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Our living standard elevated according to the
development of scientific technology and industries.
However degree of environmental destruction and
abuse of material culture become serious. As our
concern about our environment protection and
health consciousness grow, well-being becomes
our keyword. Well-being represents preference for
organic food rather than instant fast food or
meat, enjoy leisure or sports, and more concern
about health and appearances. Also we are living
in a lookism which we spend more money and
more concern about our appearances. The scopes
of beauty and appearance related industries show
an increasing trend.

The purposes of this study are to identify cos-
metics consumption and appearance management
behavior according to well-being lifestyle of
women. The results of this study can be a refer-
ence to beauty and appearance related industries.

The subjects were 370 women aged 20-50's.
Data collection period was June, 2005. SPSS
Ver. 12.0 was used for data analysis. Factor
analysis, one way ANOVA, Cronbach's alpha
were done.

The result of study is such as follows:

1. The factors of well-being lfestyle were per-
sonal & value, fashionable appearance, leisure ac-
tivity, healthy food, brands, active social activity,
reasonable consumption, environmental protection,
and individuality. The factors of appearance man-
agement behavior were weight & skin care, ap-
parel & accessary management, food manage-
ment, bath, cosmetics & hair management, inner
wear management, hospital, beautyshop, and use

of identity kits.

2. Women were classified into 4 groups of
well-being group, reasonable value pursuit group,
ostentational consumption group, and bad-being
group. The proportion of ostentational consump-
tion group was the biggest, but that of bad-being
group was the smallest.

3. Well-being group spent more for cosmetics,
experienced refill cosmetics more, had more in-
tention to use refill cosmetics, used basic and
color cosmetics, perfumes, and body cosmetics
more, made-up for skin protection, and patron-
ized departmentstore. Reasonable value pursuit
group spent less for cosmetics and made-up less,
and partonized discount-store. Ostentational con-
sumption group spent more for cosmetics and
made-up more. Bad-being group spent less for
cosmetics and made-up less, and patronized cos-
metics category killer.

4. Well-being group and ostentational con-
sumption had more concern about their appear-
ances, but reasonable value pursuit group and
bad-being group had less concern and neglected
to improve their appearances.
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