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ABSTRACT
Globalization, internationalization, digitization have already been industry's devel-opment trend; the industrial structure of our
country relies mainly on innovation service industry that science and technology drive. Nowadays, the service industry has grown fast
constantly, and only the innovation improvement which drives products, service procedure or whole value of operation can make the
enhancement, and seek the cus-tomer's specific value, to let customers keep fidelity in brand forever. The develop-ment of
information science and technology makes the enterprises can offer the service rapidly and products value can reach or surmount the
customer’ s expectation, create value for customer, keep the old customer, attract potential and new customer group. Under
satisfaction with the demand that customers are increasing day by day; creative service, customer’ s satisfaction and loyalty have
become the new most essential eco-nomic activity for enterprises to maintain important way and operations objective de-veloped
continuously. This research is objected to the customer that go back to the former factory to maintain Toyota Motor in middle part
of area with a total of 302 questionnaires re-trieved, the analytical method of the materials adopts statistical analysis, reliant analysis,
effective analysis, factor analysis and LISREL linear structural analysis to verify the assumption of this research. This result of study
shows mainly: It is influenced that the creative service, satis-faction to customer and loyalty of service quality are apparent; Efficient
creation and integration into customer's demand, development of the innovative concept and carry out with the quality of serving.
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