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Abstract
This study is conducted by employing the

concept experienced by consumers for
understanding the past approaches of
household refurbishment so as to analyze the
motivation and concerns for household

refurbishment decisions, post-satisfaction and
the overall experiences of the
designer-contractor’s service quality and to
present a well-defined structure for explaining



the experiential elements of household
refurbishment consumption. The objective of
this study is to apply the concepts of consumer
experience in constructing a theoretical
framework for the experience content and
experience relationship of different housing
refurbishment services. The survey target set
for this study are the households in Taipei
metropolitan area that have been refurbished
over the past three years, and the In-depth
interview method was employed to understand
the individual demand of the said households
and the information of their consumer
experiences during the refurbishing process.
Further, the qualitative analysis method was
also used to infer and collate the elements of
experiential demand and consumer experience
for the housing refurbishment according to the
In-depth Interview result. This study indicated
that the consuming experiential demand of
housing refurbishment can be divided into the
following three aspects, namely,
designer-contractor’s demand, house-owner’s
demand and marketing demand. The elements
of consumer experience for the housing
refurbishment consist of the following six
consumer experience aspects: sense, feel, think,
act, relate and value. In this respect, the “value

experience” is the new experience found
during the design process of housing
refurbishment. Among the above-said six

consumer experiences, most of sub-categories
have been formed by “think experience”.

On the other hand, this study has also
found that families that sought for assistance
from contractors exhibited stronger experience
behavior in sense experience and act
experience, while families that hired designers
have shown stronger experience behavior in
sense experience, feel experience, think
experience, relate experience and value
experience. Finally, several correlations exist
among different experiences: think experience
correlates to relate experience and affects sense
and act experience; sense experience affects
feel and value experience; feel experience
affects sense, think and value experiences; act
experience affects feel and value experiences;
value experience affects think experience.

Keywords: housing refurbishment; consumer
experiences; experiential demand;

refurbishment styles
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