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Drviven by an expanding tounsm industry and solid domestic consum er dem and, trem endous
opportunities exist for U.S, agricultural exports to Tarwan, Total exports of 118, agn cultural goods
reached UU5%3.3 hillion in 2016, making Tarwan the seventh largest export market by value, This
report provides an overview of Tawan’s foodservice industry and its vani ous sub-sectors.



SECTION I. MARKET SUMMARY

According to the Ministry of Economic Affairs (MOEA ), the economi ¢ output of Ta wan's food
service sector, excduding instituti onal food service, was estmated at US$12.29 billion in 2016, a 3.6
percent increase from 2015, The increase in toun st am vals helped dnve foodservi ce revenue
growth. Other factors such as the nise in consum er income, smaller family size, a growing number of
working women and the developm ent of e-comm erce have hd ped the food service sedor grow.

Taiwan Food Service Revenues
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Sowe: Minstry of Boomnome Affais (MOEA)

Tarwan consumers enj ov a very diverse food environment. In addition to vanous traditi onal Chinese
foods, Japanese BRQ (Y skiniku), hot pot (shabu shabu), Thai food, Italian, snd western fast food
outl ets are common. As food trends change, many of these food styles do not stay popular for very
long, and only a few types of cuisine become integrated into local food culture,

Street food and snacks are al so signature features of Tawan's food culture. Might markets with
hundreds of food opti ons are comm on idand-wide. Food stands in these markeis use a wide vanety
of food ingredient s both imported and locally produced. For example, french fnes producedin the

U5, and Canada are offered side by sade with locally produced sweet potato (vam) fries

Tourism on the Kise

The government s tounsm policy was a savior for the foodservice sector facing a declining
population. According to government stati fics, the number of fora gn arm vals increased

signifi cantly since 2005, more than threefold to nearly 10.7 million in 2016. The explosive growth of
direct flights from China and neighboring countries also generated signifi cant revenue for the airline
catenng bus nesses.
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Soume: Tounsm Bura w Mmistry o f T amspors tion and Commmmication
Foodservice-R etall Marketing Alliance

With one store per 2,250 remidents, Tawan hasthe highest density of convenience storesin the
world. Foodservice companies work with convenience store chains to provi de oven-prepared,

mi crowavabl e meals, bakery products, and other processed food products via these retail channel s
express ddivery services. In addition, many convenience sores were renov ated to provide seating
mnd dining places for consumers on tight schedul es, creating a new model of business. This
transform ati on helped 7-11 replace McDonal ds asthe largest licensed foodservi ce operati on in
Taiwan. Other convenience store chans al so duplicale the same modd to stay competitive.



Advantages and Challenges for U.S. Exporters

Advant Chall en
h. food produdts enjov an excel lent reputation F food produd s are not al ways price
AN ONG CONSUM €15, competitive in Taiwan market.
e growing modemn retal industry is looking for |Tawan is the United States Tth largest market for
ew imported food products agricultural exports but often overlooked by 1S,
jars eager to export directl v to China,
5. exporters are sometim es reluctant to change

emajonty of consumers have become more
ealth consaous and less concerned about the ot specifications to comply with Taiwan
ice of food when shopping. requiremenis’ consumer preferences

€ populanty of Am erican holi days and Euy LS. companies are unwilling to provi de

culturelifestyl e lead to prom otional events . . .
. oW volume, consolidated shipm ents of high-value
organi zed around these themes by restaurants and s to importers'md users.

hﬁdslhrﬂupmt the vear.
There is a wide vanety of U.S. food products Consumers maintain a pre ference for “fresh™ food
wvallabl e to consum ers. oducts over “frozen.”™

Consumers are brand-consaous, and Amenica is afCompetition from agrnoultural and food exporters
fleader in food brands that set trends. rom countmeswith an FTA wath Taiwan.
Increasng growth of fast food chains and casual [Mumerous food regul atons and g andards are not
idining resdaurantsis a kev to industry growth. lime with U.S. or international s andards.

