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ABSTRACT

According to the statistics information of Kaohsiung Labor Bureau until Dec.
31, 2010, there are 354 vocational labor unions in Kaohsiung city and 168 ones
in Kaohsiung county. Because of the variational society, there are many new
vocational labor unions to be formed especially after the combination between
Kaohsiung city and Kaohsiung county on Dec 25, 2010. There is much
competition among vocational labor unions because those labor unions are
afraid of losing their members. Because of so, if vocational labor unions want
to manage forever, they have to change from the existence just because of labor
and healthy insurances to the creation of member’s innovative services. Only
the vocational labor unions can manage like this, they could exist forever. In
order to exist among so competitive vocational labor unions, they have to think
about how to create new valuation of services and also create new thinkings
from the original functions of services and benefits of our labor unions. That
will be the problem that they have to face up.

The research is to find out the connection of innovative service activities
between member’s satisfaction and loyalty. The research can afford some
informations or references to other non-profit organizations. According to the



research, we find out the informations of innovative services of non-profit
organizations are lacked. In order to meet the demand of research, we deliver
the questionnaires to Labor Friendship Union which consists of eight
vocational labor unions. The purpose of the questionnaires is to find out the
connection of innovative service activities between member’s satisfaction and
loyalty.

We deliver 445 questionnaires to our members and get 410 effective
gestionnaire survey back. If our assumption of the research is verified, then
most of the member’s satisfaction and the numbers of variational members will
influence highly the loyalty of our members. Besides, according to the research
that we afford some observation and analysis from the side of service of some
members of unions, we hope we can-help some vocational labor unions some

directions of promoting effective competition to the non-profit organizations.

Keywords: Vocational labor unions, innovative service, member’s satisfaction

and loyalty, Labor Friendship Union
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