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reative Life Industry, which integrate experiences of livelihood industries and local culture,
Cplays an important role in guiding enterprises to apply the concepts of the experience economy.
The “deeply experience” and “highly aesthetic feeling *“ are two important dimensions for designing
customer experience for the Creative life industry. The one’s Land of retreat and wellness was
taken as an example to verify the “highly aesthetic feeling ““ experience model. This study found the
followings: (1) Using the entrepreneur’s lifestyle, applying to experience design strategy. (2) Using
primary and secondary strategy for experience design.(3) Developing experiential goal, experiential
clues and methods. (4) Designing the peaks of experiences, immersing visitors in activities. (5)

Designing the key service processes and seamless service management.
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