SECTION I11. ROAD MAFP FOR MARKET ENTRY

Drue to the hmited size of ther operati ons, the myonty of HR I companies do not import directly.
Instead, they tend to place small but more frequent orders with local suppliers that can m eet such
needs Consequenty, U.S. companies should concentrate thar efforts on establishing busness
rel ationshi ps with reliasble and efficient importers and distnbutors, who in tun, sel to HRI end
USErs.

Price is sill the pnmary concern for most HR | buyers whil e quality and packagng come into play if
the price is agreeable. Very few HRI businesses operate on exdusive contracts with suppliers. As a
result, most chain and independent restaurants change suppliers frequentl y if there is a price
difference.

For more information regarding export tips on food exportsto Tawan, please refer to FAS' annual
Exporter Guide.

Market Siruciure

The myonty of HR1 companies purch ase most of thar food products from importers, distnbutors,
wholesal ers, regional wholesal e mark ets, wet markets, supermarkets, mnd hypermark ets.  Imported
fresh items such as produce, fish/seafood, and beef, are vaially pur chased and deli vered directly
from importers of through distnbutors or wholesalers. Ingitutional users buv most products from
local ditnbutors or import directl v,



A recent trend i s that retail outlets such as Costco, are frequented by many small foodserviceHR 1
operators who buy itemsin bulk at the | owest possible cost, thereby avoi ding the need to source from

multipl e im porters,

Food and beverage managers, and executive chefs, working in the maj or intemati onal hotels are the
key persons who make purchasing deasions. The purchasing department procures vanous food
ingredi ents based on the list that F & section provides. Hotels, espeaall y those that employ foragn
chefs or offer authentic internati onal cuiSnes, and other high-end family syle restaurants typicall
use more imported items from importers or wholesalers'di sinbutors.

Western and local fast food restaurant chains usually either have thar own di gnbution channels, or
they contract with an independent di tnbution center to purchase, process, and deliver the daly
needsto each outletisland-wide. Fast food chains also mantan thar own R&D team s or work in
dose coll shoration with one or more contracted catenng service(s) to deve op and frequentl y renew
menus to meet consumers’ demand

Medum-level family-stvle chain restaurants maintain a centrali zed purchasing department and a
centralized kitchen as wel. The centralized kitchen prepares meals, induding bakery products, and
delivers the foodsto al outlets of the redaurant chain.

HRI Diistribution Channe Flow Diagram

LLES Exgortem

Wl Iola et




Sub-Sector Profiles:
1. Hoiels

Soaalizing in hotel restaurants 15 common in Tawan., As aresult, hotel restaurants have become a
significant source of revenue. People often entertain thar business counterparts, friends, and

rel ati ves in restaurants, especially on spedal occasions such as weddings, engagements, birthdays,
Mother's Day, “Honorary Banguets in Praise of Teachers,” Lun ar year-end parties hosted by

com pany managem ent, and Chinese New Year Eve Dinner.

Food served on these occas onstends to be either Western-stvle buffets or Chinese-style food
banquets. Also, holiday celebrati ons are becoming increasin gy comm era alized, espea all v Westemn
holi days suich as Christmas, Thanksgiving, Independence Diay {Am enican W eek F ood Prom otions),
Oktoberfest and Vaentine'sDay. Tawan's hotel restaurants use these occas ons o aggressive y
promot e set menus, offering ex cel lent oppoftunities to prom ole Amen can foods and beverages ULS.
com panies with products used principally in the HR1 sector should cons der how to take advantage
of these promoti onal opportunities by deve opang reapes, spea a menus or merchandise to help
drow in the different group.

In addition to the general food service business, hot ds have also focused in recent vears on spea fic
gift food packages for vanous festivals, such as moon cake gift packs for the Moon Festival,
chocolate gift packs for Valentines” Day, and turkey hampers for Thanksgiving and Christm as.

