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Abstract

The objective of this research is to construct a qualia service experience design model for new-
style culture creative hotels and to explore how new-style culture creative hotels can establish the
qualia service experience. This research has chosen the HOTELDAY+ Group—the biggest cultural
creative design hotel chain store in Taiwan to conduct the qualitative case study. The research
findings show that cultural creative design hotels with the fusion of the qualia-element service
experience design can establish the qualia service experience via six constructs, including con-
veying living concepts and styles, thematic service experience design and form of the style, design
quality and display of the products. There is also the participation aspect in experiencing events
and art creation events, design and beauty between the building and the space, as well as the cha-
racteristics and interaction of the service personnel.
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“HEBRMOGIRYE H AT K R B AGRRE DA OGN AR R SRR, TR AR &R AR
W T — 1R, %ﬁﬁ%ﬁ PR 55 55 S R AER R, 2 NSRS O R B As b 253, 4Ty
RS IR . 7 (MR 22, 2006) [1]. b3l iR e 35 2ol i s S AE T8 RO G BRI =3 1 58 A
WﬁW%Mmdammmamm%ﬁ@%ﬁ\u& mHEA “ik 77 F L, 2009) [2]. Daniela Freund
de Klumbis (2005) [3]7E & 28T (19 18 1T 35 A e TR IXURE B 25 RE R IR AR BG Be 1 h . 4R, 1H %
(emotions) 7 AR A 2 B BRI B E AT NSRRI 2R, 1 HL& B ST 7RI I RE S IR 45 1R 56 1) 45 SR (Babin et all.,
1994) [4]. VSR AEMG = iy, BR TR A E R SR AL, A AR IS AR P RE AT L AT 5 A
J&%3Z(James and Cunningham, 1987) [5]. Sony Hi#:1& H 112 (2003) [6]IA NIARHI AV 228 577 g ik
B EAIE R T RIS A TR AR BRI E S, JEEIR T CERRATTM S MR, ARiE
PIRIEIRIS W T REGIE IR AT /1”7 R A AL —.

AR S5 Bt 5 T8 S5 BT & B AN HH S HIBIE SN R GEAG U712, T Shostack(1984) [7].2 k55
% B (service blueprint), LA Johnson, Menor, Roth, & Chase(2000) [8]4/ H (137 il 55 T /% J& #(new service
development, NSD)H i, (HLEM AR TEMY 2 M55 BEit 2B g DI 4 iz g B bs, WHIRSS KIS 18
VB H S s #0081 5538 1) 44 28 (Steen, Manschot & Koning, 2011; Tingvall & Karpaty, 2011) [9] [10], /K a i
TCRRANNR SRR B TE 2 N AT N AE IR S5 G 5 1 K - 1 ., G IRIE S 1) 2 — PR i e 4 55,
IR e IR 254 1 SR st R o =\ A SR JE 2% K i) (Harrison & Enz, 2005; Sandvik et al., 2011; 254K HH,
2010; pfeifs. MFENE, 2008) [11]-[14], M AARWFTT H—FHL.

AR EEERN: (—) SRS SRR R PR SRR, (Z) S H A A SCRIR S
(how) ) 1 Je% ot i 251k 56

VB R 7t 2 LE BRUDGIRE A, B SCRIRIE BTt A 2, BRI A ORI 8 1k B R AL
SCOREE B A8 ) SO R M T FETE ], RS FE SRR IR R 1 5 3R K R Z S BN

2. SCHRERITY
2.1. PRSI ITH

CHRSAREG” A “BERAAEZR SRS EMESZ” (Otto and Ritchie, 1996) [15]5 1 &%
(Mitchell, Ma, & Chuan, 1999) [16]; ARSI . HREX ARG RS A R KB BB 5P B (Bitner,
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William, Amy and Valarie, 2008) [17]. Comm and Labay (1996) [18] A Zeithaml (1988) [19] & H ik 454k
WHRZRTIEH], HIRSAREAAE TV o AR B0 9% J5 7= 4E, 018 BRI IR 55 4 560 o 2 bL S Ak )
PR AEVEZ . BARIRSS R0 R R LR, (IR RN E S EEE(EELC. RAIE, 8814%,
2012) [20]. Grace and O’Cass (2004) [21] #8 Hi B BN « T 7= 1 L i RS 40 5 RS- 1A B0 A B 35 R &R

i BT AR L ) M s ELMIT I RS RS . M RS 2 = KT R RS . CANRIRS T K
“Mes533R”  (Grace and O’Cass, 2004) [21]. Hit, “ReolRgs” AR SS P UL RS 76 IR 55 ViR h fg it
REBEPRSTE; M NGRS ” WRERS RS, & THRSEAiTASSs &a, “RESmE”

BRI N BRI T N SR 3RS (Bitner, 1992) [22], LUK I % AT A6 F %69 (Lovelock &
Wirtz, 2005) [23]-

22. BRI ESRRER

AT B T SO SCF M dmtE, ARITUARE. %, T, FHREMRAEI0E, maB
B JCH R TG, BT ITHE RS R R A TUS . TURINSFE R, FrRATE 18 3055 L
TRILE W DA BEAAE G, DU A S .

