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ABSTRACT
In this study, for technical methods of the subjective sequence events, we have some modification based on the data clues, developing
the revised research technology. We worked with the revised technical analysis known as context clues technology, and then used
context clues technology, from the customer's viewpoint, to explore positive experience clues which have touched deeply the
customers in the process of contact services, and at the same time we managed these clues. We used a single clue, or a combination
of multiple cues to construct the situation and attempted to find out the ideal model of the customer experience in mood under the
situation. In this study, 20 hairdressing designers offer the stories about the positive experiences to be analyzed and summarized. We
explore the positive experience clues from the frequent customers, and construct the workplace scenarios under different stages, thus
the collected data can be provided to hairdressing for the training and management
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