H‘-' S-sar Hotels, R esorts, and Spas
Hotel Name F & B Revenue| Location |Purchasing Agent
(U'SS million)
Dhrect
The Regent Tapa #4985 Tupa Importer:
Distri butor:
Dhrect
Sheraton Grand Tapa Hotel 0,26 Tapa Importer
Distri butor
Direct
The Ambassador Hotel 1338 Taipa Importer
Distri butor
Dhrect
Grand Hyatt Taipa $33.09 Taipa Importer
Distri I:rutm;
The Westin Taipei $2260  Tapa n]-'f.l*-ﬂ‘:ﬁj

Source: ATO Survey: hMimastry of T ransports Bon & Coimimmica bons



2. Restaurants (Eating and Drinking Flaces)

Based on MOEA data, the 2016 restaurant/ beverage store sub-sector revenue dimbed to $13.3
ballion, 3.5 percent over 2015, Gourmet Master (85°C Bakery Café), WowPrime (restaurant chains)
and Uni-President Starbucks Coffee Company continue dominating the food service sector,

Total

B estauranis

sl Beverae Stores

Otthers (food courts, offi ce building restaurants)

Sowrce: Minstry of Economic Affairs

Family Style' Casual Dining Restaurants

The mayonty of restaurantsin Taiwan are casual dining places. As most of the restaurants in this
category are small businesses, they purchase maten als mamnly from wholesalers and wet markets.

Tatal Revenue
(LSS MM on )

13,289
11,250/
1,486/

*oChange
2016/2015

353 |

Omly larger chans franchises tend to buy produ s from importers or import direct]y.

Outlet Name, type,
opey Number of Outlets Location | "{hAsINR
(Talwan only) =
Aloca food service
WowPrime | company operates more than - Direct
Corp. 400 family-style restauranis Isdand-wide Importers
under 16 brands in Taiwan.
" : Ding Ta Feng (Chinese) . Importers
Ding Tai Fung (10) North/Central | 1.0 S hators
T.G.1. Friday's (Am eni can - .
The Bayshore | style) (13) Idand-wide In[lhl;«l_::t;
Paafic Group | Tex as Roadhouse (Am erican i
style) (3) Morth | Distnbutors
The operator runs several :
Hasmore Ltd | well-known western ! Directar
C e . [sland-wide Importers
0. restaurant chains induding Distribulors
Ruth’s Chris and Chilis.
- Alocal food service Drector
ajg:_; Etﬂm company owns more than Island-wide Importers
" 2000 sushy chain restaurants. Distn butors
.y Direct
. Yoshinoya (Japanese beef :
Yoshinoya , Island-wide Importers
rice/ fast food) (65) Disiri butors

35
3.7
3.9
1.3



. Direct
Mo Mo Paradi se ;
Isdland-wide Importers
HuMax | (opmese)(19) Diistributors
Taiwan Co, . 5 Importers
Lid Bdlini Pasta (7) Morth Distributors
- . Importers
Bdlini Caffe (Italian) (3} Morth Distributors
Cashaty ; [irect
Foodservice ﬁ““““?’ ;’:ﬁ}ﬂ“"“ Idnd-wide |  Importers
Co., Ltd pancae Diisini butors
MNoble Family | Noble Family Steakhouse, ] [irect
Co., Lid | (seakhouse) (83) Imd-wide | | ters
Durect
Shuh Sen Co,, | MyHome Steak Islandowide -
porters
Lid. {Steakhouse) (48) Distri butors
Alocal restaurant chain .
TTFB - . Direct
operates family-style Tha .
Company | and Chinese foodresturants | [Snd-wide | mporters
under several brands.
Breakfast Shops

There are over | 2,000 breakfast shops in Tawan., Most of them provi de western foods such as
hamburgers, sndwiches, milk tea, and coffee. The major franchise chanslisted below will import

ingredi entsi f they cannot be sourced locally.

red

Hong "I'in International | Hong Ya Burger Islandowi de
Enterpnise Co. Lid. {719) Distributors
Direct
Sun Spark Group Laya Burger(520) ldand-wide | Importers
Distributors
. Direct
Eﬁ“ﬂ'" Group Co. | oty Warm Day (917) | Wmdwide| Impocters
Distributors
. , : , Direct

Ju-Lin Food Ju-Lin Mei-Er-Ma ;

Enterprise Co,, Lid (1000) Idmd-wide | Importers

Distributors




Good Moming Beauty - Direct

Casle Enterprise Co., | oo MO | Wandowide | I

Ltd uty ’ Distributors
. . Direct

Chiao Pa .

