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Abstract 
 
This study conducted the relationship between appearance self-schema, body image, self-esteem, and 
appearance management activities of college girls in South India. Participants were 418 college going 
women in South India. The study has revealed that young women who are appearance schematic, have 
low self-esteem, less satisfied with Body image, high life satisfaction , use cosmetics on routine 
occasions and are satisfied with their appearance than those with low appearance self-schema. 
Cosmetics usage on special occasions has no significance with appearance self- schema and it also 
does not evoke any response on appearance satisfaction.  
 
Keywords: Appearance schema, body image, appearance management activities  

 

I. INTRODUCTION 

Management of one's physical appearance includes such behaviours as dieting and 
exercising, as well as the choosing of clothes and accessories that might enhance 
one's appearance. Self-esteem can be improved by taking care of one's physical 
appearance (Rudd & Lennon, 1994). Further, Cash defines AMB as behaviour like 
cosmetics usage, hairstyling and clothing (Cash, 2002) and is the process of managing 
self-presentation to execute one's role through interaction with other people (Kaiser, 
1997). The use of cosmetics is one of many ways that women enhance their 
appearance on a daily basis, and it might be claimed that this practise is the most 
prominent one. Cosmetics, such as foundation, mascara, blush, and eye shadow, can 
be applied fast, are long-lasting, and can boost one's self-esteem, according to society 
or personal beauty ideals (Miller & Cox, 1982). 

The purpose of this study is to explore the South Indian College girls attitudes toward 
appearance management, cosmetics usage, and their perception on appearance self 
schema and appearance satisfaction. The use of cosmetics has been connected to an 
increase in attractiveness evaluations in the past (Mulhern et al. 2003), but little 
research has been done in the South Indian setting that ties cosmetics consumption 
to appearance investment and satisfaction.. However, what remains unclear is the 
relationship between one's already formed body image, self-esteem, appearance 
investment, self-perceived attractiveness and cosmetics usage. 
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II. RELATED LITERATURE 

Appearance self-schema is the major individual aspect that drives people to achieve 
cultural beauty ideals, developed by our society (Jung & Lee, 2006), through various 
coping behaviours like cosmetics use, dieting, clothing, exercises etc (Felicia M. 
Chang, Josée L. Jarry , Michael A. Kong,2014; Jung and Lee, 2006; Leslie Rene 
Merritt,2004,2010).  Personal appearance-related information is processed by 
individuals' appearance self-schemas, a set of psychological and cognitive 
frameworks (Cash et.al. 2003). A person's conception of their physical appearance is 
referred to as their "appearance self- schemas." The perception of one's body image 
is influenced by one's physical size, shape, weight, and investment in one's look. For 
some people, the value of their looks is further developed and they are referred to as 
'appearance-schematics' (Labarge, Cash, & Brown, 1998). Women who place a high 
value on appearance are known as Appearance schematics, a term used to describe 
these individuals. Researchers discovered that women who viewed their beauty as 
more important than other aspects of their lives felt more body dissatisfaction, a lower 
degree of self-esteem, and a more negative mood. Self-perceptions are also 
influenced by one's self-conceptions... 

Body Image  

A person's sense of self is profoundly influenced by their perception of their 
physical appearance (Burns, 1979). In other words, it's the mental image one has 
of one's body. Self-evaluation of one's physical characteristics is another aspect 
of one's body image (Burns, 1979). Cosmetic use is strongly influenced by one's 
self-perception (Rudd & Lennon, 2001). There was a high correlation between 
appearance self-schema and body image affect, according to Cash (1994). A 
person's body image forms the foundation for their self-evaluation when they 
construct an elaborate appearance schema based on their appearance schema 
(Tiggemann, 2005). 

Accomplishment 

A person's overall sense of self-worth, or "global self-esteem," is a spectrum of good 
and negative attitudes about oneself. Positive or negative feelings about oneself are 
what Rosenberg (1965) called global self-esteem. For many people, body image and 
self-esteem are intertwined because of the importance of self-esteem in their 
personality. Amounts of money (2002). Because of the unrealistic societal expectations 
placed on women's physical appearance, many of these women develop negative self-
perceptions about their bodies, which can lead to low self-esteem or a generalised 
feeling of inadequacy (Cash & Pruzinsky, 1990; Labarge et.al.,1998;Cash, 2003; Jung 
and Lennon 2003; Cash et al, 2005). 

