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Report Highlights:

Taiwan s the seventh largest market for ULS. food and agricubiural products, In 2006, Tawan omported
LU553.33 billion of food and agriculiural commedit s (e luding edible fishery products) Troam the
United States. Despite the success already achieved in the market by ULS. exponters, Taiwan still offers
growth polential for ULS, food and agriculiural suppliers. This repor is a praciical guide for U5, fiood
exporiers interesed in marketing and shipping products o Taiwan,



CGeneral Information:
I. Market Overview
Mac rocconomic Situation

With a population of 23.5 million, Taiwan is a thriving de mocracy, vibrant market economy, and a
highly atiractive ex port market, especially for U.S. firms. In 20016, Taiwan was ranked as the United
Smtes’ 9th largest rading partner in goods, placing it ahead of markets such as India and Brazil. « was

also the 12th largest U.S. export market overall and the Tih largest expont market for agriculural and
livesiock products.

Agricultural Trade

Giiven Taiwan's relatively small agricultural sector, its de pendence on food and feed imports is expec tad
o continue o grow. According to Taiwan’s Council of A griculture, Taiwan imported USS3.33 billion
of food and agriculral products (including edible fishery and foresiry products) from the United Stales
in 2016, representing 26. 5 percent of the total impon market share. The United Stues also expor s many
high-valued consumer-orienied agrculiural products, including beel, pouliry, fresh fruil and vegetables,
dairy, tree nuts and processed foods and beverages,

2006 Taiwan Consumer Oriented Prosdocts Imports and Exports
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Bilateral and Mubtilateral Agreements

Taiwan has concluded free trade agreements with several countries, including New Zealand and China
{signed under the name of Economic Cooperation Framework Agree ment ) 1o reduce tanilTs and
commercial barriers.

Eepresentatives of the United States and Taiwan signed a Trade and Invesiment Framework Agreement
(TIFA} in 194 o serve as the basis for consuliations on (rade and invesimeni issues, Taiwan's
accession o the World Trade Organization (WTO) in 2002 and the WTO Governmeni Procunemeni
Agreement in 2009 led o the further dismantling of non-tari [T barriers and a general lowering of the
remaining lariffs. These actions further enhanced U.S. opporunities in Taiwan markel.

Demographics

Taiwan is a rapidly aging society. By 2026, over 20 percent of the population is expecied 1o be over 635.
This low birthrate caused changes in family structure, such as increasing female participation in the
waorkfonce, childless couples, and the decline in multigene rational families. Consumption pattérns have
also changed 1o reflect these rends with growth in the number of people frequenting réstaurants,
consuming préeparéd fods, and eating healthier food in the pursuil of ways o spend their incréssing
level of disposable income.

Taiwan Demographics
2001 = 2016

[Birth Rates /1000




Fenility Rate .27 to7 a7 Juis Jiaz
|0 sth Rase / 1000 663 668 |70 [e9R  [7.33
Age 0 - 14 vears (%) 146 143 140 J136 J133
Age 15 - 64 years (%) 742 7142|740 [739 |73
Age 65+ years (%) 12 s [1izo f12s 132

Source: Directorate General of Budget, Accounting and Statistics

Ad vantages

Challenges

5, Tood products enjoy an excellent reputation
THHIE CONSUIMETS,

U5, food products are nol always price
competitive in Taiwan market,

The growing modem retail mdustry is looking
[for new imported food products.

Taiwan is the United Ststes Tth largest market
for agricultural exports but ofien overlooked by
L5, suppliers eager o export directly o China

[The majority of consumers become more healith
nscious and tend o be less concernad about
ix when :ﬂﬂﬂmin;.

L5, exporiers are somelimes reluctant (o change
product specifications o comply with Taiwan
meguEremenEs COnAUImer preferenoe s

[The popularity of American holidays and
hurefdifesiyle lead 1o promotional events
Eimi;m arowinid these the mes by resiau ranis

hoizls throughout the vear.

Many US. companies are unwilling 1o provide
low volume, consolidated shipments of high-
value products 1o importe re'end users,

There i a wide variety of US. food products
arvad lable 1o consumens.

(Consumers maintain a preference for “fresh”™
food products over “frozen.”

ot iers are b nd-oonscious, and America is
beader it Food bramnds that se0 wends.

Competition from agrculural and food exponiers
roin countries with an FTA with Taiwan.

ncreasing growth of fast food chains and casual
ining reslaurants is & key o indusiry growth.

umerous food regulations and standards are not
in ling with U.S. or intérnational standards.

1L Exporicr Business Tips

Market Entry Strategy

Except for large ex porting com panies thal maintain their representative ofTices in Taiwan, the




appoi niment of an import agent is a critical decision for most ex poriers. Importers peefer o see product
samples whenever possible and will often place small initial shipments (o 25t the markel response,

Imporied goods must conform o local standards and labeling regulations required for imporiing
producis into this market, A local agent or disiributor should be able o assist with oblaining the
necesary certifications and permits needed for i mporiation.