“RERITER” , R E LR OEN R, R ATEEMNREGEY G TR R R, IF X a2
AT RAB R Z2 B0 AT 825 ¥ (Lowe, 2008) [24]. #RZEZ(2010) [25]IN yide i Jgdk A 8 Hh 22 T KR )«
W 77 (Attractiveness). 35/ (Beauty). Il (Creativity). F5#(Delicacy). T %:(Engineering) it 2377 Aok
o HE BB P ARG N R o BRI S5 < BN, s L 5 R O R SRR Bl . H AR B R R AL A
REES THFRAIE S SEEE T F O = R E SR ). SR, REUNR R B I E, 5
FLAT SRR XS (1) 2 22 J5 30 (Kano & Noriaki, 1996) [26]. /85 46 2 Mike, Sl th iy 2% AN F a3 —
P MRS R R S AR B SRR BN L, T2 LARER 5 R 0 R RVERBRRAE AT S T o
T BUIRSS 3R AR 2 1T 48 ER B 4R o R I 2519 B R .

2.3. IRERIESARFE T

25 M AR TR B = AN 2 IR 3 T A REWE FLAE IR B, 43 )2 i 55 KW 1) € 37 (strategiic positioning)
IR %5 ¥ it (Design). J Ik 55 74 52 (Deployment) (A2 €, k2%, 2011) [27]. AR5s HEHE & AL 7E & 2 &
R3S A A R R B AE () 0] R TR 3R, R R IR SR LR EE B I (. X =R R IR 4 &, Qg
MRS HITES T, TeR— MR BUIRSS K8, #xy SDD =41

FHELT HABIR S AHORA 7T, “IRSSWCIT” N — % B2 Ve Fesiids: (HER RN, Hutk
S = R FERE (Larsen, Tonge, & Lewis, 2007; Mager, 2004; Tan, Matzen, McAloone, & Evans, 2010)
[28]-[30]. “## Johnston & Clark (2005) [B1JW\ATENRSS K IETTIH, HRS5 Beit s AR 2V E 22y, JF
HEBG RSN . [FI, BRSSO N v T AR IR S R R i R . “ IRt & “Bih A4
il A~ [F) IR 45 B2k 25 (service touch points) fI4A3:”  (Ho Lavrans, Chris, & Ben, 2008; Holopainen, 2010)
[32]-[33]. % [E(2005) [34]IA MR 5% Ve vt 2 MRk 55 4RI B S Re RS H AR MT3EAT 156 118 5 4 3L
SRS PERLR S B0, HoA O WA N e B IRSS = i 5 ISR R Th . 4RE FFiE(2010) [35]A Ak
Z5 LA aneT 1) B AR BT A SR A BRI IR 55 ik IR 55 B bw . = RIALAE M B S ik S5k R b, X Ak
FUH RSN ST MRS FREE . 55 WU DA R 55 4% 4855 07 T T (i i S mes 12k R % 5 0l

DAL, ASHIF 9T DAE A5 R 55 SR 14 JE 25 15 11 X1 W A (Johnson et al., 2005; X%, 2005; (% R, 2010;
RS FHER. 2010 55) [34]-[371K MR SR LS B T X 23 il 25 5K W 1) 7€ 7 (strategiic positioning) k45 ¥ it
(Design) KR TESE= AR IR(RE W, ik, 2011) [27]. 005 7RSS 58 ORI IR S5 TEE (¥4
G5, LRSS AEERK R EAMRIIRS PG RS N BB, KRS LR BE R 44
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3. MIRA%E

AWK ] 22 AN R34 771 (Multiple-case study), /> Z2HF 50 & AE T B2 R IE T B 5
WHEIME, K2 ETRHEE 1L DRI — AN B — e Rk (N BF. B0 2%l (Benbasat et al.,
1987; Yin, 1994; Yin, 2003) [38]-[40]. XA HI—Lefinv S5 Bl 5, WFF0 & 0% A BRI LA h], 12 E
AN RS S8 A SR T B H R TR TR I KRB HERE . % 515 B (Miles and Huberman, 1994)
[41]. [FIES, 5 HHSXEARFRAVR, DREFEE HIERMAREKRE . 5%, HFMHEHR
RFRFEZ MR R, A BT XA R B HEAT IR (Langley, 1999) [42].
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HRACSOR AR A PR 2 =] (LR SRR AR AL SCIR) AL T 2008 4F, oA Jl AL T3 AR X B, 7kl
JETIRIENY, BEAHN 3.5 14, HHT R T AKGE 200 A, 2014 G280 2.5 1470, AALRE 8 £ 4(2015
6 H)CSOL s 5 SRR BOKWOR . & & H 7 SRR A 7 U SGE BRI , % b3 B0 350 (4]
2015 FRATEIE G R LR, O REER MR RN EZ, 15 - SCR R “ =R E”
SCRIIRME, Pt 2016 SEIRE LEIS. AN T —BORIEZEE, AILSORMU “EHSTHRPIRL” JvAs, H
QB SCONERS, %GBV MR OO, JFEIENAMRA, DB RR G, &l K
1C30R” RINRFGEERZ L. FNIEENK &ERDIAR:, E5—BA “RKICOR” BT, ik
NHiZE— N IRAT KA A