Life Satisfaction and Appearance Self-schema of Young South Indian Women 

Self-schema is a framework in which researchers have undrstood the self empirically, 
is a potentially useful concept for explaining research in character strengths and well-
being (Markus, 1977). Well-being can be interpreted as life satisfaction and there is 
relationship between life satisfaction and self-schema. The content of self-schemas 
was also robustly predictive of life satisfaction or psychological well-being (Ogilvie 
(1987; Kates, Michelle, 2007) because one’s emotions, thoughts and behaviour are 

http://gradworks.umi.com/32/90/3290027.html
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the outcome of self-schema. Appearance schematic people believe that appearance 
is responsible for whatever happens in their life, so when they are invested in 
appearance, they indulge in activities to improve their appearance and when they 
improve their appearance they feel that they will have life satisfaction. Earlier studies 
have found positive relationship between social self-concept, self-esteem and life 
satisfaction  (Bloch & Richins,1992; Margaret S.Westaway et.al.,2001; Tamara Renee 
Young,2002;) studies have found that salient negative traits within self-schemas 
relates to depression while positive traits within individual self-schemas relate 
meaningfully to psychological well-being (life satisfaction) (Greenberg & Beck, 
1989;Park, et.al.2004;).   

Cosmetics Usage occasions: Routine & Special Occasions 

There are various cosmetics usage occasions. The primary function of cosmetics can 
be divided into two categories: compensatory usage and decorative usage (Cash 
&Cash, 1982; Kelson et al., 1990). The former means that attractiveness is enhanced 
by covering perceived flaws. The latter is a means to increase attractiveness by 
expressing one's individual identity through cosmetics use; the attractiveness of the 
makeup application itself (artful colours) is then imparted to the user and they become 
attractive (Bloch &Richins, 1992).  

There are several situations for which women use cosmetics. The study on cosmetics 
consumption can be better understood if the classification of cosmetics is appropriate. 
The classification of cosmetics varies from author to author, some studies have 
categorised based on degree of permanence i.e., permanent and volatile (Patzer, 
1985 and Brown et al., 1986), to improve innate and mutable characteristics 
(Schulman & Hoskins, 1986, Cash & Cash, 1982), Remedies, camouflages and 
enhancers. (Brain, 1979 as cited in Bloch & Richins, 1992), compensatory and 
decorative (Leslie Claire Keil, 2006), situations for which cosmetics (Cash, Dawson, & 
Davis, 1989). Cosmetics for routine occasions and looks for special occasions 
(Beausoleil (1992); Silverio, Lauren, 2010) and day and night looks (Beausoleil (1992). 
For the purpose of this study we have found Beausoleil’s classification to be suitable 
and adapted two types of cosmetic usage situations/occasions; cosmetic usage on 
routine occasions and cosmetics usage on special occasions. Cash Cosmetic Usage 
inventory (CCUI), (T. F. Cash and D. W. Cash1985) is adapted and slightly modified 
to suit the South Indian context.  

Appearance Satisfaction  

Many women may wear makeup with the belief that it will positively affect their level of 
physical attractiveness because with cosmetics comes the promise of change towards 
this ideal image (Bloch & Richins, 1992). Self-perceived attractiveness contributes 
significantly to body image, and thus can be a motivator for cosmetics usage (Noles 
et al., 1985). In a society where the "what-is-beautiful-is-good" stereotype prevails, 
and where individuals are inclined to impossible cultural ideals of beauty, the drive to 
increase attractiveness through cosmetics usage becomes an almost universal 
practice among women (Kelson, Kearney Cooke, and Lansky, 1990). The 
appearance satisfaction can be further classified as facial and overall 
appearance satisfaction. The face and body weight (overall appearance) are the two 
most commonly studied facets of attractiveness (Bloch & Richins, 1992).  
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 RESEARCH QUESTIONS 

1.  What is the relationship between appearance management activities and study 
constructs viz., body image, self-esteem, life satisfaction, appearance self-schema, 
and cosmetics usage and appearance satisfaction? 

