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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 00 human to O machined and to make use of manufacture industry .
In the end it develop in 00 human O tod0 humanO .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.

Keywords : service failure ; Critical Incident Technique ; Narrative Analysis
Table of Contents

oo0oooboobooboboooobooboobooboooobooboobDOobboOomobooooDobobOoOoDOoDo
oooooobooooobwOOoOoOobOoOoOoOobDO0obOo0obOOobOOobOOoOobOOoboobOovboooobDobooooo
ooooboOobooooobooboviiOOboboooooboooobobooooobooogobviiobobooooo
oo0o0bOOoboO0O0obO0obOoU0ooobOOooOxiobooooboooobOoooooDOobooooDboLooxiobo O
goobobooboboobooboobobooboolbooDobooboobobbobooobOoobon
go7odb 0obob0bOobOooboo0obooboobobooosbooooobooboboooboobooboboo
goooonbobobob bobooobooboobobbooboobooboboDbOnnoooD obooboobooboo
ooooboobobobolsgbooboobooboboboobooboobobobobD21p0o0o bobooboboo
goooboobobobobo200b 0bob oo booboobOoboo0oboobobobOobDOoOobD3DUon
ooooboobobobobooobo0oboobo40b0bOob0bO0ObDbOObDOObOUObODbObDbOOD43O
oo obooboobobbooboooboobobobo4 0o bbb bDoobooboDbOOo

045000 00000000000 O00O0DO0O0bLOUODO0ObO47rD000O0DDODODDODODOODOODOODDODO
OO00sNMO000000000DCO00DODOCOOOO0O0DOOOO0ODOOOO0ODOOO0ODOOSe0O00 Bitner
OO0000O0o00b0OoO00booOooOoUoooOonooO0boOoDOBitnerDOO0OODOOOODOO%OO0O O
ooooobooob booboobobooooobobobooobobooooboooboooobobbooDobOooo
oooopooesoono ooobooooooboooooboobooooob00b0obooboobobboooon
gbooobdgoobgleebdb oboobooboobooboobooboobonocoob oboobooboobo
gbooboobobbdledob 0obobooobooboobobooboobUob200b0 b0 bOO0On
gboooboobobbobooboobobzsgboo booboobobooboobobbobooDb12400D
Ugoobooboobobbobooboobobob1zs0og ogbooooooobooooooboobon

goodboobooboboobooboobooboobooigogb obobboboobooboobobo
gbod400no obobooboobooboobooboobooLBeob bboboobooboobobo
gboooboolsooog ogbogoboobobooobooboobobboobobdooonobobobooboooo



000000000000000014300@0)00000000000000000000000014600(0)00
00000000000 0000000000015100@)000000000000000000000000170
00@)00000000000000000000000018900(0)00000000000000000000
0000270000 0000000000000000000000024700(0)00000000000000
000000000021 00@)0000000000000000000000002400(0)00000000
000000000000000027300@)00000000000000000000000028100(00)0
00000000000000000000002000 01000000000000000000000000
0010020000000000000000000000000094030000000000000000000
000000099040 0000000000000000000000000104050000000000000
00000000000001000600000000000000000000000000115070000000
00000000000000000001190800000000000000000000000000121000
0D10000000000000000000000000002020000000000/000000000000
00004030000000000000000000000000003204Bitner00000000000000
0000000003 05000000000000000000000000000450600000Bitner0000
0D.0000000000000490700000Bitner0000I0N00000000000490800000
OBitner0 0000000000000 O0COOOS530900000000000000000000000000054
0100 000000000000000000000000050110000CQ-COCQ-QIQC-QIODNINDO(A
00000570120 000CQ-CICQ-QUQC-QUOIDNDDNN(BI)IDONS580130000CQ-COCQ-QIQC-Q
0000000CD)0000590140000CQ-COCQ-QIQC-QUINDIDNDNMDMI)IINDNe0D015000
0CQ-COCQ-QIQC-QUIIDNINNDNED)NODINNGIIADIDINDIDNODNDNDNNDNDNONDNOONDNODONOD
063017B0I0000000C0000O000OO000OO000O00DO64018COID000O0.000000000000
0D0000066019D0I00000000000000000O000000O67020E0I000000O000OODO
0000000000006 0210000000000000000000000O00O70022Bitnerd 0CQ-C
0CQ-QIQC-QUIDNDDNDOAD)I D730 23Bitner] 0 CQ-COCQ-QUIQC-QINDINDOIBO)DIOT740 24
BitnerDd 0 CQ-CO CQ-QU QC-QU 000000 (CO)D 0750 25Bitnerd 0 CQ-CO CQ-QI QC-QU I I DO OO (DO)
0076 026 Bitnerd 0 CQ-CO CQ-QUQC-QUOIDNOOINEDNDO77027A0I0000000000000000
0000000079028B0I00000000000000000000000081029CcOI0000000000
0000000000000083030D0I0000000000000000000000008031ENIDOOD
000000000000000000008703200Bitner 000000000000 000000000O88033
0D0000BimerD 0000000000000 0O00O0O09 0300000000000 O00)0000000000
0009303000000 0000@00)000000000N0N0N903s0000000000@O0)000
00000000001020370000000000(@000)0000000000000107038000000000
0D@OO0D0)N0000000000001120390000000000@00) 0000000000000 118

