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ABSTRACT
As the continuously improve of our national living standard, the increment is not just showing in medical service demand but also
the service quality. And the implementation of national medical insurance has become more competitive in the medical market.
“ How to improve the medical service quality under the limit resources” and“ how to ensure consumers’ rights with more
satisfaction” is the big concern for medical center] government and the public.
According the collected 14 emergency cases and the negative consuming stories, this research adopts SSIT to set the “ Anger point
" from the failure elements caused by every negative consuming story.
There will be a Blueprint delivered from the emotion of negative consuming stories, and according to every negative emotion time
frame and consumers’ point of views gradually construct the emergency medial subjective service. These consumers’ negative
experiences arranged from the classified elements of failure service and the concepts of continuous failure service all become an
important part which cannot be ignored. The medical service provider should be at the point of view of the patient and family, and
to understand customers’ need to avoid the service failure again and also to make an efficient compensation.
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