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ABSTRACT
After humans become civilized, the importance of toilets is realized gradually. Because the atmosphere of toilet is created in some
commercial space not only in the way of practical functions but also a mass of resources put in space design, Theme Lavatory is
created. Although people discuss theme toilet a lot, few academic researches are on it. Present researches on toilets emphasize bath
space or accessories in a house and public toilets most stress on researches of sanitation and need.
Therefore the research object is public toilet space created by theme design in the department as one of commercial space.
According to bibliography, there are two kinds of Theme Lavatory: exquisite style and distinct style. This research is according to the
two kinds of space styles to approach their formed factors, constructed characteristics, built effects, users’  different cognitions of this
space and constructed techniques which influence users’ perceptions.
The researcher expects above research can be considered to set up Theme Lavatory and achieve anticipative effects. Researchers
can follow up this research to discuss further social meanings to form the space. Otherwise, the researcher also finds the difference
between sex. Female influences the space more than male. This can be further discussed afterward.
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