2. What is the relationship between appearance Schema and study constructs? 

 

III. METHODS & PROCEDURE 

The present research aims to study the attitude of College girls toward appearance 
management, cosmetics usage, and their perception on appearance self-schema and 
appearance satisfaction .Descriptive research design is considered appropriate and 
hence adopted for this study. Non-probability convenience sampling was used to 
choose the respondents. There are a total of   77 Arts & Science colleges, 73 
Engineering colleges and 12 Medical colleges in Chennai. 
(http://www.collegesintamilnadu.com/). The size of the population of College girls 
during the period of the study could not be arrived, which is an indeterminate 
population although not infinite. After arriving at a sample size of 400 using the 
reference of Hair et.al 2014 and Cochran’s formula, it was planned to distribute 600 
questionnaires in total: 200 questionnaires to each group of colleges or organizations. 
Estimating some forms may have to be rejected due to incorrectness or being 
incomplete, about 200 extra over and above the required number of questionnaires 
were distributed.. Many colleges did not permit the researcher to meet the respondents 
and the colleges which permitted restricted the time duration to their break times 
without affecting their academic schedules. The researcher was able to collect 25-30 
filled in questionnaires from each college. Out of 600 questionnaires distributed 491 
were received back. Out of the 491questionnaires in total, 73 were rejected due to 
incomplete responses. Finally, the number of valid responses that could be taken for 
the data analysis was 418. 

 

Table.1: Scales Used for the Study 

S.N Scales Used Scale range No. of 
items 

Items 
delete 

Cronbach 
Alpha 

1 Appearance 
orientation 
MBSRQ,(Brown 
et.al,1990)  

Scores ranging from 
35-60  indicate high 
appearance 
investment  & 
Negative body 
image 

12 4 0.908 

2 Rosenberg  self –
esteem, (Rosenberg, 
1965) 

Scores ranging from 
35-50  indicate high 
self-esteem 
(Rosenberg, 1965) 

10 5 0. .650 

http://www.collegesintamilnadu.com/


Tianjin Daxue Xuebao (Ziran Kexue yu Gongcheng Jishu Ban)/  
Journal of Tianjin University Science and Technology 
ISSN (Online): 0493-2137 
E-Publication: Online Open Access  
Vol: 55 Issue: 06:2022 
DOI 10.17605/OSF.IO/9AFDG 

 

June 2022 | 386  

 

3 Satisfaction with life 
scale SWLS,(Diener 
et.al., 1985) 

Score ranging from 
15-25 indicates 
higher  perception of 
life satisfaction 

5 Nil 0.766 

4 Appearance schema 
Inventory-ASI-R, 
(Cash and Labarge, 
1996) 

Scores ranging from 
40-70 indicates 
Appearance 
Schematic  

14 2 0.893 

5 Cash Cosmetics 
usage Inventory -
CCUI (Adapted & 
Modified, Cash and 
Cash, 1985) 

Scores ranging from 
30-40 indicates 
heavy usage of 
cosmetics. 

8 1 0.837 

6 Estimating physical 
attractiveness scale, 
(Swami et.al.,2010) 

Score ranging from 
35-50 indicates 
higher appearance 
satisfaction 

10 Nil 0.866 

 

IV. RESULT & DISCUSSION 

All the respondents were college going girls in the age group of 18 – 22 years, they 
are single (88%), not employed (86%).  They live in urban metro (70%), majority of 
them hail from nuclear Family (68%), their family life style is bi-cultural. 

Identification of Study Constructs -Exploratory Factor Analysis (EFA) to reduce 
the number of items in the scale to a parsimonious set of items that will be used for 
the analysis EFA was performed. Kaiser-Meyer-Olkin (KMO) measure of sampling 
adequacy and Bartlett's Test of Sphericity was done to assess the suitability of the 
data for factor analysis. Principal Component Analysis is a statistical technique used 
to examine the interrelations among a set of variables in order to identify the underlying 
structure of those variables... The total numbers of items in the questionnaire were 
reduced from 59 items to 47 items. The total number of factors that emerged from EFA 
are 8 viz., body image, self-esteem, life satisfaction, Appearance self-schema, 
cosmetics usage on special occasions, cosmetics usage on routine occasions, Facial 
Satisfaction and overall appearance satisfaction. 

