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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.

Keywords : subjective sequential incidents tecniquel] service blueprintd service failured restaurant
Table of Contents

goofdoO0o0o0o0ooO0oboU0oD0bDOoooooOOoboOWmobooboooD0oboo0ooOOobOOobOoOoDOOoboooDg

Oivl0OO0DOOoOoooooboooooOoboooooboobvibboboooooboboooooboobooobo
O0vi0DOo0OOo0ooooOooOo0o0o0oo00oo00o0o00b000xoooooooooooOooOoooDooDOoboDoo
00Dxid0o0o0oooOoo0oooO0oo0oooobooooooo0100boo00oo00oobOooooooobOoooooDoOon
gboooliooooooboooooboboooooboooobobo20b0oo0oooboOooooboboboOooDoOon
goooo3ooooobooooobobooooobooooboboo3sbooooooboooooboboboOooDooo
obooobdnooooo oboooooobooooobooogb120b000oDobooOoOooDOobbOOoDOoDO
gbooobonMgoboboobgooboboobooboobobooM4oboobobboobooboobon
gbooobgobi1isbogooobgoobobooobooboobogoooobolsgooboboooboooboobon
gboobgoobobooobgoobobooobooboooboboooboobibobbooboobOoobon
gboobooboboosMuobooboboboobooboobobooboobuoosMpbboobooboobon
gboooboobobooboossgubobooobooboobobobooboobuoobosebooboobon
gboooboobobboboobsrbo0 gz1i0bo0obooboobobDbo0obo0obOo0ob 100 8-1ssITO
gboooboobobbooboobgoob 1082000000 oobooboobobob 7o 33000
goooboobobbooboobgoob yos40b000bo0obobDooboobOoobobb 7O 35000
ooooboobobobobooboob s 4100000000000 0ODOO0ODO0ODbODbDD 200 42000
oooobo0obobobobooobgoob 3vgoobo2-1b00b0ob0b0ob0ooboobobobooboooboso

22000000M@)0b00b0O0OO0ODOO0ObOO0OOO0 80U 23000Db0UbO@m)bODODUOLOOODODbDOODY

REFERENCES

OoO0O0OO0OO0OO0O000@ogt20000 00000000 —-O0000000000000O0000000 Valarie, A.Z.,, Mary,J.B., &

Dwayne, D. G. (20080 0 000 (COO0D0)0 000002882900 DO O(o1OCOOOOEOIODOODDODOA456-4600 0000000
00000000 @EoUDIDOOONDODOOUoOoO-O0B2BO0000O0OOO0ODOOO338O 0 OCOO0ODOOOOODO(200900
0000000000 00D0000000352)0175-1920 OO0 DO ODOODOOOODOOODDOODODOODDOOODOOOO
0000000000520 37600 JO0OROONVOODODOODOODDODOOODOOOODODDODD—0DOOO00DODOOOODODO0ODODOOO
goooooooOoOoOoOoOOOOOOOO0O0O0O@YYYOOoOoOoOoOooooooo0—0oo0oo0oooOoUooboDoooBoo
Oo0O000sy9-8970 D004 DI OIOIONOOOOOOOOOOOOOOOOOOOO-0000O00O0O0O0O0O0O0O0O0O0OG
go0oOoOoOOO0OO0O0OO0O000RIe) 000000000 oLLBLo
0000 O000oOooooooooeoto,wne4iddddoooooooooEog O DD ODODDOONDOONDONOOOOOOoOoon
gOo0OOoOOoOoOoOOOoOOOOOOOO OOOEoo7,wne)ooooooo:oos3s0O0ooooOoOoOoOoOOOOOODODOO
025200204-2470 00 0(1996) 0 0 000000000 OOOOONO2(1)079-910 Pine, B.J. & Gilmore,J. H. (2003)0 000000 (O
O00D00OO0)poOo:.000obog@E@OoO20020d0)d schmitt, B.H.20000 0000 000D OCO.000D0O00O0O@EO



