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ABSTRACT
This study was a qualitative research. We collected positive -experienced stories & negative-experienced stories and applied
(Situation-Clue Technique, SCT) to analyze. Based on the situa-tions and focused on the tour leaders, from the perspectives of
cus-tomers’  experiences, we explored systematically the service encounter situations in group packet tour and the models of the
situations. We found out the clues which influenced customers’ experiences and constructed the customer's experience platform
which is only for the customer service of the group packet tour. This research adopted two-factor theory with the situation concept.
After our analysis, we generalized that 58 items which belong to exclusive motivators of positive experiences, 47 items which belong
to exclusive hygiene factors of negative experiences, and 39 items which belong to the common factors of customer satisfaction /
dissatisfaction. Further, we proposed the management meanings which help to design a customer- satisfied situation and modify the
management policy to the travel agents of group packet tour for their references.
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