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Taiwan’s retil food sector is becoming increasingly competitive and ¢ hain operators, such as Costoo, 7-
Eleven, PX Mart, Carrefour and Wellcome, continue 1o dominate Taiwan’s food retail market. Most of
the retailers have sel aggressive expansion plans o either increase the number of siores or o broaden
their production = lection. The United States is the leading supplier of many consumer-oriented food

and agriculiural products including red meats, fresh fruil and vepgetables, pouliry, processed foods and
beverages o these and other retail operators in Taiwan.



SECTION L MARKET SUMMARY

Taiwan Profile
With a populaton of 23 mallion, Taiwan i a thriving de mocracy, vibrant market economy, and a highly
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Tarwan 15 a significant nel imporier of food and feed, imporiing about 70 percent of iotal demand. The
United States is viewed as a provider of high-quality, safe products and is currently the large st supplier of

many consumer food products to Taiwan, such as beel and bee foffal, pouliry, dairy products, various
fresh Fruits and vegetables, roasiad coffee, and tree nuls,

Tagwan is among the workd lesders in 1@rms of E -comanme nee penet ration (Lhe perce nlage ol residents that
have purchased products online). The e-comime roe market in Taiwan has grown ol & rapad pace over the
past few vears, with a market size of USS 37.6 billion in 20016, and a 5-year average growth raie of 10-20
percent. Taiwan consumers purchase a wide vanety of products when shopping on local e-commerce
platforms, with clothing and accessories (2005 percentk food products (20 percent ), and beauty and skin
care {178 percent) Lhe calegories thal top the ha.

Taiwan is also o rapidly aging society. By 2025 over 20 percent of the population is expeciad 1o be over
65, In the fwiure, this will hove mpociant omaphbestions for Dood trade, with growith m healbth Dood and
conventénce fnod continuing ko grow,

Taiwan Retaill Foods Sector Oyve rvicw and Sabes Trends

Annual Food Sales of Retailers in Taiwan (By Sector)



Convenience Stores/Hypermarket/ Supe rmarketsAthers

2014 2015 2016 Share of Food liems in Total

(Us$ (US$ (US$ Sales (%)

billion) billion) billioe)
Towl Retail Sales 36.9 383 40.2 235
Convenbenoe 9.6 9.8 10.3 254
Stores
Supermarkets 56 6.0 6.5 524
Hypermark ets 5.9 6.1 6.4 35.6
Others 3.6 3B 3.9 13

Sowrce: Minigry of Econonie A Maim, Depertnsent of Statidtic

Demands by lime-consirained consumers for quick meal solutions, big name retailers such as

T-Eleven, have added fresh-cooked food 1o their convenience slones. Additionally, strong sales found in
the convenience store sector are a result of the consumers’ need forfast mansactions and one-gop
shopping. To address this, more and more supermarkets are adding new products of ready-to-eat/ read y-
to-connk prepared Toods.

Taiwan's continued modemization and increased adoption of westem food mstes makes it country an
extremely attractive market for US. exporters. Taiwan has also served a5 a led market before products
are expoed o China.

Number and Type of Retailers and Outlets in Taiwan
2011 - 2017

2016 8 10,454 7 | 66 30 2,089
2015 L 10,321 6 154 29 1,994
2014 7 10,632 L] 123 26 1,820
2013 7 10,087 7 128 29 1,771
2012 (] 9.997 T 126 29 1,709
2011 ] 5,870 7 124 3l 1.618

Scawce: Taiwan Chain Stoee Almamac 2007

Advantages and Challenges for US. Exporters



Advantages Challenges
5. food products enjoy an excellent reputation 5. food products are not alw ays price
THMIE COMSUITE TS, mpetitive in the Taiwan market.
The growing modemn retadl industry is looking Taiwan is the United Siates Tth largest market for
[for new imported food products. riculiural exports bul ofién overlooked by 1.5,

uppliers eager (o export directly to Clina
[The magority of consumers become mare health E"i eaporiers are sometimes reluctant o change

nscious and tend 1obe less concerned albout ucl specifications o comply with Tawan
ts when shopping. uirements/consumer preferences.

