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ABSTRACT
Bitner, Booms and Tereault (1990) carried out the analysis of important events impacting the consumer’ s satisfaction and
dissatisfaction by using the analysis method of Critical Incident Technique and generalized several types of interactions. But when
we work hard and gathering long story customer data, obviously, using CIT method to process data analyses have problems of
compressing or losing data. According to that, this research uses “ Subjective Sequential Incidents Technique” adopting to concept
of time sequence which points of view fully based on consumer’ s entire experience to the complete progress of Service Encounter
and also trying to understand the sequence and characteristic of Service Failure. The negative story experiences of consumer, in fact,
full of continuously service failures caused by a series of continuously negative experiences. In the sequence hy-pothesis of not alter
the continue frustration experience in this research, which use double stroke to construct related model (consumer experience extent
model). The re-search found out that in the consumer sequence, the consumers already brew dissatis-faction emotion before the
service failure happened. What really caused consumer dissatisfied is not the failure itself, but leaded by a series of minor event
previously. On the contrary, in the Service Failure Type Frame of Bitner, et. al, also discovered that when consumer satisfaction
event happens, the reason of consumer satisfaction is not the perfection of the service progress. However, this research in many
positive expe-riences found out that it usually occur anticipate frustration before bringing positive ex-perience. Because of the
Anticipate Frustration experiences which will make the posi-tive experience deeper afterward. Successful tourist industry
management appears taking good use of the consumer anticipate frustration and then creates management strategy beyond
expectation. Besides, scholars often discuss the concept of recovery paradox also been proven in this research data.

Keywords : subjective sequential incidents techniquel service failure] customer experience management
Table of Contents

oo obooboooooboooobobooooobooooombooooboooobobooooobooog
ooodwvOhOoOoOoooobooooboboooooboboooogviboooobDOobOoooOoboboboDOoDbo
ooodoOxioooOobooooobooooooobobooooobOo0xoboboboboooobobboooDoDbo
gbooobgolioooboooboobooboboooboobooboblooboobobobobooobOoobOon
gooobgooz2b00b0booboooboobobooobooboobobo40boobobbOobooobOoobOon
goooboob40000000D00O0DOODODODOOODO0ODODODODOBODODODUOODODODODOODOO
oboodblebOoobOoboooboobobobobooobooboob2200obooboobobooobOoobon
gbooobdoo210b0b00o0ob0o0obobobobDbo0ob0o0obooboo2300oboob Dboboooboooo
oooobgoo290b0ooobo0oboboboboooboobooboboooobooboboooboobon
ooooboobo320b0o0bo0obobobobooobooboobobooosssoboobooooboobon
ooooboobobobo3s0obooboboboboooboobooboobooobo3ssuoboooooboobOon
goodoboobobobobo4000b0b0b0obDoobooboDbobDoobo0bsr00DoobOoobOoo
gbooobobooooobobo420000boboboobooboooobobboooD420b00obobooooboon
oboooboboo4o00b0oboooooboboboobooboooob40b0D0ObOobbOODODOOO
oboooobo40000 000D00000DO0ODOO0ODO0ODO0OO40DO0DO0O0ODOD0ODOOOODODOODODO
gboogsibgoboboobgoobobbooboobooobgoosbooboobobboobooboobon
gboogogssgoobgbooboobobooboobooboboooe7r0boobobb0oboobOoobOon
gboooboooesboAdDbO0ODOODOODOODO0ODbDOObOODbDOOYe0DBOOODOODOODOODO
goooboobgowobcoboobooboobooboobooboobosugoboboboobooboooo
oo obooboobonviooe0oboobobobobooob obooboobooso0bFODOObOOoOobOooDbo
oo obooboobose