Small to medium size exporiers should work with the appropriate U.S. Staie Regional Trade Groups
{SRTG) 10 1ake advaniage of the SRTG's resources for marketing and promotion support in major
export markets. The four SRTGs are non-profil trade development organizations that help U.S. food
producers, processors and exporters sell their products overseas. They are funded by USDAS Foreign
Agriculiural Service (FAS), individual siate depariments of agriculiure, and private industry. The
SRTGs provide expont assistance 1o companies located in their geographic region through a variety of
export programs and integrated marketing services. To leam more services available from the SRTGs,
find the SRTG for your geographic region in the list below and visit the website.

&  Western U5, Agriculiural Trade
Association (WLISATA) :

&  Southern U5, Trwde Association (SUUSTA) '

& Food Expon-Midwest (previously named
MIATOO) (Food Export )

®  Food Expori-Northe ast (Previously named
Food Export USA) (Food Expori)

ATO Taipei strongly recommends ULS. food exporters exhibit in the USA Pavilion at the Taipei

Inte rational Food Show, which is the most influential irade show in the food indusiry in Taiwan, taking
place in June every year. The USA Pavilion exhibitors will receive on-sie consullation services from
the ATO Taipei. ATO Taipei also organizes the USA Pavilion at the Taipei Building Show 1o promaoite
forest products. U.S. companies interested in these shows may contact ATO Taipei for more details.

2017=-2018 Taiwan Trade Show Schedule

Show Name Show Date Products Featured
| | Taiwan Fruit & Vegetable Show Nov. 8-10, 2018 | Fruit and Vegetables
| 2 | Taiwan Int'] Fisheries & Seafood Show Nov. 8-10. 2018 | Sealomd
3 | Taipei Int’l Food Show June 27-30, 2018 | Food and be verages |
4 | Taipei Building Show Dec. 13~16, 2008 (Tentative) Forest product s




Foods Standards and Regolations

Taiwan's Ministry of Health and Welfare (MOHW) is the central competent authority responsi ble for
the management of food safety, Taiwan’s Food and Drug Administration (TFDA) is model ed after the
L5 FDA and is an agency within MOHW . TFDA is responsible for border inspection of food
products. TFDA officials are increasingly involved in ensuring food labeling compliance.

LS. companies are advised 1 keep in mind the strict product labeling requirements enforced in
Taiwan. The label must also be ranslated into Mandarin. For more information regarding Taiwan's
labeling requirements and food sandand, please contact our Agricullural Trade OfMice or sée our lales
Food and Agniculiural Impon Regulations and Standards (FAIRS) repont :

o hupy) gain. (as.usda gov/Lists/Advanced % 205 earc /Al lTe ms. aspa

Tarilfs and Import Controls

Taiwan's tariff schedule, including im pont duties, can be found at the Directomate General of Customs
tarifT database;

Trade statistics can be found at Bureau of Trade's website:
Burgay of Foreign Trade (BOFTY

The following products are subject 10 a tanill rate quota (TRQ ) or subject 1o special safeguards

(550 yimport safeguands: Peanuts, oriental pears, garlic, betel nut, chicken, chicken variety meats, milk,
certain pork and pork variety meats, Aruki beans, dried mushrooms, pomelos, persimmons, and dried
daylily MNowers. The trigger volume of each 556G prodeciad product is updated in real time on the
Customs Administration website: Special Safe Guard Datsbase (Chinese only).

Rice

According 1o the WTO accession agreement, Taiwan's tarfT rate quoda (TRQ) for rice is 126 TMT
(144,720 MT brown equivalent ), which accounts for approximately 10 percent of domestic rice
consumption. Taiwan’s rice TRO) is divided into two portions: 35 percent or 44 TMT (50,652 MT brown
equivalent) is reserved for privide sector impons and 635 percent or 82 TMT (94,068 MT brown
equivalent) is set for public sector imports.

The U.S. country specific quota (C50Q) allocation is 56 TMT (64,634 MT brown équivalent). A shifl 1o



increasing T30 purchases of U5, nce under the Simultaneous-Buy-5ell (SBS) regime has bed (o
opportunities (o direct marketing U5, rice to retail. By conirast, U5, rice imponied under the normal
CE0 tender regime is included in public reservoir stocks and is relessed (o the market per COA approval
and oversight.

For information regarding impon requirements and licensing, contact the following:

Bureau of Foreign Trade

| Hu-Kou Street

Taipei, Tad wan

Tel: (886-2) 2351-0271

Fax: (886-2) 2351-7080

Website: hup:iiwww.trade. gov.iw/English/

1. Market Sector Structure and Trends
Sabes and Marketing

Consumers are becoming more health conscious, In response, grocery operators, hypermarkets, and
supermarkets are bringing in more health and wellne ss products, Health-conscious consumers tend o be
less concerned ahoul prices when shopping for products believed 1o be healthier and more nutritious,

Business o consumer (B2C) online shopping is expanding robusily and reached USS18.56 hillion in
2005, which 15 percent more than 2014, Group buying. online shopping apps. and several new types of
e-commerce shopping business models enjoy massdve growth in the recent years. B2C business
continues 10 account for the mos significant proportion of direct marketing sales. Young people aged
20-39 are the primary customers for online shopping, while senior/retired people are catching up as
smart phone ownership among older aduls has risen modestly in the past years.

