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ABSTRACT
In this study, hairdressing services for the research topic, the subjective order inci-dent technique(subjective sequential incidents
technique, SSIT) of the positive and negative consumer experience, customer information, from customer consumption his-tory
clearly grasp the emational clues, and summarize the exclusive factor positive ex-periences and negative experiences as well as the
exclusive factor in the positive and negative experiences of the common factors, and construct a complete emotional ex-perience hair
extension industry, table, and finally to help salon worker who has good experience of economic management. Key Words:
hairdressing, subjective sequential incidents technique, experience economy
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