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ABSTRACT
The purpose of the study is to explore the interactive situations and problems in the course of “ service failure” and“ service
recovery” in hairdressing service industry from the subjective viewpoints of customers. As such, this research adopts the Subjec-tive
Sequential Incidents Technique (SSIT) and disassembles the interactions between customers and hairdressing employees into various
links of incidents. It then analyzes the remembrance of customers and their subjective opinions, in order to understand the
relationship between them. In the result, the subjective service footprints of hairdressing service industry are divided into six service
levels and eleven delivery processes. The result of the research not only provides reference resources for managers in designing
educational training and service footprints but also contributes on the strategy manage-ment research with respect to “ service
failure” and*® service recovery” , which ultimately develops service delivery footprints of “ customer experience management”
in essence.
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