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ABSTRACT
This study discussed the key factors and the models of service fauliar of public sector. The research method is used the CIT method
and depth interview. We collected people having unhappy experience when arrange with business in public sector. In this study, we
choose twenty cases to study. Then we use these two methods to research the high concept of every case and understood the reasons
of the service fauliar in public sector. Finally, we use the theory characterictic of service fauliar to sum up the cases to several models.
Today the relationship of people and government is equal just like the productor and consumer. So the most importance job of
public sector is to service people. The remedy of service fauliar is also the key factor of the government’ s policy. This study
discusses the models of service failuar of public sector using the qualitative research method, CIT analysis, and Bitner service fauliar
model. We conclude the theory characteristic, property characteristic and manage of every model. We hope these data can provide
the manager of the public sector the traing way and bring up the service quality.
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