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ABSTRACT
In this enviroment of the fierce competition for the automobile after-sales services industry. The competition of the price is an
existent phenomenon over a long period of time. There fore, the competitive advantage that obtains the non-price factor is a vital
matter of immiediate urgency. Whily the vehicle is using the automobile has to reture to factories for sevicing regularly. For the car
owners what kind of processes they will care the most. What kind of processes has the most value for the factoriesdd And what’ s the
difference for the processes. They are all what we have to know. “ value chain” is the idea of porter (1985). It considers every
activities of the inner of enterprise with the strategy. Appraises these activities in the cost leadship and the difference strategy two
constructions. Surface influence. The research attempt by value chain analysis. Aiming at the customer services process of the car
maintenance service factory, being each chain crunode of analysis to find out the key process of the creation value. Specifically says,
there are 3 goals for this research. 1. Collect the customer to the expectation of the automobile brand service factory after-sales
service. 2. Inquire to the automobile service value chain in the core process of the main activity, and the core process difference turns
the influence toward the service results. 3. Proposes according to the research results to the domestically produced automobile
merchant post-sale service value chain improvement. According the result. We found that(] the new difference way service. Can
bring the positive benefit for the individual company. Specifically says the growth, the service earning that goes into the factory
number of synchronous growth, and the customer satisfaction gets a goal of promote.
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