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Abstract

With economic and social development, people's pursuit of service quality is getting higher and higher, and
the requirements for metros have also changed from fast, safe, and orderly means of movement to providing
high-quality comfort and a full range of service experience. It is difficult to be perceived and evaluated by
users. Therefore, to enable users to feel the service more intuitively, it is necessary to make the invisible
service tangible. Therefore, to improve the service quality of the metro, based on the existing research on the
metro servicescape, the metro service scene evaluation tool is developed through the research on the
servicescape and service design visualization tools to help users evaluate the metro servicescape. This research
studies the correlation between servicescape and service design visualization tools and derives six components
of metro servicescape evaluation tools, and uses the Expert in-depth interview to verify and apply them.
Therefore, this paper chooses Busan Metro as the object to evaluate when using the metro servicescape
evaluation tool. The results are as follows: (1)Cleanliness: 60 points, (2)Spatiality: 50 points, (3)Comfort,
Safety: 48 points, (4)Convenience: 44 poaints, (5)Aesthetics, Openness, Information: 35 points, (6)Sociality: 29
points, (7)Entertainment: 26 points. Through in-depth expert interviews and case studies, it was conduded
that the subway servicescape evaluation tool plays an auxiliary role in the metro servicescape evaluation,
orderly the evaluation process, and the corporate parts also provide valuable reference materials for the
evaluation process.
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