REFERENCES



0000000000 000000@OOoO0)oooooesnoooooo@pmooon]oon:
http://www.dgbas.gov.tw/ct.asp?xltem=15466and CtNode=4680[2009, December 30]00 OO 0O (200)0 0000 00O0D0OODOOOOOOO
00000000000000000000000 ODD00ORIogO3CODOD0NDOO: 0000000 0oooooooooooDd
O0000000ooooooooooooEIYI OO0 0NDoo00oo0ooD:0o0o0000ooo000ooooooooon
0000000000000 0O0O0O 0000000000000 0D0D0O0OOEIYUODDDDULOU0UDUOUDLULLOO
O00000O16081-980 000008 I DD ODODOODOOOOOODOONOONONONONONONONONONONONONDONONDONONONOOOOOnO
02(34)0267-2880 0002007 000000000000 0O0O0OOOOOOOOODOO27)0207-2250 0000 OO OODO
oo0o0o0o00oO0O0O0O0O0O0O0O0OO0O0O0O0OOOODOO0ODODODODODOOD 00000000000 0000RIGUODDDDDDODO
0000000000000 0O0O0O0O00O0O0O0O0O0ODOO0ODODOOOD4089-1100 DOOOOOOOOOORODOODODODODODO
0000000000003520175-1920 D000 000@Eose)D 000 DODO0OO0O00oO0oO0oO0ooDooooD:0boooooo
OO0000000000000@U0O49-760 DO0O0ODOOR3DODOODOOOODOOO0ODOOODDOODODOODDOODOOOO
O00000002601-200 OO0 ODOODDOOOODDOO0ODOOOODODOODDODOODDODOODOOOODOODOOOO
0000192033610 D000 DDO0O0O0O0DOEROSDODODOODDODDO0ODDDOO0OODODDO0ODO00OODO0ODDOOooDooOd
0011031500 000008 DO DD 000000 0ND0D000NDD0O00NO0O0O0ONOooDOs5070-870 OO OO OO Abbott, L.
(1955). Quality and competition. New York: Columbia University Press. Ahmad, S. (2002). Service failures and customer defection: A closer look at
online shopping experiences. Managing Service Quality, 12(1), 19-29. Amy, K. S., Ruth, N. B., & Janet, W. (1999). A Model of customer
satisfaction with service encounters involving failure and recovery. Journal of Marketing Research, 36(August), 356-372. Beverley, A. S. (2002). |
would have felt betterif only . . .or, how to enhance customer satisfaction following service problems. Journal of Quality Assurance in Hospitality
and Tourism, 3(1/2), 53-67. Bitner, M. J., Booms, B. H., & Tetreault, M. S. (1990). The service eecounter: Diagnosing favorable and unfavorable
incidents, Journal of Marketing, 54(1), 71-84. Calhoun, J. (2001). Driving loyalty by managing the total customer experience. Ivey Business Journal,
65(6), 69-73. Clarke, J., Denman, R., Hickman, G., & Slovak, J. (2001). Rural tourism in ronnava okres: A slovak case study. Tourism
Management, 22(2), 193-202. Coverly, D. E., Holme, N. O., Keller, A. G., Mattison, T. F. H., & Toyoki, S. (2002). Service recovery in the girline
industry: Is it as wimple as failed, recovered, watisfied? Marketing Review, 1(3), 21-37. Fisk, R. P., Brown, S. W., & Bitner, M. J. (1993). Tracking
the evolution of the service marketing literature. Journal of Retailing, 69(1), 61-103. Hart, C. W. L., Heskett, J. L., & Sasser, W. (1990). The
profitable art of service recovery. Harvard Business Review, 68(4), 148-156. Hoffman, K. D., Kelley, S. W., & Rotalsky, H. M. (1995). Tracking
service failures and employee recovery efforts. Journal of Service Marketing, 9(2), 49-61. Holbrook, B. M., & Hirschman, E. C. (1982). Hedonic
consumption: emerging concepts, methods and proposition. Journal of Marketing, 46(2), 92-101. Ignacio Rodr?' guez del Bosque and He' ctor
San Mart?"  n(2008) Tourist satisfaction a cognitive-affective. Annals of Tourism Research, 35(2), 551-573. Levesque, T. J., & McDougall, G. H.
G. (2000). Service problems and recovery strategies: an experiment. Journal of Administrative Sciences, 17(1), 20-37. Mattila, A. S., & Mount, D. J.
(2003). The role of call centers in mollifying disgruntled guests. Cornell Hotel and Restaurant Administration Quarterly, 44(4), 75-80. Oliva, R. A.
(2000). *Atomize' your customers' experience. Marketing Management, 9(3), 54-57. Otto, J. E., & Ritchie, J. R. B. (1996). The service experience in
tourism. Tourism Management, 17(3), 165-174. Parasuraman, A., Berry, L. L., & Zeithaml, V. A. (1991). Understanding customer expectations of
service. Sloan Management Review, 32(3), 39-49. Purcell, W., & Nicholas, S. (2001). Japanese tourism investment in Australia: Entry choice, parent
control and management practice. Tourism Management, 22(3), 245-257. Schmitt, B. H., & Kiska, J. (2003). Customer care: Managing the
experience, strengthening the business customer experience management. CMA Management, 77(3), 6. Simons, J. V., Jr. (2004). Reliability-based
analysis of service recovery. The International Journal of Quality and Reliability Management, 21(1), 11-31. Simons, J. V., Jr., & Kraus, M. E.
(2005). An analytical approach for allocating service recovery efforts to reduce internal failures. Journal of Service Research, 7(3), 277-289. Swan, J.
E., & Oliver, R. L. (1989). Post purchase communication by consumers. Journal of Retailing, 65(4), 516-533. Wang, K. C., Hsieh, A. T., Chou, S.
H., & Lin, Y. S. (2007). GPTCCC: An instrument for measuring group package tour service. Tourism Management, 28(2), 361-376. Wang, K. C.,
Hsieh, A. T., Yeh, Y. C., & Tsai, C. W. (2004) Who is the decision-maker: the parents or the child in group package tours? Tourism Management,
25(2), 183-194. Wu, H. J. (2007). The impact of customer-to-customer interaction and customer homogeneity on customer satisfaction in tourism
service-The service encounter prospective. Tourism Management , 28(6), 1518-1528. Zeithaml, V. A., Parasuraman, A., & Berry, L. L. (1990).
Delivering quality service: Balancing customer perceptions and expectations. New York: Free Press.



