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ABSTRACT
This study was intended to probe into sorts of failures and to build consumer sub-jectively service blueprint by SSIT method. The
interviewers were the junior college students and the professional college students in Chang-Hua area, to proceed the stories data
collecting in consumption fail-ures. There are five major points of anger were found(including inappropriate response, failures of
appeasement, prompt, service calamity lasting, and secret reconnaissance ) , based on the research findings, the anger points of secret
reconnaissance, service calam-ity lasting, recovery failure, cost of repeat description and prompt were the perception gaps between
service providers and customers.
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