Appearance management activities of College girls 

Various appearance management activities pursued by young South Indian women. 
The table.2 below shows the various appearance management activities pursued by 
young women. It reveals that almost in all the categories except laser surgery and 
fitness centre visit, the non-user percentage is low. Further, the Mean score for 
cosmetics usage is 4.38 which indicate moderately high level of usage (i.e., 50%-75%) 
while Salon Visits (4.04), clothing & accessories (3.98), diet (3.92) indicate average 
usage of (25%-50%). Surgery & laser (2.23) has the least mean score indicating non 
users & never consider options. Cosmetics usage and salon visits both refer to using 
cosmetics as appearance management behaviour – the former is self-application while 
the latter is application by using the services of professionals  
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Table 2: Type of Activity and Level of indulgence 

Activity 
V.High 
(6) 
% 

Mod.High 
(5)% 

Average 
(4)% 

Low 
(3)% 

Non 
user(2) % 

Never 
consider 
(1)% 

Mean 

Salon 11 29 28 19 11 2 4.04 

Diet 8 27 31 21 8 5 3.92 

Clothing & 
Accessories 

13 22 32 18 11 4 3.98 

Yoga 10 15 18 24 28 5 3.34 

Walking 
Jogging 

6 25 24 21 16 8 3.57 

Fitness 
centre 

5 9 18 19 36 13 2.90 

Surgery 
laser 

2 8 6 12 39 33 2.23 

Cosmetics 21 34 22 12 6 5 4.38 

 

The mean, standard deviation, minimum value and maximum value for all the 
constructs used in the study. 

Table No. 3: Descriptive Statistics for the Study Constructs 

Study Constructs N Minimum Maximum Mean Std. Deviation 

BIa 418 1.00 5.00 2.840 .953 

SEb 418 1.00 5.00 4.011 .531 

LSc 418 1.00 5.00 3.828 .625 

ASd 418 1.00 5.00 3.225 .743 

 CUSe 418 1.00 5.00 4.146 .749 

CURf 418 1.00 5.00 3.359 .918 

 FSATg 418 1.00 5.00 3.950 .657 

 OSATh 418 1.00 5.00 3.840 .724 

      

 

a. Body image:  Average score ranges from 1 - 5; higher score means more 
importance to appearance, appearance related activities and indicates negative 
body image  
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b. Self-esteem: Average score ranges from 1 - 5; higher score indicates higher 
self-esteem 

c. Life satisfaction: Average score ranges from 1 - 5; higher score indicates higher 
perception of life satisfaction  

d. Appearance self-schema: Average score ranges from 1 - 5; higher score 
suggests high levels of appearance investment 

e. Cosmetics usage special occasions: Average score ranges from 1 - 5; higher 
score indicates greater usage of cosmetics on special occasions 

f. Cosmetics usage routine occasions: Average score ranges from 1 - 5; higher 
score indicates greater usage of cosmetics on routine occasions 

g. Facial appearance satisfaction: Average score ranges from 1 - 5; higher score 
indicates higher facial satisfaction 

h. Overall appearance satisfaction: Average score ranges from 1 - 5; higher score 
indicates higher overall appearance satisfaction 

Question No.1: The relationship between appearance management activities 
and study constructs   

Spearman's rank-order correlation was run to determine the relationship between the 
appearance management activities pursued and the study variables. The appearance 
management activities pursued are: Walking & jogging, diet, cosmetics use, yoga, 
beauty salon visit, fitness centre, surgery & laser treatment and clothing & accessories. 
Out of these eight activities walking & jogging, diet, yoga and surgery & laser treatment 
were not included in correlation analysis due to lack of variability in the responses.  

