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摘 要

本研究藉由醫療業有關急診或緊急事件服務失誤的案例，以顧客經驗管理取向，建構醫療業主觀服務遞送藍圖，及其管理

意涵，而且將主觀遞送藍圖與傳統文獻所提的客觀遞送藍圖做比較。 從十四個故事案例中，運用主觀順序事件技術分

析(Subjective Sequential Incidents Technique, SSIT)後，發現負面顧客經驗可區分11個階段，86個氣點，這些負面情緒經驗，

經歸納計有 「隱性氣點」、「引發事件氣點」、「回應不當氣點」、「戲劇論氣點」、「補救氣點」、「連結氣點」、「

提醒性氣點」。 經將主觀服務遞送藍圖與傳統文獻客觀遞送藍圖比較結果，前者在藍圖中發現顧客的深層經驗，而傳統文

獻著重在作業流程，工作項目的檢查或清單，故本研究可提供管理者另類服務藍圖作為管理之參考。

關鍵詞 : 服務失誤 ; 服務補救 ; 顧客經驗管理

目錄

內容目錄 中文摘要　．．．．．．．．．．．．．．．．．．．．． iii 英文摘要　．．．．．．．．．．．．．．．．

．．．．． iv 誌謝辭　　．．．．．．．．．．．．．．．．．．．．． v 內容目錄　．．．．．．．．．．．．．．．

．．．．．． vi 表目錄　　．．．．．．．．．．．．．．．．．．．．． viii 第一章　　緒論．．．．．．．．．．．

．．．．．．．． 1 　　第一節　　研究動機及背景．．．．．．．．．．．． 1 　　第二節　　研究目的．．．．．．

．．．．．．．．． 3 第二章　　文獻探討．．．．．．．．．．．．．．．．． 5 　　第一節　　服務失誤．．．．．

．．．．．．．．．． 5 　　第二節　　服務補救．．．．．．．．．．．．．．． 12 　　第三節　　顧客經驗管理．

．．．．．．．．．．．． 15 　　第四節　　關鍵事件分析法．．．．．．．．．．．． 19 　　第五節　　關鍵時刻、

服務藍圖．．．．．．．．．． 20 　　第六節　　劇場理論．．．．．．．．．．．．．．． 23 第三章　　研究方法．

．．．．．．．．．．．．．．．． 26 　　第一節　　研究設計．．．．．．．．．．．．．．． 26 　　第二節　　研

究對象．．．．．．．．．．．．．．． 26 　　第三節　　步驟分析．．．．．．．．．．．．．．． 27 　　第四節　

　SSIT分析原則．．．．．．．．．．．．． 30 第四章　　研究分析與發現．．．．．．．．．．．．．． 32 　　第一

節　　顧客負面情緒的分類框架．．．．．．．． 32 　　第二節　　醫療業之主觀服務遞送藍圖．．．．．．． 34 　　

第三節　　醫療業主觀服務遞送藍圖與一般傳統研究所 得的遞送藍圖比較．．．．．．．．．．． 47 第五章　　結論與

建議．．．．．．．．．．．．．．．． 55 　　第一節　　結論．．．．．．．．．．．．．．．．． 55 　　第二節　

　管理意涵．．．．．．．．．．．．．．． 56 　　第三節　　研究限制．．．．．．．．．．．．．．． 57 　　第四

節　　對後續研究者建議．．．．．．．．．．． 58 參考文獻　．．．．．．．．．．．．．．．．．．．．． 59 附

錄A　　醫療業SSIT表格 ．．．．．．．．．．．．．． 71 附錄B　　本研究醫療業聯集表．．．．．．．．．．．．

122

參考文獻

一、 中文部份 丁敦吟(2004)，以執行面探討顧客體驗管理對顧客經驗價值影響之研究，私立南華科技大學行銷與流通管理研究所未出版

之碩士論文。 王莉華(2004)，顧客對不同醫療服務缺失之歸因、嚴重度認知與行為反應之研究，國立台大醫療機構管理研究所未出版之

碩士論文。 吳兆玲(1999)，國內航空服務業服務疏失補救、疏失事件歸因與顧客滿意反應間關係之研究，國立中山大學企業管理研究所

未出版之碩士論文。 吳錦棉(2002)，國內醫療服務缺失及服務補救現況之探討-以桃園縣區域醫院為例，私立元智大學管理研究所未出版

之碩士論文。 林株啟(2006)，學校與醫療服務接觸與服務疏失:關鍵事件分析法與敘事分析法之比較，私立大葉大學人力資源暨公共關係

研究所未出版之碩士論文。 侯俊德(2002)，高雄市緊急醫療資訊系統建立與評估之初期研究-相關人員滿意度調查，私立義守大學管理研

究所未出版之碩士論文。 凌儀玲，黃俊英(1998)，醫療服務接觸之劇場觀點，Hospital，31(5)，33-42。 張景旭，張馨華(2006)，服務經濟

轉型下的「重要事件技術」爭議與對策:「主觀順序事件技術」之提出，關係管理研究，3，49-76。 陳妙華(1999)，服務補救、認知公平

、與客戶滿意再購意願關係之研究，私立東吳大學企業管理研究所未出版之碩士論文。 陳祈宏(2003)，服務缺失、服務補救、顧客滿意

度與顧客忠誠度關係之研究-以醫療產業為例，國立台北科技大學生產系統工程與管理研究所未出版之碩士論文。 廖森貴(2002)，服務缺