4.1.1. IR T

PR 7K NG Sk R ARAZ ST iR KW R AR ACBE ] 2012 A2 4235 J14E o ¥R K ARAL SO A2 — ] LA STAG A
BEONFFEOR KSR, —3H 106 [R5, KT RUSAEM D, & W— 8489 Tim B, 4
MG S HYeNT, SBUHMES B B R Rz, WKRIT. BT AJEXIERE G, #E
AR SR OB 1) RARACSORGG L2 FEAL B0, A S RRERIERRT “ BAM” | AT DURER)

Figure 1. Hotelday+ Tamsui
1. SRIKIRRL


http://www.flickr.com/photos/allanhsieh/8415397917/

SCOUTRIE 2 R 55 A v A PR o

B D TR R SR 55, A EBIBEAC D o R R T DU A Ak T 3R MG RS, A
IERAE i o B, RILPeHCOR a1 Re 0, JF HEGEM AL E SR GO RS, R ER, Hig
RS IR I B AT Bk, IR R ERE I, JFMERE G, EREE B A HAA R
IKAHEI AT i, RIS SR

4.1.2. BREFRBETFEINT

HRACSORBRIR IR RE T REVE 152 LT rfty, 2014 SEF PG, BLL “4 6 58— K UAZRN A Sk
JE” MBS, NI KAACHEFRIE (B 2); AREEE X AT S 3k FE vk MR TS T
FREBTE—AENP, OFSANEEORSAAE; TRE. RERER; ZRRBIREM S 2%
PAAL, it I 5k 0 4T 5 ST B JRE K 25 IR Sky Lounge 23.5 LA 1 e bvkoty, ATt A S s il
MR BRI RE T BRI — RS S0 Ve 84, B TR RIERE LA R TR, SR Bl iR — A AL
Febl, AR BURAT T IR ST RS, TR AT A L B A b R AR, R, MRS,

4.2, FEACSOREEBRAR A& T o4

FRACSCIR LA “AEMSCAHRIIAREG ” A, KIBTEN SRS B S “MRSRIT” 5 AL THIRIE i
JRRFNZ & E, B OL U SRR 0 I, FERUE R (form) S 30 T8 20 5 A SR A 18 5 dk 13 I
ghfy. Wit AN EE L5 (Saarinen, 1985) [43]. AT T

(—) SRS R LS

AT 2008 fERAL B LS, SARESIER CNBEMITR” « CRREIRS T CMRRIRAT
287, RFEQHIRSG SEM B2 EHE ., MRMEFKLL “BONRAT I H b /B8 — M
O AL, BRI BT RE LR N BB 3R S IR IR AE R o ARACSUR AT AR NI, R RS . B, A AT
BEZ iR, XA R, EANE AR AN E R, BEFEKAE, AILSURAN R AER)E,
MR RF N At 8 .

(=) Bt ERERIRSS AR B 5

HEACSTIR VA “AEH A AIARTS” AR, KIBIENSLAERE S “IRS T ¢ ARACSCEIB RIS 5
JRRHNZ & E, B DL U SO R 7 O I, FEBAE K (form) S 30 ; T8 205 F SR 4 18 35 3 (138 T
gER. Wb AR ULESK B 4% (Saarinen, 1985) [43].

Figure 2. Teascape Chiayi
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(B 3)yzd; BIENEZMMBEILFASS ik 53, S5 HBOEMIER, BT —#EikaD
Wed, &I 1R 2 QISR IR KBRS . ARALSOR IR 28 A IR AN O 5 2 L AR 55

(h) 25 st 555

CAHR TN i SR 22 Lk e BURBUB a2 2B “ ik ” ML, XA Es & aUF . . SR EE S,
RJVEAETT I ER . MEFKER, RICOURSHEISCRI LS &, PL BRI N, THN T
WIRRIE 5K A S 5%, bkt Ia, SRGLXT R (K 4. 1 5).

(N) M55 NG HI%s RS HEh

RIS RS A HE RS N RISk Ui 5340, 03 TR R 2 I T 3R . A7 AL SRR IR e S 25 B it
FESCANTR G (RIPR 7 AR 55 s DA K % AR 58— I il At RE AR BR R 5 ) ABLAK) RE /7, #R Lk SCATR B B8 B a4 )
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IR 55 F HA 53 BRI 5000 Je2 1 AR, AT WA iR B IR DTSR, 457 RO e 5 2
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WA A4, EINKIEABLE)E . HH% T Daniela Freund de Klumbis (2002) [3]7F “ S-3& W3 Ak TE A%~
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Figure 3. Mascot Hanji
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Figure 4. Cat-designed corridor
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Figure 5. Hallway painted with mangroves and waterfowl
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Figure 6. Lobby of Teascape Chiayi
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