Table.4 Correlations between Appearance Management Activities & Study 
Variables 

Variables 
Cosmetics 
& make up 

Beauty 
Salon 
Visit 

Fitness 
Centre 

Clothing & 
Accessories 

Body image .086 .130** .142** -.006 

Self esteem .142** .141** .090 .180** 

Life satisfaction  .180** .169** .131** .096* 

Appearance self-schema .260** .239** .249** .067 

Cosmetics usage - special .334** .254** .118* .261** 

Cosmetics usage - routine .268** .139** .089 .032 

Facial appearance 
satisfaction 

.106 .089 .059 .134** 

Overall appearance 
satisfaction 

.040 .037 .097* .056 

Cosmetics & make up 1.000    
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Beauty Salon Visit .603** 1.000   

Fitness Centre .448** .619** 1.000  

Clothing & Accessories .261** .353** .498** 1.000 

*p < .05,  ** p < .01. 

 

(i) Cosmetics & make up and Study Variables :  Cosmetics use & make up is 
correlated positively with self esteem (rs =.142, p= .004), life satisfaction  
(rs=.180,p=.000), Appearance schema (rs=.260,p= .000) , cosmetics usage on special 
occasions (rs =.334,p= .000) and cosmetics usage on routine occasions 
(rs= .268,p=.000). There is no correlation between cosmetics & make up and facial 
appearance satisfaction and overall appearance satisfaction. 

(ii) Beauty salon visit and Study Variables : Beauty salon visit is correlated 
positively with body image (rs =.130,p=.008), self esteem (rs =.141, p= .004), life 
satisfaction  (rs=.169,p=.001), Appearance schema (rs=.239,p= .000) , cosmetics 
usage on special occasions (rs =.254,p= .000) and cosmetics usage on routine 
occasions (rs= .139,p=.005). There is no correlation between beauty salon visit and 
facial appearance satisfaction and overall appearance satisfaction. 

(iii) Fitness Centre and Study Variables :  Fitness centre visit is correlated 
positively with body image (rs =.142,p=.004), life satisfaction  (rs=.131,p=.007), 
Appearance schema (rs=.249,p= .000) , cosmetics usage on special occasions (rs 

=.118,p= .016) and overall appearance satisfaction (rs= .097,p=.047). There is no 
correlation between fitness centre visit and cosmetics usage on routine occasions and 
facial appearance satisfaction. 

(iv) Clothing & accessories and Study Variables : Clothing & accessories is 
correlated positively with self esteem (rs =.180,p= .000), life satisfaction  
(rs=.096,p=.049), cosmetics usage on special occasions (rs =.261,p= .000) and facial 
appearance satisfaction (rs= .134,p=.006). There is no correlation between clothing & 
accessories and appearance schema, cosmetics usage on routine occasions and 
overall appearance satisfaction. 

Question No.2: Relationship between appearance Schema and study constructs  

In order to explore the relationship between the  study constructs and appearance 
schema, a median split was made on the variable appearance self-schema splitting 
the sample into high and low score categories: Appearance Aschematics and 
Appearance Schematics. Appearance Aschematics are those who scored lower on 
Appearance Schema Inventory (ASI, Cash & Labarge, 1996) and Appearance 
Schematics are those who scored higher on the ASI. The median split revealed 141 
respondents as appearance aschematic and 277 respondents as appearance 
schematic. The descriptive analysis  revealed that women who scored higher on 
appearance  self- schema scored high on negative body image, low on self-esteem, 
high on life satisfaction , high on cosmetics usage on special and routine occasions, 
low on facial appearance satisfaction and low on overall appearance satisfaction than 
those who scored low on appearance self-schema. Further, Mann-Whitney  U test was 
performed to test if there is any significant difference between appearance self- 
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schema and study variables, the results revealed that there is significant difference 
between Body image (t= -5.616, p=.014), Life satisfaction  (t=7.340, p= .001) and 
Appearance Self-Schema, Cosmetics usage on Routine Occasions (t=8.632, p=.008) 
and appearance self-schema, facial appearance satisfaction (t=7.215, p=.000) and 
appearance self-schema and overall appearance satisfaction (t=5.428, p=.015) and 
appearance self-schema. The Mean ranks also supported the descriptive results. 
Appearance schematic women scored high on negative body image (Mean Rank = 
216.31) than appearance aschematic (Mean Rank=196.13). The mean rank of life 
satisfaction is high for appearance schematic women (Mean Rank= 223.48) than 
appearance aschematic (Mean Rank=182.03). Appearance schematic women score 
high on cosmetics usage on routine occasions (Mean Rank= 216.28) than appearance 
aschematic women (Mean Rank = 196.18). Appearance aschematic women report 
high facial appearance satisfaction (Mean Rank = 235.94) than appearance schematic 
women (Mean Rank = 196.04) and appearance aschematic women report high overall 
appearance satisfaction (Mean Rank = 229.53) than appearance schematic women 
(Mean Rank = 199.31). 