REFERENCES

0000000000 1.00000000(2004)0 Catherine Kohler RiesmanOD OO0 0000000 O: 000 200000000
020050 000000020050 11090 00 O http://140.119.74.95:8080/test/mainhtml 3.0 00000 (20050 000000000
020050110120 000 http://www.dgbas.gov.tw/ct.asp?xItem=14616&CtNode=3566 4.0 0 0 0 0 0 (20050 O O O O O O O O O 2005
0110150000 http://www.dgbas.gov.tw/Ip.asp?CtNode=3265&CtUnit=377&BaseDSD=7 5.0 0 0 (19990 0 00000 OOOOOO
O000O0O000O0O0o00DOOo00bOO000oDOOo00DOO00OOO00DOO00DbDOO0OODODOO0BO0OOROQEOODO
go0oooOoooOooOo0oDoo-Dbooo00oDOoO00DOoO0OoooOoOOoODboOOODOrOOoDOEI3OOOOODDOOODDOO
OO0000O00@pooO00obOo0o00oDOo00oDooOO0C00bOO00O0ODOO0O0D143-1700 8.0 0DO0OO0ODO@EYIODOOOO
OO0:.00000oe00bDbO@IcIDOOON:O0D00ODOO00DOOO0ODDO 36@4)D27-340 10000001 DO OCO0OODOOOODDO-O
0000000000000 0O0000000D0ODO0000O000D 1100090000 00DOO0000O0O0noDD (OO)o
0000-00000000o0oDoooooDdo:0d0 12000@0)IOOCODO: 0000000 ODODOOO @O)YOOoooOooO-ag
OO00OOOOOOCOOCOOOOOO: 0001411580 13.00000000(1992)0 ErvingGoffman0 00 0000000000000
0:000 140000000 0000000000000000000000000000000000000O0000 15.000(20000
gooooooooOoOoOoOoOoOOOOOOOO-DODOODOODODOOOODOOOOOOOOOOOOOOOOOOOOOOOO
gooOoOoOoOoeOO0OO@OODOOOODOODOODOODOO@EUOOOO:.OOCOOOOOCOOOOOODOOODOO: OO0 17.
goOgo@ees)ooooooooooo0o00O00O00o000OD0OD 1800019 D DDOOOOOODO:00O0O 19.00
O@e970Dooo0oDo0oDoO0Do0Oo0D0O0OOD0ODOD0OD0DOD0O0OD00O0O0O0O00O00D00OO0OO0OoO0OoOoOoOO 20.000 (200000
gooooOoOoOoOoOoCoO-000O0O000000O0OU00O00ULOU00O0O0UOUD 210000000 UOUOOOOEOUDODO



