goboobuoobooobouoob -buoood
goougon

E-mail: 9806536 @mail.dyu.edu.tw

00
O Bitner, Booms and Tereault (1990) 0 0 0 O 0O O O O O O (Critical Incident Technique, CITO OO DO OOOOOOOO/O
0000000000000 00000000000000000000000 0000 0O (Subjective Sequential
Incidents Technique, SSITO OO O OODOOOODOOOOODOOOOODOOOOOOOO0OOOOOODOOOOODOOO
000000000000 0D0O00 000oo000oo00o0DooO00o0oooooDooOoooO/0000000
00000000000 0D0000000l1.0000002.0000003.000000/00000000 00O
OO000000000o000oDo000oooo00ooooooooooooooooon

ooo0:0bo0b0obbooboobuooboboooboobon
oo

goodbOobo0o0ooOoboU0oooobO0obobooDOoboo wbOobOobooOOooOOobOoUOoOUObDOobOoODOobDObooog
vlO0OoOooooooboooOobooogooobooooobvooDOOobOOoOooOOooOOoboUoOOobUobObOoDOoDbOo
OvioODOOooOoooooOobooooooooooobobovwiiiboboooob0obOoOooOoboobOooDOoDbo
000 xOODOODOOooOoooOooboooooO0ooooooboo0 10000 oo0boooobD0obOoDoDOoDo
goodlgoboobobooobooobooboobobDoobg 2b00booboboo0oboobUoobooboo
goooo3foooooboooooobooooooboobooooooboo30obooboooobobboboobOooo
gboobdedoboobUoboOoooobOoOoOobUObOOoOOobOob b0 bOODOODbUOobbOODUODbOOO
ooooobob 120000oboo0ooooobobobooboobOo0oo0ob0 v0boooobobboboDoDbOooo
oooobooboo0o 4o0oobooooooboboboooobooooobobbO soooobobbOooDoDbOooo
gboooboobobb 20b000b00bgooboboobooboobobbo 2bo000booboooboobo
gboooboobobobob 4700000D0O0DODDODODOODOODODOODOAIODOODODODODO
goooboobooboboo7nibooboooboboobooboobobboobboob nnoobooboobo
goooboobobbooboobgs0bobbo0obo0obooboboobDooboobobo woOobOoDbOoo
ooooboobooooobouoog oA ODODOOODO(COpLOOODOobOOUODOOD O OBOOOOOO
00 0000OO0b00oOoboOobobooesbCcOibO@EUu2oobooooboboboonbD oocODODODO
o0@Cbo2o00b000db0dbodb 1100ECO0OOODOODO@EOOL)DDOODOODODOO 130DOFODOODO
o0@EoOoboooonD)obobo0o s0b0GOU0b000bOo@EboOoooobDOoboboooO)b e 0HOODO
goo@COoboooobobooo)bgwro0lIb00b00DOO@EOOOoDObOOO)DODObDO 18003000
goo0Oo@Eboobo0obobO)0b0b00b00 1o KoooOoooo(EoooobooO)oDOobOo 11100LO
goodoo@E@uoooobooo)oobobOob n12o0oMO0DO0O0ODOO@EOLOOODODODOODOODOO)D 1213000
02 1000000000000 00b b0bob0bo0ob00 40 2-20000000b00 DO0DbOObDOO0ObDO0ODbDO
8031000000 000DL0O0OD0ODOO0OO0ODOODO 140 3-200000000000M@OCO)DODODODOO
150 3-3000000000000000000 0000 150 3-400000000000000M@0CODOODOO
oO0)oooooooooO0ooooOoooboboog1e0O3-50000o00oOo0oDoOoOoooo boooOoDO Ty 3-
el00 0b000oOooOobOoobo oobobooooboOo 18U 3-7O0O0ODODODbL DOOOODObLOODODO
0190 3-8 0opoobooooooboooooobooboo 20 3-90po0bobooooboooooDooDo
oboodbt 210 410000000000 0DO0O000O00OD0O0OO0ODO0O 280 4-2000000DO0O0OO0ODOOO
gboogbgoobsod 4-30000000000O00O0ODO0O0ODOO0ODbOb0DBUD O 210000000000
goooboobobboboo 40 220000000000DO0O0DOODDOODOODOODS

gogo

OO0O0OOQO PineB.J.,&Gilmore,J. H.2003) 0000000 O0O0O0O0O0O)NNOD: 000000 OO2002000)0O James, L. H.
@as7booooooobD@EoooooobO)pyo0oooo0obOo0o0bL:DOobOoc00oD ODbO0o0oOoOo0oOoo0DOOOn(2006)



