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ABSTRACT

This research is focused on Customer Experience Management, which used SSIT method to analyze customer’s story to explore

the key point of customer’s angry emotion and the types of service failures in the food and beverage industry . This research

choosed the subjective smooth event technology (Subjective Sequential Incidents Technique, SSIT) ,which joins the time order

concept,and its viewpoint depend on customer's expense experiences, and catches in the service contact all courses, and attempts

thoroughly to understand the service faults for the food and beverage industry vein characteristic. We hope to develop a better

restaurant subjective service blueprint on customer experience management.
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