. Eastern Beauty (310) | Idand-wide | Importers
ll'l’lﬂ'l!l_.llmi Co., Lrd. Distributors
Ma & Ma Direct
Foodservice Chan Ma & Mei (2,500) ldand-wide |  Importers
Group Distributors

Sowrce; ATO Suney; Tarwan Chamand Fanchiss Anmul Eeport

Fast Food

MdDonalds, which opened its firs outletin 1984, remans the most signi ficant fast-food chan in
Taiwan with 397 stores. Com petition among fast-food res surants has become more intense since
Japan-based MOS Burger expanded its presen ce in Taiwan.

Orutlet Mam e type,
Company Nsms Number of Outlets Location ""'""l ;
(Tabwan only}
Melranald's Direct
Restaurants { Tawan ) h;ﬁuﬂd‘: (Famt food) Island-wnde | Imponias
Co. Lid. W57 Di stributors
Dipect
Burger King Burger King (22) Isdland-wide | Imponas
st balors
! [ rect
Subway Tawan ;
Develapment Subway (Westem) (138) | Islond-wade En;;:i;:m
i . . . [ rect
Pizzmvest Ca, Lid. Donuno’s Pizen (pizca) :
(Regant Group) (135) bsland-wide E’ﬂﬁm
. o Direct
Meraunes & Mapdi Pizza fast .
Associates, Ltd food/pizza) (91) Island-wide 'r;?::'h‘:’m
, . [ rect
.;:vEILLll: Food Sevice :.;is' Burger (fmi food) 1slan dewide —
. D stributors
Direct
KF C itasi food) (136) Izslmd-wide Timi it s
Jardin Food Services D stributors
(Tawm) Ca, Lid. Direel
Pizeo Hul (Pizea) (2113 Islmnd-wide Imponas
D stributors

Souce: ATO Sunvey: TarsanChainand Fanchise Anmul Repon




Chinese-style Fast Food

Chinese-syle fagt-food chains have sprung up all over Taiwan, and are popular with all ages of
consumers The shops tyvpically specialize in dumplings, meathall 8, sour-spicy soups, beefnoodes,
and Chinese stews, Chinese-style fast food chams tend to source most of thar products locally, but
import directly major food ingredi ents, such as pork and chicken.

Dl Name,
N umib er Purchasin
Company Name t’::’nﬂ. Location Agents g
(Talwan anly)
EWay -
oy Direct
Eight Way Food Co, Lid. | DUMPINgs | 1 dwide | Importers
(Chinese'Tast Distribul
food) (791) : s
Wu Tao Direct
li-Shang Industry Co., Ltd | (Chinese) Island-wide | Importers
(210} Distnbutors
. . Mmrie.s. Direct
Mercunes & Associates, Fuu-_df.'halln Isdand-wide | Importers
Lid. (Chinese'fast Distri butors
food) (150}
Sownce: ATO Survey; TarwanC hurmand Fnchise Anmal Repon

Cuoffee Shop Chalns

Coffee consumption has seen ropid growth in recent years, and sales now exceed U532 ballion.
Coffee imports, induding row and rossted coffee, has more than doubled in volum e since 2005 and

now dands at 30,000 metn ¢ tons,

Current annual per capita coffee consumption in Taiwan is 130-140 cups, according to industry
estimates. The market is sill rdatively underdeveloped compared to consum ption 1n western
countries (300-400 cups), or even in the naghbonng countri es such as Japan and K orea { 200300

ups).

