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ABSTRACT

Focusing on workflow, the studies of Blueprinting usually have structural inequality, implicit analysis toward failure points and lack

of the process of customer experience. This study examines the complicated continual messages that the customers show in service

encounter. The researcher tries to find out the featured clues that touch or anger the customers. In the customer cases of apparel

retailing, the researcher analyzes 25 negative stories and 20 positive stories. After inducting the relevant clues into models the

researcher sorts the links of the model into three areas: the waiter and customer interaction area, customer emotion study area, and

customers living area. Finally, the researcher builds up the service blueprinting of apparel retailing by including these areas into

different service stages. The service blueprinting designed in this study can handle customers’ experience fully and grasp the

continually featured clues that customers show amongst the consumption process. The employees can follow the service blueprinting

and design a satisfied service environment for the customers or try to remedy when there is any crisis.
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