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ABSTRACT
From Bitner, Booms and Tereault (1990) by “ the essential event analytic method” (Critical Incident Technique, CIT), initially
discusses satisfaction of/not satisfactory event the service contact, but this method will have the neglect vein characteristic
expe-rience material risk. Takes advantage of this, this research picks the subjective smooth event technology (Subjective Sequential
Incidents Technique, SSIT) the method, joins the time order concept, its viewpoint rests on customer’s expense experience, catches
in the service contact all courses, attempts thoroughly to understand service fault the food and beverage industry vein characteristic.
In addition, the customer satisfies the correlation to study many by “ the unidi-mensional concept” the classification, thought the
customer satisfies/unsatisfied is the linear relations, according to the above, this findings proposed serves the double factor concept:
1. Service health care factor 2. The service drives factor 3. Under vein satisfac-tion/not satisfactory common factor. The findings
may supply reference outside the service blueprint design, also may provide the customer according to the vein service situation
satisfaction, carries on the customer to experience manages.
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