Most coffee dml:s al o provi de sandw ches, salads, cakes, and pastnes prepared by catening
companies or other food processors. Som e domestic and Japanese styl e coffee shops dso uﬁ'er
freshly m ade smdmdles and hot meads, which are shipped frozen from ther food processors for
reheating at the outlets. Many coffee chains import coffee beans direct v but purchase other food
maten ds from importers, wholesal ers, and disinbutors. The sgificant growth of the coffee shop
segment in recent years has created a niche market for imported candy/chocol ate and cookie
producis Many coffee shops not only sdl coffee and li ght meals, but also sl
candy/chocol at &' cooki ¢ produd s wath small and attractive packaging.



Cutlet Name, type,

Company Name | Number of Outlets L ocatlon F':'“:l
(Talwan only) g
. Drirect
Gourmet Master | $5°C Bakery Café .
. Id and-wide | Importers
Co., Lid {coffee) (412) Distributors
Uni-President Dhirect
Starbucks Coffee fﬁ’;‘““”f“mﬂ‘ Idand-wide | Importers
Company Dhistn butors
Dhirect
Dante Coffee and .
Dante {coffee) (113) Idand-wide | Importers
Foods Co., Ltd Diistributors
Dhrect
eCoffee Co., Ltd f@;ﬂ" (ouikee) Idand-wide | Importers
Distn butors
[hrect
Mr. Brown Mr. Brown Coffee
North | Im
CoffeeShop | (coffee) (53) Elr&;
. irect
: Bansta Coffee .
Barista Idand-wide | Importers
{coffee) (30) gi siributors
, irect
E;" Coffee Co. | 1 ori (coffee) (54) | Morth/Central/ East Import ers
) Dristn baitors
Dhirect
Cama Co., Ltd Cam a (coffee) (100 Id and-wide | Importers
Dhistn bators
. . Diirect
Lowisa Coffee Lowi sa Coffee .
. Idand-wide | Importers
Co., Lid {coffee) (272) Diistributors

Soue: ATO Suney; TamsanChunand Fonchise Anmusl Report

Saft Drink Bars

Soft dnnk bars are a common saght on almost every street comer in magor cities. This type of shop
developed rapidly aller "bubble tea” gained popularity in the 1980s "Pearl Milk Tea," which
contains small chewy balls made of tapioca starch, isthe signature drink sold at these shops.

In addition to Pearl Milk Tea, there are many other vaniants of soft drinks. Most of them are tea or
fruit-based ice-Mended and smoothie versons  Fresh fruits, syrups, pulp, black and green tea,

instant coffee, concentrated frust juice, areamer, and milk, which are purchased mostl v from
importers and distnbutors, are the prim ary ingredients used in these businesses




Company | Ouwtlet Name, type, Number L Furchasing
Name of Outlets (Talwan only) - Agents
Chom Shu Chun Shui Tang (Tea Dhirect
Tane Colral | Restanrant) (44 Idand-wi de | mp orters
tea howse TP tea (Tea Bar) (225) Dvistribut ors
brcfemion Direct
- TeaPrfessiond (TeaBar) (120) | Island-wide I mp orters
Intl Chion Distributors
Ciroug

Chuan Y1 Tung - Direct
Business Co. l.‘_;zmg, Shin Fu Chivan (Teoa Bar) and-wide T ——
Lud i Distributons
LRI Direct
Enternati onal CoCo (TeaB a) (3009 Idand-wide Imp orters
Lo Dristri b crs
COMEBLY Direct
Internati onal COMEBRUY (Tea Bar) (112) Idand-wide [ mp ortems
CoLid Dristrn bt oas
Diirect
FTumﬁ" Presciea (Tea Bar) (27 4 Isdand-wide Imp orters
H Distributons
Shen-Ceng Tea . Dirsat
A0 Lan (Tealad) (520) Idand-wide Imp orters

Co., Lud. oo
Dristribat cas

Source: AT Survey, Tarwanc lminand Famhise Anmal Report

3. Imsthtutional
Alrline Catering

Evergreen Sky Catering Corporation, China Pad fic Catering Service, and the Kaochsung Airport
Catering Services, dominate the local air calering markel. Eecause of the strong competition
between them, the companies are aggress v v expanding thar calenng business to include local
convenience stores, restaurants, coffee shops, schools, md hospitals The companies mostl v
purchase ingredi ents from | ocal importers, m anufacturers, snd wholesders. However, they wll

import meat and poultry directly.



