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Abstract

This literature review presents the concepts of customer value,
competitive strategy and value delivery in securities industry. At present
time, there is a very small number of trading accounts, especially when
compared to total numbers of population. This may be the result of the
value of the securities delivered to the customer which might be unable
to meet their needs. For this reason, the securities in Thailand need to
adapt their trading strategies. This article proposes the linkage between
customer value and strategies in creating the long-term competitive
advantages. They are generic strategies, namely, low cost leadership,

differentiation, and focus.

Keywords: Competitive Strategy, Customer Value, Securities Industry,
Thailand
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2.1.1 ﬂaﬁ.‘IVIﬁ‘ﬂ’]iﬁ%’]Qﬂ'}’]&ILLﬁﬂﬁi’N (Differentiation Strategy)
NAYNSNITATNAIILUANGS visnedia N1sMvuAgULUUNSANTNIIIYES
osinailelanssiazuinmstimsimlumndinvesgninuazmieniiguts
Tuveuwamsuwisduiititmnen’ins vienanldinnuusnieifeau i
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flaundnuazlassaiiawendnssiufiszuunsiiny msadeanuuansg
\Bamsudsduivssiuddgiifuimsdesdisie msdauenmilviiugnd
vosgsiandnnindlusaindnd Tiun dndnfusimenisiufinseuaqu fanon
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Lsummwlw,ﬂmuiuaqmﬂﬂmummﬂu aytiu osAnsHoIEIILLIMIBY 4
ilemugruluse 1wy Bowiuyu msneuausiaufoinvesgndn Tnsda
UsglovinSonniignidosnsifundninazazvinligninlifasaiisne
WA AT AN NANARE BIANTYTOMIAUAININAT NAENENNTAT A ILUANGNS
Thussgidmune deafinsiamndafusivionisuinsiidauniwlidlag
anunsoasnauianelaliiugnmle msznagnsnsnisasianuuanealu
nagmsMsuisiuiinalsuindematiinusy v nwmahauesuion [22]
2.1.2 naqwﬁ‘n’m‘f]ué'ﬁﬁ'mﬁunu (Cost Leadership Strategy)
nagnsnsuiidudiunu vuneds msdllunuresesdnsineginis
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seismssng q ssAnsiidufihdudunuaziinaneuunuiiginitesdnsguas
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wsdhumann Whuisaign Feesdnsdesiivinugmanalulad flassairsesdng
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2.1.3 nagndyaiiu (Focus Strategy)
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3. msdauawmmmtﬁaanﬁ'ﬂ (Delivering Customer Value)
nsdseuANAdmMIUINAIaNNINdAD ﬂ’lﬂ‘Vi‘Uiﬂ’]i‘Vlﬂ‘Vlﬁ@ Wioass
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