失、補救與客戶反應之研究，台北科技大學學報，35(1)，245-259。 廖森貴(2002)，服務缺失、補救與客戶反應之研究，台北科技大學學

報，35(1)，246-268。 劉宗其(2001)，服務失誤類型、補償措施與再惠顧率之探索性研究-以CIT法應用於餐飲業為例，管理評論，20(1)

，65-97。 劉宗其，李奇勳，黃吉村，渥頓(2001)，服務失誤類型、補償措施與再惠顧率之探索性研究-以CIT法應用於餐飲業為例，管理



評論，20(1)，65-97。 鄭紹成(1997)，服務業服務失誤、挽回服務與顧客反應之研究，私立中國文化大學國際企業管理研究所未出版之碩

士論文。 鄭紹成(1998)，「服務失誤類型之探索性研究~零售服務業顧客觀點」，管理評論，17(2)，25-43。 鄭紹成(2002)，服務補救滿

意構面之探索性研究，管理評論，20(3)，49-68。 鄭紹成(2002)，服務補救滿意構面之探索性研究，管理評論，21(3)，49-68。 韓維

中(2000)，服務缺失、顧客歸因與補救回復之滿意度模式，國利台大商學研究所未出版之碩士論文。 簡明慧(2004)，醫院顧客抱怨處理機

制之研究-以台北市某醫學中心檔案為例，國立陽明大學醫務管理研究所未出版之碩士論文。 簡明慧(2004)，醫院顧客抱怨處理機制之研

究-以台北市某醫學中心檔案為例，國立陽明大學醫務管理研究所未出版之碩士論文。 二、英文部份 Alexander, E. C. (2002). Consumer

Reactions to Unethical Service Recovery. Journal of Business Ethics, 36(3), 223-237. Andersson, B. E., & Nilsson, S. G. (1964). Studies in the

Realiablity and Validity of the Critical Incident Technique. Journal of Applied Psychology, 48(6), 398-403. Anonymous (1996). Using

organizational survey results to improve organizational performance. The Journal of services marketing, 10(5), 33-38. Barker, S., & Hartel, C. E. J.

(2004). Intercultural service encounters: An exploratory study of customer experiences. Cross Cultural Management, 11(1), 3-14. Baum, S. H.

(1990). Making your service blueprint pay off. The Journal of Service Marketing, 4(3), 45-52. Bitner, M. J., Bernard, H. B., & Tetreault, M. S.

(1990). The Service Encounter: Diagnosing Favorable and Unfavorable Incidents. Journal of Marketing, 54(January), 71-84. Bitner, M. J., Booms,

B. H., & Mohr, L. A. (1994). Critical service encounters: the employee’s viewpoint. Journal of Marketing, 58(4), 95-105. Bitner, M. J., Booms, B.

H., & Tetreault, M. S. (1990). The service encounter: diagnosing favorable and unfavorable incidents. Journal of Marketing, 54, 71-84. Bitran, G.

R., & Hoech, J. (1990). The Humanization of Service: Respect at the Moment of Truth. Sloan Management Review, 31(2), 89-96. Booms, B. H., &

Bitner, M. J. (1982). Marketing Services by Managing the Environment. In the Cornell Hotel and Restaurant Administration Quarterly, 23, 35-39.