 

Table 5: Means and Standard Deviations for each of the Study constructs as a 
Function of Appearance Self-Schema 

Study Variable 

Low 
Appearance 
schema 
Mean score 
(Std. 
deviation) 
N=141 

High 
Appearance 
Schema 
Mean score 
(Std. 
deviation) 
N=277 

Test 
Statistic 

Body image 19.83 (6.45) 23.18 (8.12) -5.616* 

Self-esteem 22.22 (3.04) 19.07 (2.43) -1.074 

Life satisfaction  18.44 (3.54) 19.49 (2.83) 7.340*** 

Cosmetics usage –special 19.43 (4.11) 22.87 (3.54) .744 

Cosmetics usage –routine 4.46 (1.96) 6.84 (1.76) 8.632** 

Facial appearance 
satisfaction 

16.38 (2.67) 11.51 (2.56) 7.215 *** 

Overall appearance 
satisfaction 

23.74 (4.16) 19.68 (4.39) 5.428* 

*p<.05, ** p<.01, *** p< .001 

 

Appearance management activities pursued 

The respondents pursue different types of appearance management activities and the 
most common appearance management activities in the order of level of indulgence 
from highest to lowest are cosmetics usage, beauty salon visit, clothing & accessories, 
diet, walking & jogging, yoga, fitness centre visit and laser & cosmetics surgery 
respectively. 
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V. Conclusion & Marketing Implication 

The results of the correlation analysis revealed positive correlation between cosmetics 
use & make up and the study variables: self-esteem, life satisfaction, and appearance 
self-schema, cosmetics usage on special occasions and cosmetics usage on routine 
occasions. in other words, women who score high on self-esteem, life 
satisfaction  ,appearance self-schema, cosmetics usage on special occasions and 
cosmetics usage on routine occasions indulge heavily in cosmetics use and make up 
for appearance management. 

Positive correlation is observed between beauty salon visit and the study variables: 
body image, self-esteem, life satisfaction, appearance self-schema, cosmetics usage 
on special occasions and cosmetics usage on routine occasions. Young women who 
score high on body image, self-esteem, life satisfaction, appearance self-schema, 
cosmetics usage on special occasions and cosmetics usage on routine occasions are 
reported to visit beauty salon regularly for appearance enhancement. 

Positive correlation is observed between fitness centre visit and the study variables: 
body image, life satisfaction, appearance self-schema, cosmetics usage on special 
occasions and overall appearance satisfaction. Young women who score high on body 
image, life satisfaction, appearance self-schema, cosmetics usage on special 
occasions and overall appearance satisfaction are reported to visit fitness centre 
regularly for appearance enhancement. 

Positive correlation is observed between clothing & accessories and the study 
variables: self-esteem, life satisfaction, cosmetics usage on special occasions and 
facial appearance satisfaction. Young women who score high on self-esteem, life 
satisfaction, cosmetics usage on special occasions and facial appearance satisfaction 
are reported to use clothing & accessories for appearance enhancement. 

The study has revealed that young women who are appearance schematic, have low 
self-esteem, high appearance orientation (Negative Body image), high life satisfaction , 
use cosmetics on routine occasions and are satisfied with their appearance. 
Cosmetics usage on special occasions has no significance with appearance self- 
schema and it also does not evoke any response on appearance satisfaction. It may 
be argued that consumers who are appearance schematic may rely more on clothing 
& accessories on special occasions than cosmetics usage 

.Cosmetic marketers need to first understand the specific aesthetic needs of their 
target customers for which market segmentation can be done. We suggest 
appearance self-schema as basis of segmentation: appearance schematic and 
appearance aschematic. The segmentation of the market on the basis of appearance 
self-schema would give a clear understanding about the profile of the customers 
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