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ABSTRACT
This study was intended to probe into contiguous failures and to build consumer subjectively service blueprint by SSIT method in
apparel industry. In order to explore the link anger points in service failures by both customers’ and employees’ viewpoints, this
study presented a concept framework with seven kinds of classification( including cause affairs, implicit conditions, the anger points
of inappro-priate response, failures of appeasement, anger points of link, anger points of secret re-connaissance, and anger points of
prompt.), it should be noticed that the explicit anger points produced by implicit conditions, anger points of secret reconnaissance,
the fail-ures of appeasement followed by remedial actions after service failures, and the points of anger caused by contiguous failures.
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