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ABSTRACT

Abstract The main purpose of this study is to understand the cause of customer complaints. There are multiple reasons for customers

to complain. To ensure the critical elements of complaints the target of this study. I have spent one year, using Qualitative Research

Method to proceed the program, and using Critical Incident Technique to collect and analyze data. This study offers several

discoviers as following: 1.Employee attention failures are the critical elements of whether the customers are satisfied during delivered

process. When the employee don’t response correctly to the failure of delivery system, it is unavoidable for the customers to

complain. 2.The customers will have good and deep impression if the employee are engaged in rescue the failure which may happen

in delivered in delivered process, or the employee try hard to resolve the embrassment made by the customers themselves. 3.The

customers will have unsatisfactory experience of delivered process if they misuse the things saled because of the employee’s

misleading owing to the uncomplete professional knowledge. 4.The customers will fell they are not treated respectably if their

damage, cause during the employee’s delivered processing because of the wrong system process of decoration, cannot promptly

and effectively resolved. 5.This study research and classified the failures of Les Enphants with Critical Incident Teehnique. The

conclusion will help Les Enhants avoid possible service failure and train their employee.
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