For retail, food service and pmcead food ingredients marketing tips, please locate the latest sectoral
reports al GAIN, or refer o the links below.

& Food Service - Hiodel Restporant Bnstitutional Taipei ATO Taiwan 12-23-20016
®  Food Processing Ingredienis Taipei ATO Taiwan 12-21-2016
o Retail Foods Taipei ATO Taiwan 12-19-2006

O ganic Foods Sector

Currenily, a dominant irend in Taiwan is the demand for healihier products and healthier lifesivles,
Organic foods are becoming popular as consumers crave more natural and environme nially friendlier
products. The organic sector in Taiwan is rapidly growing as consumers become increasingly aware of
available producis.

Due w the lead time of ransporiation and labeling application processes, the majority of imporied
organic products are processed foods. According 1o régulations, Taiwan only allows products that
conlain over 95 percent of organic ingrédients can be labeled "organic.”



The Council of Agriculure (COA) oversees Taiwan’s organic program, including imports. In 2009,
Taiwan's Agriculture and Food A pency added the United States to the list of “recognized countries
whose standards are equivalent to Taiwan standards for organic agricultural and livestock products.™
Requirements for e xporting to Taiwan are specified on the USDA Agricul tural Marketing Service's
wehsite, As part of the agreement, the United States agreed o include the following statement on
USDAs TM-11 form for shipments organie processed produets and crops: “organic agricultural
products and organic pmcessed products, accompanied by this certificae, were produced or processed
using zero pmhibited substance.” Taiwan maintins a de facto zero wlerance for agriculiural chemical
residues on unapproved compounds for organic products.

Under COA regulations, upon arrival al the pori, imporied organic produects must apply o the
Agriculiure Food Administration for approval 1o be labeled as organic. This requirement applies w all
imported products whether or not they are from a country on the list of “reco gnized countries whose
standards are equivalent o Taiwan.™

For more information regamding organic products labeling and applications, please refer to FAS™ annual
Taiwan organic product report:

# CGirowing Demnd for Organics in Taiwan Stifled by Unique Begulatory B Taipei Taiwan 9-7-
=017

Imporied agriculiural producis, boith conventional and organic, are subject o approval by the Taiwan
Food and Drug Administration (TFDA) and COA’s Bureau of Animal and Plant Health Inspection and
Quaraniine (BAPHID) inspectors. Afier approval by port authorities, imporied organic producis can
apply o0 AFA for approval 1o be labeled and sold as organic. The approval process can ake 1-2 weeks il
no testing is required or up 0 a month or more il AFA selects a product for further testing.

Fish and Seafood prodocts

Fish and seafood play a significant role in the Taiwan diet. Consumers eal an estimated 238 kilograms
of fish and seafood annually. However, Taiwan is a nél seafond exporter. Domestic lishery and seafood
production reached USS2.6 billion in 2016. The top five seafood products Taiwan imports include
cutthe fish, squid, shrimp, prawns, and salmon. U.S. is a major supplier of Pollock, Rock lobsters, and
oysters 1o Taiwan.

Deespite gaining markel share, the United States is nod 3 sgnificant supplier of seafood o Taiwan,
behind China and other Southe ast Asian countries, which enjoy geographical proximity, and
transporisiion cosi advaniages,

Imported seafood products continue to be a niche in Taiwan's seafood market. For instance, in spite of
the limited market share, prospects for high-quality/high-value U.S. fish and seafood exports to Taiwan
are promising due to increasing incomes and new dietary trends. Lobster, for example. is a popular item
served al wedding banguets, high-end buffet restaurants and during iraditional holiday events.



IV, Best Consumer Oricntod Prodoct Prospects

The growth of LS, food and agriculiural exporis io Taiwan are mosily high-value consume r-orienied
producis. While US. bulk commodity products ex ports 1o Taiwan are facin g more competition from
developing couniries with cheaper cosis, U5, ex poris of consumer-onented products, such a5 meal,

pouliry, and fresh fruits, enjoved 42 percent growth from 2000 w0 2006,

Imports Us.
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Section V. POST CONTACT AND FURTHER INFORMATION

Conmact Informaton for FAS OMMces in Taiwan

For Trude Policy/Market Access and General Agriculiural Issues:

[American Instiuie In Taiwan, AIT, Taipei

ot Howrs:

& bephone:

00 AM - 5:00 PM
01 1-886-22162-2316




E::: gl 1-8E6-22162-2238
al-FAS: Laipel @ [as.usda. gov

For Market Development Assistance,
merican Institule In Tai ATO
0 AM = 500 PM
01 1-8B6-2)2T05-6536
01 1-886-2)2754-4031
n 'ﬁi‘\. & & Wy

uariers Contact Information:
igh Agricultural Service (FAS)
nited Stes De of Agriculiure
1400 Independence Avenue, SW
ashingtomn, D.C. 20250
- |: anfo @ fas usda.gov
ebaite: huepel www fas usdapov