(01999001 0 0)O Carbone, L.P. (20050 0000000 D0OO0)00:0000000D0DO@0OOM04000)0 0D000O0O0O0OOO
O00oOoOoEoe) D000 00NDD0N0N0N0N00N0NDDO00N-00000000000000D0O0O0D4089-1100 OO
0030 00000000000 0000000000000011(40333-3540 D0 ORooe)D O 00O 000000 OODOOO
000000000000 00000000000000000000000000 000000 ODDODOoOOooog
OO00D00O DOOODOO Shostack, G. L. (1984). Designing services that deliver. Harvard Business Review, 62(1), 134-135. Chuang, P. T.
(2007). Combining Service Blueprint and FMEA for Service Design. The Service Industries Journal, 27(2), 91-104. Lovelock , C. H. (1983).
Classifying Services to Gain Strategic Marketing Insights. Journal of Marketing, 47(Summer), 9-20. Fitzsimmons, J. A., & Fitzsimmons, M. J. (Eds.).
(1998). CH.9: The Service Encounter In Service Management : Operation , Strategy and Information Technology, 2, Boston:Irwin/McGraw Holl.
Shostack, G. L. (1984). Designing services that deliver. Harvard Business Review, 62(1), 134-135. Zeithaml, V. A., Mary, J. B., & Dwayne D. G.
(Eds.). (2009). Service Marketing (5th ed.) New York: McGraw-Hill, Inc. Johnston, T. C. & Hewa, M. A. (1997). Fixing Service Failures. Industrial
Marketing Management, 26(5), 467-73. Priluck, R. (2003). Relationship Marketing Cans Mitigate Product and Service Failures. Journal of Services
Marketing, 17(1), 37-48. Bitner, M. J., Booms, B. H., & Tetreault, M. S. (1990). The service eecounter: Diagnosing favorable & unfavorable
incidents. Journal of Marketing, 54(1), 71-84. Fisk, R. P., Brown, S. W., & Mary, B. J. (1993). Tracking The Evolution of The Service Marketing
Literature. Journal of Retailing, 69(1), 61-103. Maxham, J. G., 1ll,. (2001). Service Recovery’ s Influence on Consumer Sati sfaction, Positive
Word-of-Mouth and Purchase Intentions. Journal of Business Research, 54(1), 11-24. Zeithaml, V. A., Parasuraman, A. & Berry, L. L. (1990).
DeliveringQualityService— Balancing Customer Perceptions and Expectations, (p. 25). NewYork: MacMillan. Mark, C. & Norris, M. (2001).
Developing A Comprehensive Picture of Service Failure. International Journal of Service Industry Management, 12(3), 215-233. Keaveney, S. M.
(1995). Customer Switching Behavior in Service Industries: An Exploratory Study. Journal of Marketing, 59(2), 71-82. Smith, A. K., Bolton, R. N.,
& Wagner, J. (1999). A Model of Customer Satisfaction with Service Encounters Involving Failure and Recovery. Journal of Management
Research, 36(8), 356-372. Abbott, L. (1955).00 Quality and Competition. New York : Columbia University Press. Bitner, M. J. (2008), Service
Blueprinting: A Practical Technique for Service Innovation. California Management Review, 50(3), 66-94. Baum, S. H. (1990). Making your
service blueprint pay off. The Joual of Service Marketing, 4(3), 45-52. Goodwin, C. & Ross, 1. (1992). Consumer Responses to Service Failures:
Influence of Procedural and Interactional Fairness Perception. Journal of Business Research, 25,149-163. Carbone, L. P. (2004). Clued-in: How to
keep customers coming back again and again. New Jersey: Pearson Education, Inc. Pine, B. J., & Gilmore, J. H. (1998). Welcome to the experience
economy. Harvard Business Review, 76(4), 97-105. Streeter, B. B. L., & Valentine, L. (2005). Amid all the glitter, it still comes back to customer
experience. ABA Banking Journal, 97(1), 49-52. Michel, S. (2004). Consequences of perceived acceptability of a bank's service failures. Journal of
Financial Services Marketing, 8(4), 367-377. Meyer, C. & Schwager, A. (2007). Understanding customer experience. Harvard Business Review,
85(2), 116-126. Kelley, S. W., Hoffman, K. D., & Davis, M. A. (1993). A Typology of Retail Failures and Recoveries. Journal of Retailing, 69(4),
429-454. Cho, Y., Im, ., & Hiltz, R. (2003). The Impact of E-Services Failures and Customer Complains on Electronic Commerce Customer
Relationship. Journal of Customer Satisfaction, Dissatisfaction and Complaining Behavior, 16, 106-118. Hoffman, K. D., Kelley, S. W., & Chung,
B. C. (2003). A CIT investigation of Service Failures and Associated Recovery Strategies. The Journal of Service Marketing, 17(4/5), 322-340.
Bitner, M. J., Booms, B. H., & Mohr, L. A. (1994). Critical service encounters: The employee’ s viewpoint. Journal of Marketing, 58(10), 95-106.
Carbone, L. P.2009)0 000 00-0 000000000000 0O0O0DODO2009/12/170000000000000 George, William R.&
Barbara E[] 199100, Gibson,” Blueprinting: A Tool for Managing Quality in Service,” Service Quality :Multi-Disciplinary and Multinational
Perspectives , ed. Stephen W. Brown, Evert Gummesson, Bo Edvarsson &BengtOve Gustavsson, N.Y.:Lexington Books.