[The popularity of American holidays and
E:urﬁl'lil'ﬂtyh lead o prometional € venis

any U5, companies are unwilling to provide
low volume, consolidaed shipments of high-

ganized around these themes by restauranis value products 1o importers'end users,

hodels throughout the year.
[There is a wide variety of U.S. food products Consumens maintin a preference for “fresh™ food

favailable o consumers. ducts over “frozen.”
onsimers are brand-conscious, and Americais  Competition from agricubural and food exporters
leader in food bramds that set trends. rom couniries with an FTA with Taiwan.
ncreasing growth of fast food chains and casual umerous food regulations and standards are not
ining restauranis is & key w indusiry growth. n line with ULS. or internat ional standards.

SETTION IL ROAD MAP FOR MARKET ENTRY

Except for large exporting companies that maintain representative ofTices in Taiwan, the appointment of
an import agent is a critical decision for most exporters. Importers prefer o see product samples
whenever possible and will often place small initial shipments 1o lest the market response,

Imporied goods must conform o local standards and labeling regulations required for importing products
into this market, A local agent or distribulor should be able 1o assist with obtaining the necessary
certificalions and permiis needed for imporiation, For more information on import requirements please
review our Food and Agricultural Impon Regulations and Standards report.

Small to medium size exporters should work with the appropriate US. Suate Regional Trade Groups
{SRTG) 1o mke advantage of the SRTG' resources for marketing and promotion suppon in major export
markets. The four SRTGs are non-profit trade deve lopment omgani zaions that help U.S. food producers,
proce ssors and exporters sell their products overseas. They are funded by USDA'S Foreign Agrculiural

Service (FAS), individual stae depariments of e

agricubure, and private industry. The SRTGs g S e
provide e xpon assistance o companies located in ,-’\ e their
geographic region through a variety of expon

programs and integrated marketing services, To & arm
manre aboul services avai lable from the SETGs, find
the SRTG for your geographic region in the list LT

and visit the website. .



Western US. Agricultural Trade Associstion (W LUSATA)

Southern U S. Trade Association (SUSTA)

Food Exponi-Midwes (previously named MIATCO) (Food Export)

Food Expori-Nartheast (Previously named Food Export USA ) (Food Export )

L I

ATO Taipei strongly recommends ULS. food exporters exhibit in the USA Pavilion at the Taipei
Imernational Food Show, whichis the most influential rade show in the food industry in Taiwan, aking
place in June every year. The USA Pavilion exhibitors will receive on-site consulistion services from the
ATO Taipei. ATO Taipei also organizes the USA Pavilion at the Taipei Building Show o promaote fores
products. US. companies interedéd in these shows may contact ATO Taipei for more detadls.

2018 Taiwan Trade Show Schedule

Show Nama Show Data Products Featured
Taiwan Fruit & Yepetable Show Nov. 8-10, 2018 | Fruit and Ve getables
Taiwan Int’l Fisheries & Seafoosd Show Mo, B-10, 2008 Sealomd
Taipei Int'l Food Show June 27-30. 2018 | Food and beverages |
Taipei Buikling Show Dec. 1316, X8 (Tentative) Fore st prsducts
LUselul Resources

s Exporier Gusde Tawan
. . ;

e Taiwan Cusioms On-=line Tari [T Diatl ahase
o Taiwan's Buren of Trade - Siatsiics

SETTION I COMPETITHON

Convenience Stores

The densily of convenience slores in Talwan conlinues (o grow, though sles in the convenience sione
sector are expeciad o continue 1o grow. Data released by Taiwan Chain Store and Franchise Association
show that the major convenience store chains owned a todal of 10,454 outlets and that this wanslaes inw
one convenence store for every 2,200 people.

