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ABSTRACT
With the coming of the experience economy, consumer’ s motivation are rapidly changing and getting more and more complex,
and making consumer choice is no longer just due to the feathers and benefits of product. Therefore, how to provide good
consumption experience is the main issue for service industrial managers to explore. In order to eplore the experience and feature of
the consumer service proc-ess(both positive and negative side) from the customer’ s perpective, in this research, this study use the
concepts of Subjective Sequential Incidents Technique (SSIT) and analysis induction method to analyze 51 negative and 59 positive
stories of customers dining experience, this research attempts to figure out managerial clue fits for the prin-ciples of customer
experience management through customers past experiences. The results show that positive and negative experiences have their own
unique situation, while the factors that trigger negative emotions occur, service side may be able to turn the tide with active
remediation, on the contrary, will lead to a series of emotional set-backs experience.

Keywords : subjective sequential incidents techniqued analytic induction methodd customer experience management] experience
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