Calhoun, J. (2001). Driving loyalty by managing the total customer experience. Ivey Business Journal, 65(6), 69-73. Carlzon, J. (1987). Moments of

Truth. Cambridge: Ballinger Publishing. Chandon, J. L., Leo, P. Y., & Philippe, J. (1997). Service Encounter Dimension a Dyadic Perspective:

Measuring the Dimensions of Service Encounters ad Perceived bgy Customers and Personnel. International Journal of Service Industry

Management, 8(1), 65-86. Craig, C. (1990). Company Study: Five Steps To Service Excellence. The Journal of Services Marketing, 4(2), 39-47.

Davis, F. W. Jr., & Manrodt, K. B. (1992). Teaching Service Response Logistics. Journal of Business Logistics, 13(2), 199-229. Engel, L. (1969). The

moment of truth in management services. Journal of Accountancy, 127(000002), 33-37. Flanagan, J. C. (1954), The Critical Incident Technique.

Pshcological Bulletin, 51(4), 327-358. Goodwin, C., & Gremler, D. D. (1996). Friendship over the Counter: Hoe Social Aspects of Service

Encounters Influence Consumer Service Loyalty. Advances in Services Marketing and Manage- ment, 5, 247-282. Goodwin, C., & Ross, I. (1992).

Consumer Responses to Service Failures: Influence of Procedural and Interactional Fairness Perceptons. Journal of Business Research, 25(2),

149-153. Gronroos, C. (1988). Service quality: The six criteria of good perceived service quality. Review of Business, 9(3), 10-13. Grove, S. J., &

Fisk, R. P. (1983). The Dramaturgy of Services Exchange: An Analytical Framework for Services Marketing. in L. L. Berry, and G.

L.Shostack(eds.), Emerging Perspectives on Services Marketing, American Marketing Association, Chicago, IL. Grove, S. J., & Fisk, R. P. (1983).

The Dramaturgy of Services Exchange: An Analytical Framework for Services Marketing. In Berry, L., Shostack, G., & Upah,G. Eds., Emerging

Perspectives on Services Marketing, Chicago, I. L. : American Marketing Association. Grove, S. J., Fisk, R. P., & Dorsch, M. J. (1998). Assessing

the Theatrical Components of the Service Encounter : Acluster Analysis Examination. The Service Industries Journal, 18(3), 116-134. Harris, R.,

Harris, K., & Baron, S. (2003). Theatrical service experiences: Dramatic script development with employees. International Journal of Service

Industry Management, 14(2), 184-199. Hoffman, K. D., Kelley, S. W., & Rotalsky, H. M. (1995). Tracking service failures and employee recovery

efforts. Journal of Services Marketing, 9(2), 1-11. Horzewski, A. (2001). Unlock Your Customer Interaction Potential, ABA anking, 14-18.

Keaveney, S. M. (1995). Customer switching behavior in service industries : an exploratory study. Journal of Marketing, 59(2), 71-89. Kelley, S. W.,

& Davis, M. A. (1994). Antecedents to consumer expectation for service recovery. Journal of the Academy Marketing Science, 22(1), 52-61. Kelley,

S.W., Hoffman, K. D., & Davis, M. A. (1993). A typology of retail failures and recoveries. Journal of Retailing, 69(4), 429-452. Kiska, J. (2002).

Customer experience management. CMA Managem- ent, 76(7), 28-30. Kiska. J. (2002). Customer experience management. CMA Managem- ent,

76(7), 28-30. Knorr, E., Sleeper, B., Kaye, D., & Udell, J. (2003). Web services blueprint. InfoWorld, 25(47), 32-44. Kostera, M., & Kominski, A.

K. (2001). Four theatres: Moral discour- ses in Polish management. Management Learning, 32(3), 321 -343. Lacko, J. M., McKernan, S. M., &

Hastak, M. (2002). Customer experience with rent-to-own transactions. Journal of Public Policy & Marketing, 21(1), 126-138. Levesque, T. J., &

McDougall, G. H. G. (2000). Service Problems and Recovery Strategies: An Experiment. Canadian Journal of Administrative Sciences, 17(1),

20-37. Manrai, L. A. (1993). Mood Effects in Services : An Integrated Conceptual Model. In Swartz, T. A., Bowen, D. E., & Brown, S. W., Eds.,

Advances in Services Marketing and Management, London: JAI Press Inc. Maxham III, J. G., & Netemeyer, R. G. (2001). A Longitudinal Study of

Complaining Customers’ Evaluations of Multiple Service Failures and Recovery Efforts. Journal of Marketing, 66(4), 57-71. Menon, K., & Dube,

L. (2000). Ensuring Greater Satisfaction by Engineering Salesperson Response to Customer Emotions. Journal of Retailing ,76(3), 285-307. Mick,

D. G., & Fournier, S. (2000). I can't get no satisfaction (without really knowing customers' experiences). American Marketing Association.