In terms of annual sales, convenience stores have been growing significantly and are mking a marker-
leading position that generatad USS 10.3 billion in sales in 2016, representing a 4.7 percent growth rate
compared 1o one year ago. Convenience sore chains have broadenad their product and service pon folio,
and now are serving fresh coflee, selling concen tckets and tran tickets and offenng delivery pick-up
service s, Currently, convenience stores operalors have become less aggressive aboutl outlet expansion and
focus on same-store sakes and gross margin improvemenis,



Profilc ve snagpor wonvenmenoe swres on Faiwan

Source; Taiwan Chain Stose Almsssc 2017

China Credit Infornwdion Savice =017 |--i"'_""'1 oF ol sens in Lawan
Hypermarkeis

In 2006, Tawan hypermarkets generated a tolal of USS 6.4 bilhon in sales, a nearly 4.6 percenl growth
from the previous vear. There are now 166 hypermarket outles in Taiwan, which includes a mix of
foreign owned and locally owned swores.  In terms of sales generaled, foreign operalors, e luding
Carrefour and Costoo, continee 1o dominate the Tawan market and hold more than 50 pereent market

5 hare.

Most of Taiwan’s hypermarkets and warehowse stores are located in suburban areas, though recently
opened hypermarkets have tended 1o be smaller in area in denser whan areas, To lower operming costs
as well as o diferentiate themselves from their competitors, many hypermarkets have increased their
volumes of imported and private label items, Based on this, Taiwen’s Food Indusiry Research &
|:'L"-.-.']|:-|'l|:|:'.-.'|:|l Inststute {FIRDI) |'II:<'\.!.:\~.'||.'\1| that there g2 2till maisch pooim fod L th in |:|:». | imiarkets i
Taiwan, Tough competition comes nol only from modern food refail siores but also from the numerous

sireet stalls and traditional wel madkeis, which provide convenience and also cater (o bocal asies.

Major Hypermarket Company Profile



Major Supe rmarket Store Profils

Souroe: Taiwan O hain Stose Alnusssc N7
Chunas Ceodan Do comsieny Serveoe — 2007 Taogs 30000 Corpar alioes 1o lnwan

Consdering stronger compe tition, supermarkets have been agpréssively developing other eflective
-\Ij-nl-\.':.'iq.'-. i onder W cater o Lhe needs of city dwellers, JTasons Market Place musinl y ¢ aries |||:.'||q.'| end
| i|:'||h'-l ted foods, which accounts foe 50 [eeteenl ol '|"|-:u|||-.l\.. I st downy, there are ||i..'|| &l
supermarkets, such as CrtySuper siores, under this new SUPETTTA ket formsi Calegory This high-end

supermarkel formal is -.'\.|I-.'.'I-.'|| lo grosy even more over the next several vears



The idea of “Mmeshness™ for supermarkets serves as & ool o atiract custome s and o generate profiis.
Fresh items carried in supermarkets have seen an increase in recent vears, reaching shout S0 percent of
the iotal ilems carried, Fresh fruil and vegetables, meat, and seafood are also used by supermarkets 1o
differentiate themselves from hypermarkets and conveniences stores as well as (o support the profitability
of a store,

SECTION DL COMPETITION

Given Talwan's relatively small agriculuml sector, its dependence on food and feed imports is expected
o continue o grow. According to Talwan’s Council of A griculmre, Taiwan imported U'S53.33 billion of
food and agricubural products (including edible fishery and forestry products) from the United States in
2016, representing 26.5 percent of the total import market share. The United States also exports many
high-valued consumer-orienied agriculiural products, including beel, poultry, fredh fruit and vegetables,
dairy, tree nuis and processed products and beverges,

T Taiwan’s Anowal Imports of Food & Agriculiural Products
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Regarding proce ssed products, locally manufsciured products present <ignific ani compe il ion o many
American processed products. Taiwan's strong food processing industry manufac tures a wide diversity
of processed products, including processed meat, seafond, vegetables, Truils, nondles, sauces, oils,
grain flour, beverages, smacks, confectionerie s, dairies, and liquors, Nevertheless, consumers are open
i purchasing imponed and are highly inte rested ghobal food trends.