go0o0oOoOoOoOoOoOoOoOoOOOOOOO-CCclITOODDODODOODODODOODODOODODODODODODODOODOOeS9722000(1003) DO OO
go0ooOoOoOoOOoO0OoO0O-0DOC0O0U0O0C0O0OC0O0C0OC0OUOCOCOCOOUCDOOCOOOCOOOCOOOOCOODOOD 23.000/(2998)
goooOoOoOoOoOoOoOoOOoOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOODOOOOOOOO0 L
Albrecht, K., & Bradford, L. J. (1989). The Service Advantage. Dow-Jones Irwin, Homewood, IL. 2. Altmaier, E. M., From, R. P., Pearson, K. S.,
Gorbatenko-Roth, K. G., & Ugolini, K. A., (1997). A Prospective Study to Select and Evaluate Anesthesiology Residents: Phase I, The Critical
Incident Technique. Journal of Clinical Anesthesia, 9,629-636. 3. Bruner, J. (1990). Acts of meaning, Cambridge. MA: Harvard University Press. 4.
Bitner, M. J., Booms, B. M., & Tetreault, M. S. (1990). The service encounter: Diagnosing favorable and unfavorable incidents. Journal of
Marketing, 54(1), 71-85. 5. Bitner, M. J., Booms, B. H., & Mohr, L. A. (1994). Critical service encounters : The employee’ s viewpoint. Journal of
Marketing, 58(10), 95-106. 6. Fisk, Brown, & Mary Jo Bitner (1993). Tracking the Evolution of the Service Marketing Literature. Journal of
Retailing, 69(1), 13-60. 7. Fisk, R. P., Brown, S. W., & Bitner, M. J. (1995). Tracking the evolution of the service marketing literature. Journal of
Retailing, 69 (1), 61-103. 8. Flanagan, John C. (1954). The Critical Incident Technique. Psychological Bulletin, 51(4),327-358. 9. Hoffman,.K. D.,
Kelly, S. W., & Rotalsky, H. M. (1995). Tracking Service Failures and Employee Recovery Efforts. Journal of Service Marketing, 9(2), 49-61. 10.
Josselson, R. (1995).Narrative and psychological understanding.California: SAEG Publications, Inc. 11. Kelly, S.W., Hoffman, .K.D., & Davis,
M.(1993). A Typology of Retail Failures and Recoveries. Journal of Retailing, 69, 429-452. 12. Kelley, S. W., & M. A. Davis (1994). Antecedents to
Customer Customer Expectations for Service Recovery. Journal of Academy of Marketing Science, 22, 52-61. 13. Labov, W. (1982). Speech
actions and reactions in personal narratives. In D. Tannen, DC (Ed.). Analyzing Discourse: Text and Talk(pp.219-247). Washington,
DC:Georgetown University Press. 14. Lockwood, & Andrew (1994). Using Service Incidents to Identify Quality Improvement Points. International
Journal of Contemporary Hospitality Management, 6(1,2), 75-80. 15. Norman, R. (1984). Service Management: Strategy and Leadership. New
York: John Wiley & Sons. 16. Nyquist, J. D., & B. H. Booms (1987). Measuring Services Values Form the Consumer Perspective, In C. Surprenant
(eds), Add Value to Your Services. Chicago: American Marketing Association. 13-16. 17. Polkinghorne, D.E. (1995). Narrative configuration in
qualitative analysis. In J.A Hatch, & R.Wisniewski (Eds), Life History and Narrative. Washington, DC:Falmer Press. 5-24. 18. Polkinghorne, D. E.
(1988). Narrative knowing and human sciences. New York: State University of New York Press. 19. Priluck, R., (2003). Relationship marketing can
mitigate product and service failures. Journal of Services Marketing, 17 (1), 37-48. 20. Regan, W. J. (1963). The Service Revolution. Journal of
Marketing, 27,57-62. 21. Riessman, C.K (1993). Narrative Analysis. Newbury Park: Stage. 22. Sarbin, T. R. (1986). Narrative psychology: The
stories nature of human conduct . New York:Prager Special Studies. 23. Shostack, G. Lynn (1985). Planning the Service Encounter. In John A.
Czepiel, Michael R. Solomon, & Carol F. Surprenant (eds), The Service Encounter. Lexington, MA : Lexington Books. 243-54. 24. Westbrook, R.
A. (1981). Sources of Consumer Satisfaction with Retail Outlets. Journal of Retailing, 57(3), 68-85.



