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ABSTRACT

Taiwan is small and densely populated. Spac of living gets smaller and smaller. Living spac in the city is more expensive. Since there

is more work opportunity in the city, many people came to the city seeking for a job. The most pressing problem is the dwelling for

these people who left their hometown to work in the city. Nevertheless, due to small space of the rent suitable or inadequate living

facility,everything that has to do with water is done in the bathroom. Data in the "Time[Utilization Survey In Taiwan" Conduction

by the Directorate General of Budget , Accounting ,& Statistics , Execcutive Yuan in 1994 shower that the "time of necessity" for

women between the age of 25-34, she spent 52 minutes daily in the bathroom, make-up , and bath,which is the age level that spent

the longest time in the bathroom .This study was made on the lifestyle and washing of working of working women and the situation

of product in ordetr to understand the real requirement of women in their bathing and washing. Among which, way of life reflects a

person''s psychological state and lifestyle, while using condition enables one to nderstand the actual requirement of the user.In the

principle of emphasizing "personal, in the concept of personification design, reserching and designing a necessary product that

conforms with the "person" is an urgent matter. Aside from providing a person a clean function, bathing and washing facility also

provides comfort and smoothes the mind to a person. therefore, in!order to meet the requirement of working women, we hope that

this study will be able to design and develop a washroom facility that is suitable for women''s necessity and conforms with her lifestyle

and situtation.
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