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ABSTRACT

Service failure is a phenomenon that can not to be avoided in service industry, and CIT is a common research method to find and

classify service failure. The original off CIT is to research in 「human」 to 「machine」 and to make use of manufacture industry .

In the end it develop in 「human 」to「 human」.And it can use in many field include of service industry. But human is not

machine, because human have consciousness and subjective ideology, and the interaction between human and human is very

profound, especially in service encounter. Interactions between service and customer are especially variable, and the service failure in

that is not just only cause by one factor. The meaning of CIT is to fine the point factor in the questionnaire that collected by

researcher. Thus, in the variable and trickiness service industry, at a side of CIT research service failure , we have to fine the point

general idea of service industry in CIT questionnaire , and the part deserve us to research is whether there are difficult in the process.

So this research ins to give first place to research the information from questionnaire and deep interview and probe into CIT’s

structure and the process of research . To find CIT doesn’t appropriate in service industry after analysis, so this research arranges

for time sequence first by angry stories with Narrative Analysis, in different time sequence, to divide the line a different stage by

different details, and in a different stage, to look for points which can make consumers angry. And this research has eleven cases in

the beauty and hair-style industry, find to own the similar details and points which can make consumers angry, so give to arrange

together to do a comparison, and to develop concept name which has the similar procedures and points which can make consumers

angry to become the process mode. This research finds out six process models totally, hope they have useful to managing how

handling the service failures and consumer angry by managers in the beauty and hair-style industry.
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