Conference Proceeding, 11, 81-82. Miller, J. L., Craighead, C.W., & Karwan, K. R. (2000). Service recovery: a framework and empirical

investigation. Journal of Operations Management, 18, 387-400. Mirvis, P. H. (2005). Large Group Interventions: Change as Theater. The Journal

of Applied Behavioral Science, 41(1), 122-138. Novak, T. P., Hoffman, D. L., & Yung, Y. F. (2000). Measuring the customer experience in online

environments: A structural modeling approach. Marketing Science, 19(1), 22-42. Oliva, R. A. (2000). 'Atomize' your customers' experience.

Marketing Management, 9(3), 54-57. Oliva, R. A.(2000). Atomize' your customers experience. Marketing Management, 9(3), 54-57. Oswick, C.,

Keenoy, T., & Grant, D. (2001). Dramatizing and organizing: acting and being. Journal of Organizational Change Management, 14(3), 218-224.



Panteli, N., & Duncan, E. (2004). Trust and temporary virtual teams: alternative explanations and dramaturgical relationships. Information

Technology & People, 17(4), 423-441. Parasuraman, A., Valarie, Z., & Berry, L. (1985). A Conceptual Model of Service Quality and Its

Implications for Future Research. Journal of Marketing, 49(Fall), 41-50. Parasurman, A., Zeithaml, V. A., & Berry, I. L. (1985). A Conceptual

Model of Service Quality and Its Implicatohns for Future Research. Journal of Marketing , 49, 41-50. Pine, J. B. II., & Gilmore, J. H. (1999). The

Experience Economy. Harvard Business School Press, Boston, MA. Schmitt, B. H., & John, K. (2003). Customer care: Managing the experience,

strengthening the business [Customer experience management]. CMA Management, 77(3), 6. Shostack, L. G., Czepiel, J. A., & Solomon, M. R.

(1985). Planning the Service Encounter, The Service Enounter, New York: Lexington Books. Smith, A. K., Bolton, R. N., & Wagner, J. (1999). A

Model of Customer Satisfaction with Service Encounters Involving Failure and Recovery. Journal of Marketing Research, 36(3), 356-372. Stevens,

T., & May, A. (2004). Improving Customer Experience Using Web Services. BT Technology Journal, 22(1), 63-71. Streeter, B., Bielski, L., &

Valentine, L. (2005). Amid all the glitter, it still comes back to customer experience. American Bankers Association, ABA Banking Journal, 97(1),

49-52. Suprenant, C.F., & Solomon, M. R. (1987). Predictability and Personalization in the Service Encounter. Journal of Marketing , 51(2), 86-96.

Tateson, R., & Bonsma, E. (2003). Shopping Garden -- Improving the Customer Experience with On-Line Catalogues. BT Technology Journal,

21(4), 84-91. Tax, S. S., & Brown, S. W. (1998). Recovering and learning from service failure. Sloan Management Review, 55(4), 75-88. Terry, L.

D. (1997). Public Administration and the Theater Metaphor: The public administrator as villain, hero, and innocent victim. Public Administration

Review, 57(1), 53-61. Thomas, B., (2003). Making quality customer experience real: how we achieved new heights in our customer-supplier

relationships. Quality Congress. Annual Quality Congress Proceedings. 57, 617-623. Thomas, W. J. (2002). Spectacular metaphors: From theatre

to cinema. Journal of Organizational Change Management, 15(1), 11-20. Viney, L. L., (1983). The Assessment of Psychological States Through

Content Analysis of Verbal Communications. Psychological Bulletin, 94(3), 542-563. White, E., Behara, R., & Babbar, S. (2002). Mine customer

experience -es. Quality Progress, 35(7), 63-67. Williams, J. A., & Anderson, H. H. (2005). Engaging customers in service creation: a theater

perspective. The Journal of Services Marketing, 19(1), 13-23. Zeithaml, V. A., & Bitner, M. J. (1996). Services Marketing, Singapore: McGraw-Hill.


