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Abstract 

Along with the raising in Asian fashion market, there are more and more oriental faces show up 

in the international fashion events. This trend encourages many young people in Taiwan to join this 

industry and dream about standing on the stage. Therefore, following the needs, many model agencies 

in Taiwan recruit new blood every year through holding competition model or beauty contests. Despite 

of all the spot lights and attentions on the stage, behind the scene however, the market in Taiwan is 

highly competitive due to unorganized agency system, limited capacity of the market and lack of 

information. The purpose of this article is to, firstly, clarify the current position of model industry in 

Taiwan through analyzing market environment including the agency system, education system, human 

resource, model life cycle; secondly, become a reference for beginner model who are interested in or 

already in this market. 
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