A Study of the Relationships among Service Innovation, Satisfaction and Brand Identity
Ooooooo,000d

E-mail: 382062@mail.dyu.edu.tw

ABSTRACT
This study is aimed to investigate relationships among service innovation, parents' satisfaction and brand identity. The methods of
questionnaires were conducted in this researching investigation. The target respondents in the investigation are categorized as the
research samples. They are elementary school students’ parents in Taichung City. Data were analyzed with descriptive statistic,
Pearson correlation, regression analysis modeling. The major findings are as follows. 1. School service innovation, help to improve
the parents’ satisfaction. 2. Parents’ satisfaction with the brand recognition and significant positive impact . 3. School service
innovation has a positive brand identity and significant impact. Finally, some suggestions based on the findings were put forth to
education authorities, schools administrations, parents, and future researchers.
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