0000000000000 0o00oo0000D—-—00000000000000000D04089-1100 DODO RGO DOOOONO
0000000000 00000000000000000005()019-220 00000000 O0ODOEROI3)IODODODOOOOOO
0000000000 000000000000009(N039-580 DDDOROIIDODODODODODODODODODODOODDOOOOoOOOd
0000000000 000000000000000000000000000000 000N OO0 OnOooOoOn:
0000000000 o00ooo00ooo00ooo00oo000o0o00o0oo0o0Dooo00oDo0O 0000000 oooooon
0000@979 00000000 OOND DO (Attractive Quality and Must-be Quality)D D 0 00 0002150334100 0000000
0001420 14701984)0 DO ORI OO0 ODODOOO0OODOOOOOOO0ODOOOOOOOOOOOOOOOOOOoOO OO0
oooooEog OO0l nDoo0Noooooo0oooooooooooDs34)uoi27-1400 OO ODOOOOOOOOOO
0oV OOOUOODOOOUODOOO0O000D0O000000—-00000000000000000040111-1390 000000
groos) O ODODOODODODODOUOOODOODO:0D0ODODODOOO0OOODODOODOD3049-760 OO O(2007)0
0000000000 00o0D—-0000000000000000D0OC000DOO000DOD00DODO0000O@Ee¥UUuDOOd
0000000000 00ooO00DoO000ooDoD00oDDO00 0oooooDOoEoYUIDDODDOODO00DoDoODOooD
02020 251-2620 DO 0O (20040 000000000000 00O0ODO0O0ODODOO:. 0000000000 000D0ODOOO0O1020 69-94
0000300000000 0000ND0O000D0O000N0o000DDO0000000DoO000DoO0 0DogEocODUOn
000000000o0o00oDoO00o0o000ooDo00o00o000oDoO00DbO0O00 0000000 oDooooooEIYOOT
0000000000 000oo0o0ooo0—-0CcITOO0D0O0000D0D0000020)Oe65-970 DOODOOOODOODOO(2007)0
O0000000000000000000000005080208-2100 DO00O0O0O0OOROOODDOODOODOOOOODOOOOO
000000000380113-1540 000 RR00O7)OIDODOO0OODOO0O0O0OOOOODODOO0ODOOODODO?2061-640 OO O (2003)0
00000000000 00oo000ooo000oDo0000o000Doo00D00o0000oDoD000O000000 00099700
0000000000 00oo00ooo000oo00o00o000o0o0o0oo00Doo000oD 000000 Arnould, E.J., &
Price, L. L. (1993). River magic: Extraordinary experience and the extended service encounter. Journal of Consumer Research, 20(1), 24. Abbott,
L.0 (1955).0 Quality and Competition. New York : Columbia University Press. Bearden, W. O., & Teel, J. E. (1983). Selected Seterminants of
Consumer Satisfaction and Complaint Reports. Journal of Marketing Research, 20, 21-28. Bell, C. R., & Zemke, R. (1987). Service breakdown: the
road to recovery. Management Review, 76, 32-5. Berry, L. L., & Parasuraman, A. (1991). Marketing services-OJ ompeting through quality. New
York: The Free Press. Bitner, M. J., Booms, B. H., & Tetreault, M. S. (1990). The service eecounter: Diagnosing favorable & unfavorable incidents.
Journal of Marketing, 54(1), 71-84. Bitner, M. J., Booms, B. H., & Mohr, L. A. (1994). Critical service encounters: The employee’ s viewpoint.
Journal of Marketing. 58(4), 95-106. Churchill, G. A., & Surprenant, C. (1982). An investigation into the determinants of customer satisfaction.
Journal of Marketing Research, 19(4), 491-504. Goodwin, C., & Ross, 1. (1992). Consumer responses to service failures: influence of procedural and
international fairness perception. Journal of Business Research, 25(2), 149-163. Gronroos, C. (1988). Service quality: The six criteria of good
perceived service quality. Review of Business, 9(3), 10-13. Hart, C. W. L., Heskett, J. L., & Sasser, W. E. (1990). The profitable art of service
recovery. Harvard Business Review, 68(4), 148-156. Herzberg, F., Mausner, B., & Snyderman, B. B. (1959). The motivation to work. New York:
John Wiley. Hoffman, K. D., Kelley, S. W., & Rotalsky, H. M. (1995). Tracking service failure and employee recovery efforts. Journal of service
marketing, 9, 49-61. Keaveney, S. M. (1995). Customer switching behavior in service industries: An exploratory study. Journal of Marketing, 59,
71-82. Kau, A. K., & Loh, W. Y. (2006). The effects of service recovery on consumer satisfaction: A comparison between complainants and
non-complainants. The Journal of Services Marketing, 20(2), 101-129. Maxham, J. G. (2001). Service recovery’ s influence on consumer
satisfaction, positive word-of-mouth, and purchase intentions. Journal of Business Research, 54, 11-24. Oliver, R. L. (1980). A cognitive model of
the antecedents and consequences of satisfation decisions. Journal of Marketing Research, 17(11), 495-507. Parasurama, A., Zeithaml, V. A., &
Berry, L. L. (1985). A conceptial model of service quality and its implications for futuring research. Journal of Marketing, 49, 41-50. Parasuraman,
A., Zeithaml, V. A., & Berry, L. L.(1991). Refinement and reassessment of the SERVQUAL scale. Journal of Retailing, 67, 420-450. Swan J. E., &
Combs, L. J. (1976). Product performance and consu mer satisfaction:A new concept. Journal of Marketing, 40, 25-33. 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. Swanson, S. R., & Kelley, S. W. (2001). Service recovery attributions and word-of-mouth intentions. European Journal of Marketing,
35(1/2), 194-211. Streeter, B. B. L., & Valentine, L. (2005). Amid all the glitter, it still comes back to customer experience. ABA Banking Journal,
97(1), 49-52. Taylor, S. (1994). Waiting for service: The relationship between de-lays and evaluations of service. Journal of Marketing, 58(6), 56-69.
Taylor, S., & Claxton, J. D. (1994). Delays and the dynamics of service evaluations. Journal of the Academy of Marketing Science, 22(3), 254-264.



