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ABSTRACT
This study is to explore the salon services of Service Failure and remedies, through the existing literature to construct a subjective
service delivery hair industry blueprint. Subjective sequence of events and Technology Act (subjective sequential incidents technique,
SSIT) is mainly the customer's subjective thoughts and memory analysis. The order of events by the subjective Technology Act
(subjective sequential incidents technique, SSIT), to contact from the customer service process in the “gas point™ for analysis to
determine their problems and to produce the various factors related. This study mainly through the customer’s subjective experience,
and customer experience management point of view, the service failures of hairdressing and service recovery, in order to construct
issued by the managerial implications of the concept of service deliv-ery blueprint salon owners.
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