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ABSTRACT
ABSTRACT
In Taiwan, there is convenient store everywhere. The modern grocery store is becoming different. The convenient store is a
breakfast shop or a coffee shop or a snack-bar, even a motion office today. It is easy to find that convenient store is having a new
looking to serve its customers. In future,it will sell everything and accept everything just as the newspaper said.
The main purpose of the research was to investigate the relationship among the service innovation , customer value ,and customer
loyalty. The research then examined the mediating effect of customer value on service innovation toward customer loyalty. Finally, it
also tested the differences of customer’ s characteristices in customer value and customer loyalty.
The study used questionnaire survey to collect data., and customers of 7-11 in Taichung were the target to be asked. Total survey
samples were 400 copies, and 382 copies of them were valid . The probability of effective retrieval is 95.5%.
The data were analyzed by descriptive statistics,reliability analysis,independent sample t-test, one-way ANOVA, Pearson correlation
analysis, and regression analysis.
The following conclusions were found:
1. The service innovation has a positive effect on customer value.
2. The customer value has. a positive influence on customer loyalty.
3. The service innovation has a positive effect on customer loyalty.
4..Personal characteristics of customers cause obvious variations in customer value and customer loyalty.
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