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Abstract
An applied art, business project for consumers, pursues aesthetic objectives. Therefore it is required to approach the concept

of service marketing for consumer satisfaction. The purpose of this paper is to verify the effectiveness of concepts for service

marketing in processing interior design project. The contribution of this research is the refined checklists for interior design
projects which can be applied to actual business as well as the introduction of service marketing concept into interior design

industry. This paper proposes an advanced business in interfor design industry and is expected to increase consumer

satisfaction in living space as their needs and life styles are being more diversified.
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