate. The further step will analyze to the 
relationship of the major measurement factos of such resources with the rate of return on 
equity and the growth rate of the firms to consider whether superior performance or not by 
statistical method. The resources of sustainable competitive advantage must consist of 
those three perfected terms and superior performance at all.

The results of study found that the repair-service centers of automotive dealers เท 
each brand will differentiate in the resources of success factors of the firms. The most 
resources of success factors will be in the terms of scarity and imperfactly immitate 
resources. The most valuable resources are considered to be the minor importance which 
contrast to the value chain ideas of Micheal E. Porter.Meantime there are not any resources 
of these studied repair-service centers to build their sustainable competitive advantage . 
The study have found that the unique capabilities of spare-parts services เท Logistics 
management is likely to build the competitive advantage, but it is not sustainable. The 
more improvement of unique capabilities of spare-parts services, the more building of the 
competitive advantage.
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