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ABSTRACT

Glasses service which is technology-oriented used to provide good service quality in cutomers’ point of view. But with the market

getting much more competitive, glasses service sould improve the interaction between customers and avoid service failures to earn

customers’ recognition and get a good competitive position. In order to explore the factors of galsses service failures and figure out

the way of service recovery, this research adopts Subjective Sequential Incidents Technique (SSIT) and the students of universities,

graduate schools and Evening MBA schools in center Taiwan were selected as subjects. There are 14 stories about unhappy

experiences with buying glasses from these subjects were collected and analyzed. Based on these 14 stories, there are 7 episodes were

generated as following: 1. Hospitality 2. Optometry and glasses selection 3. Promotion 4. Glasses receiving 5. Product using crisis 6.

Return and exchange 7. After service. After comparing with the data from the interview with employees, 9 factors of glasses service

failure were discovered and 9 ways of service recovery were suggested based on these factors.
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