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ABSTRACT

ABSTRACT 21st century is a information technology (IT) age , It is a strong focus on leisure time generation, It is also an age of

being that sustainable tourism development.. Today Tourism is one of the major economic and social trends that play an important

role in the economy of a country , Tourism is often spoken of in terms of being an industry ,It is also called a smokeless industry.

there’s no one who doesn’t use their’s nature and human resource and positively develop tourism industry for every country in

the world.. According to World Travel & Tourism Council (WTTC) analysis report 2003 , pointed out tourism production value

approximately occupied 10.2% of fully the world GDP, still more global export gross value 11.2%.Thus it can be seen tourism has

been became primary sources of gaining foreign exchange. The economical manifestation of Tourism industry in the unitary country

really possess to play a decision role . Tourism, it can be argued, is now the world's largest economic sector, It’s the tertiary sector

of industry that emphasis on helping interaction toward others , It’s request that good customer service is leadership ,and customer

first is of achieving the goal. But according to related document over the past, pointed out Taiwan tourism formerly all focused on

sales orientation, and to be short to adopt customer orientation .On the contrary, There is today full of conscious up surging for the

customer, and belonging to the age of the supply exceeds the demand. Market structure is to be partial service value market

comparatively. In the other word , Service value have got beyond commodities quality. Customer pay more attention to service

satisfaction than commodities satisfaction. Commodities itself or sales ability is already no longer main stream. To take it over ling in

that enabling or not to satisfy customer demand ,extremely to go so far as to transcend customer expectation. In the confront of

getting keen competition, Service industry must provide Customer Service or Customer Care with customer orientation, in order to

promote service value, to create differentiation and to ensure customer satisfaction. Therefore since 1990 , The scholars in every

country are regarded as the studies of service Quality and service failure as to mushroom like bamboo shoots after a spring rain. And

in qualitative research method, a large number of adopting critical incidents technique is used to judge service failures .However

there is in the service process with interaction frequently, Whether or not a unitary failure can be sufficient to appraisal service failure

location. It is worth of a topic of deep meditations. By virtue of case study of travel service failure, This text use different sequence

and information model , to carry out message measure、operational disturbance、counterplot strategic analysis， and to attempt

test and verify CIT block. The Critical Incidents Technique (CIT)can be defined as a set of procedures for systematically identifying

behaviors that contribute to success or failure of individuals or organizations in specific situations. By attempting to bring up and

strengthen CIT different potential assistance analysis method, we show clearly inadequate situation of traditional CIT (Critical

Incidents Technique)，and further bring up the studies of ”Narrative Analysis” ; “Subjective Sequential Incidents Technique”(

SSIT )to make up for it’s insufficiency. And by means of developing travel service failure and angry process model is to intensity the

improvement consultation of travel service failure.
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