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Cugomer value as the mos powerful antecedent of competitive advantage : An
empirical sudy

DONG Darhai , JIN Yufang
School of Management , Dalian Universty of Techrology , Dalian 116024 , China

Abgract : Lacking of conpetitive advantage (CA) becomes increasngy serious in 21 century. Ressarchers and
practitioners pay great attention to exploring the reource of conpetitive advantage. Both Michae Porter and
Woodruf have presented that customer va ue is the resource of conpetitive advantage in theory. But there is o em
pirica resutsisrare in literature. The pgper deal swith thisissue with two gages. Frdly , it is shown that cusomer
loyalty is antecedent of conpetitive advantage based on the exiging enpirica sudy. Then, cusomer vaue isintro
duced into the antecedent of behavior intention by reviening the exiging researches on antecedents of behavioral i
tention. It isteged in thispaper , by usng the datadf diessl notor in China, that cugomer value isthe nog inpor
tant antecedent of behavioral intention. Further , it is corfirmed that cugomer value is the nog inmportant factor for
any conpany to remain conpetitive advantage.
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