Outlet Name. type. Number of

Company Name Outlets (T aiwan only) Location | Furchasing A gents
Evergreen Sky Evergreen Sky Catering Morih ﬂrﬂt o
Catering Corporation | Corporation D'Pnl'hutu
China Pacific Dewst
Cateri ; China Paafic Catenng Service Morth Importer

atening Service Distributof
Kachsung Airport | Kachsung Airport Calenng South Importer
Catering Services Services i Distribut or

Soume: ATO Survey

SECTION 11l Competition

According to Tawan's Coundl of Agn culture, Tarwan im ported US3$3.33 hillion of food and
agri cultura products (induding edible fishery and forestry products) from the United States in 2016,
representing 26.5 percent of the total import market share. The United States al so exports many
high-valued consum er-oniented agn cultural produ cts, including beef, pouliry, fresh fnt and

vegetabl es, dairy, tree nuts and processed foods and beverages.

The United States is the leading supplier of the following producds prim anly used by food service

operations:

Talwan Agricultural Froducts lmport Statistics

Meat & FPoultry

Beefand |[776.8 1. USA - 46.92% ThelU 5.1 Tawan's beef

beef offal 2 Ausdrdia- 26.82% | wraditionally the production only

3. N. Zealand - 20.09%s | largest chilled and | accounts for

high-end beef approximatey 5%
products supplier, | of tota beel
while Austraia and | consum ed on the
Mew Zeal and idand
dominate the mark et
for cheaper beef

cuts,




Poultry

1. USA - 93.35%

Consum ers’

Local chicken

Tawan.

2. Canada - 6.35% preference for dok | dominates the
meat provides market.
opportunities for
westermn countn es.

USA products are
price competitive.
Fish & Sealood
Rodk 29.6 |. Nicaragua - 30.45% | Mcaagna'smarket | Lobsters arerare
Lobster 2, Cuba - 22.49% share is up along Taiwan's
and Other JLUSA-10.7%% drasticall y in 2016, | coastlines.
Sea replacing Cuba and
Crawfish, the USA to becom e
Frozen B B #1 supplier.
Live 14.7 I. Canada— 61.14% U5, and Canada are | Lobsters arerare
Lobsters 1. USA - 38.2%% the major suppliers | along Taiwan's
of live, fresh and coasthines.
chilled lobst ers.
Alaska 47 1. USA - 99.41% Pollock is a | NoPollock along
Pollock, 2. China- 059 in Tarwan but often | Tmwmn's
Frozen con fused amon g coastlines.
other mmilar §sh
auch as cod or
hali but.
Dalry Producs
Cheese and | 1335 1. N. Zealand - MNew Zeal and Local production
Curd 26,48 reganed its first 15 limited

