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ABSTRACT
This study applied qualitative research method, specifically to probe into the service failure and service recovery caused by Chinese
tourists touring Taiwan. The researcher utilized in-depth interviewing technique for data collecting, taking the students of University
of Amoy as study subjects, of whom came to Taiwan for non-degree programs. Study tool were that of Subjective Sequential
Incidents Technique, which used for analyzing the negative emotional experiential ideas generating by Chinese tourist when
exploring Taiwan. The results are as follow: (1) many service failures happened to Chinese tourist when exploring Taiwan are about
angry aspects of “ secrecy,” such as investigation, disclosing secrets, snitching, and exposing secrets. (2) for generating the Chinese
tourists’  negative experiences, this study comes out with two major influential factors, that is halo effect and inter-culture factors. (3)
among the angry contexts that bring out service failure for the Chinese tourists, there are 15 existing angry aspects that induce
service failure, of that the severest goes to “ tour guide forcing consumption” and “ meals arrangement; however, “ passing
through the Customs” is the most unique. (4) of all the cases of successful and unsuccessful service recovery for the Chinese tourists
after service failure, there is no any successful service recovery cases provided by service end, but unsuccessful one.
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