2016 Taiwan Consumer Oriented Imports from Major Suppliers



[Ranking Countries to Taiwan
Amount Total Import Top 5 Imported Comnsumer Oriented
iss Market Share Products
million ) %)
. Chicken, apples, ffozen potsio
1 LS. 1,566 29.82 sdoots, pet food
Mew . kiwi, milk & cream, apples,
3 2
2 Fealand® 660 12.18 -
Apples, pastry producis,
3 Japan 441 8.15 skieshiscuits, beer, non-aloohiol
VETages
4 Australia 397 7.32 - milk and coeam, lamb and goat
al, wine: pet Food
g China 24l 445 IBeer ginseng roots, vegetables, dried
i " T lruits, condiments, and seasonings

0 July 10, 2003, Taiwan and New Zealasd <ipgned a free wrade agreement, Tamwan's first free trade agreement adeveloped

ey,

SECTIONIV: BEST PRODUCT PROSPECTS

The growih of L5, food and agricultural exporis o Taiwan aré mostly high-value consumer-orientéd
producis, While U5, bulk commaodity products exporis o Taiwan are facing more com petition from
developing countries with cheaper costs, US, exports of consumer-oriented products, such as meat,
poiliry, and fresh fruits, enpoved 42 percent growth from 2000 o 2006,

| Product Imports Us Key Constraints Market Atiractiveness for
From Market over Market the USA




agreement signed with
Taiwan in 2013,

0s. Share Development
In 20 (% of
(LSS total
million) import
markei)
.5, does not have
full market access for
its beel products to Taiwan consumers have high
Besl ind 46,92 Taiwan due regards for US. beel
lingering BSE and regarding quality and safety.
raclOPami ne
CONCEMS.
) fsp.;:i.‘l]?lr:::fhu:ﬂ&n T U.S_, is one of a few countries
Chicken 130 91.94 from 20 pescent 1o :::E_’i:iima:mn moultry meal
aboul 26,6 percenL )
Taiwan consumers eénjoy a
Taiwan is an great variety of fresh fruits,
imponant producer of | U.S. offers different vaneties
Fresh 2799 3174 fresh tropacal fruits of fresh fruits which Taiwan
Fruits ) ) with high quality. U5, | does not produce locally, Top
expors face some U5, fresh fruil exporis (o
SPS trade barriers. Taiwan are apples, cherries,
peaches, and grapes.
Fresh Local production U5, continues 1o be the
Vegetables 76 37.53 meels most of the leading supplier of bicooli,
vegetable demand. onions, letiuce, and potaloes.
The growth of this
sedtor “ﬁ}' oy down Tree nuts are used For snack
due 1o limited foods and a8 food ingredients
Tree Nuts 63 52.63 supplies and strong and are promoted as healthy
demand compsetition food
oo Lhe madnland
market.
The mast significant
barriér o entry for Tai wan pet food imports are
L5 pet food is the eapected o grow moderase ly
Pet Food 3 3160 bamn on et food over the nexi kew years as pel
containing beel ownership increases,
byproducts,
New Zealand enjoys
duiy-free access a8 a . T
Cheese 32 2428 |resultofa freetrade | Consumption of cheese

products continues o grow.

Source: Global Trwde Atk




SECTIONY: POST CONTACT AND FURTHER INFORMATION

Contact Information for FAS Offices in Taiwan

for Trade Polic y/Market Access and General Agniculfural Issues:

Talwan
American Institute In Talwan, AIT, Bipaei

Telkephone: (011-866-2) 2162-2316
Fax: (011-886-2) 2162-2238
Emaill-FAS: agtaipeiffas.usds,gov

For Market Development Assistance @

Talwan
Agricultural Trade Office - Taipel, ATO, Bipel

TekDirect Line: (011-886-2) 2705-6536
Fax: (011-B86-2) 2706-403 1
Email-FAS: alotaipe @ fas usda. goy