3. USA - 2428 place as Tawan's

3. Austraia- 11.67% | largest cheese

4. Argentina—7.89% | supplier, while the
U8 rem ains
compettive in
cheese supply to




Fresh Vegetable
Fresh 027 1.USA - 3753% The LS continues to | Local products
Vegetables 2 Span - 14.49% be the leading dominate the
3. Vietnam - 9.45% spplia of broceall, | markd.
4. China - 2.07% o oms, Jetiuce, and
potaloes.
Alcohol and Other Beverages
Wines, 1743 1. France - 51.37% France dominates | Local companies
wine, and LUSA - 2.45% the market, but new | are not yet able to
sparkling 3. Audraia - B.02% world countnies are | produce quality
wine 4. Chile - 7.9%4% gaining traction due | wine,
5. Italy - 7.70% to com peti tive
| - 6. Span - 6.2 pnang
Beer 1858 |. Netherlands - The Netherlands Local beer brands
35.90", and China are are most popul ar.
2. China - 19.02% aggress ve suppliers
3. Japan - 6.7%% with many
4. USA - 5.28% promoti ons in
restaurants and bars.
Other products
Coffee, 47.9 1.USA - 33.39% The Ul 5. is the Local production
roasted, 2 Maayaa- 2258% | largest supplier of | issmall,
not decat 3. Japan - X0.77% roasted coffee while
Indon esia, Braal,
while other tropi cal
countri es supply
most of the non-
roasted coffee
beans.

Souce: ATO survey: Councd of Agneultue: Global Tade Allas



SECTION IV. BEST PRODUCT PROSPFECTS

Category A: Producis Present in the Markel That Have Good Sales Folential

The LIS,
Imparis Market
Produd | From ihell.S. Share K ey Constrainis over Market Aitraciiveness for
Category In 2 & (Y of total Marka Developmeni ihe IS4
(LSS mul Miom) impaort
markd)
UE does nal hove full mokel | Towon consumers have
pooess for its bed produds 1o | high regands for LLE. beef
Host 64 46.92 Taiwan due tolingenng BEE | regarding quality and
and raclop mmin e concerms. safety.
Special safeguards (5505) rase | The US. is one of afew
Chicken 130 91.94 thie tariff’ from 20 percent 1o couniries cettified (o epan
shoul 266 percent. pouliry meal Lo Tawan.
The U5, eanlinues 1o be the
Fresh 16 1743 Local production meets most | lending supplier of brocea,
Vegeiohles of the vegaoble demand mins, letuce, mid
potaloes.,
Mew Zealand emoys duty-free
Cheese 32 2478 peoms o6 arcsull of a free Comsumpiion of cheese
- - irade agreement signal with prodilds conlinues Lo grow.
Taiwean in 2003,

Sowte: Towan Busmuof Forign Tade: Taman Co e il of Agne uliue
Section V. FOST CONTACT ANMDFURTHER INFORMATION
Contact Inform ation for FAS Offices in Taiwan

For Trade Podicy/Market Access and General Agncultural Issues

[American Inshitute In T mwan, AlT, Tapa
O ce H ours: (00 AM - 5:00PM
Telephone 011-886-2)2162-2316
F ax: 011-886-2)2162-2238
Em al -FAS: apel ffas usdagov

For Market Development Asastance:

[American Institute In Taiwan, ATO, Taipa

O e H ouirs: 00 AM - 5:00 PM
1 elephone: 011-886-2)2705-6536
- ax: O11-886-2)2754-403]

Emal -FAS;




Other Relevant Reports
Reports on the Taiwan fu-ud a:u:l ag‘: w]tu:d ma‘lr.-et are av.il d:ie on the FAS website, The search

engine can be found at hitp: /ga

Exporter Guide | Exporter Guide SP| - Expand Internati ond Marketing Opportunities T aipei
ATO[Taiwan]127/2017
er Guide Tapa ATO Taiwan 12-5-2017

Retal Foods [SP| - Expand Intemational Marketing Cpportunities Taipa ATO[T aiwan| | 272002017
Retal Foods _Taipa ATO Tawan_12-15-2017

Dairy, Milk, Fluid, Dary, Dry Whol e Milk Powder, Dary, Butter U_S. Milk Exports to Taiwan on
Track to Reach New Record Dary and Produds|Tai pei]Ta wan|10/17/ 2017

Dairy and Products Annual Tapa Taiwan 10-12-2017

Growing Demand for Organicsin Tmwan Stifled by Unique Kegul story Special Certi fication -

Organic/K osherH alal [T mpei|l awan|% 192017
Caronwiin mand for pesin Tmwan Stifled by Uni It story B _Taipei Taiwan 9.7.2017




