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09-AG-36-GE-OSM-B

Multicountry Observational Study Mission on Export Promotion of Agrifood Products
(2 - 7 March 2009, Japan )

List of Participants

Bangladesh Mr. M. Mofizur Rahman
ITC National Project Coordinator
International Trade Centre (ITC) Geneva
ITC Project BQSP Component 2, EPB (Export Promotion Bureau)
TCB Bhaban, 1 Karwan Bazar
Dhaka - 1215
Telephone :380-2-8144-876
Fax :880-2-911-9531
E-mail: mofiz374@yahoo.com

Cambodia Mr. Khieu Sokhem
Administrator and Marketing Manager
Cambodian Harvest Dried Fruit Co., Ltd.
#29, AB St 472, Toul Tompoung 2
Khan Cham Karmon
Phnom Penh
Telephone :855-23-361-143
Fax :855-23-224-808
E-mail: rtccambodia@online.com.kh

China, Republic of Dr. Chen Shwu-En
Professor
Department of Agribusiness Management
National Pingtung University of Science and Technology
1 Hsueh Fu Rd., Nei Pu
Pingtung 91201
Telephone :886-8-774-0249
Fax :886-8-774-0190
E-mail: annchen@mail.npust.edu.tw

Ms. Tseng Shu-Fen
Specialist

Agriculture and Food Agency
Council of Agriculture

8 Guanghua Rd., Nantou City
Nantou County 540
Telephone :886-49-233-2380
Fax :886-49-234-1116
E~mail: tsf@mail.afa.gov.tw



India

Indonesia

Iran, Islamic Republic of

Lao PDR

Ms. Tamanna Chaturvedi

Consultant

Indian Institute of Foreign Trade

B-21, Qutub Institutional Area

New Delhi

Telephone :91-11-26966563

Fax :91-11-26853956

E-mail: tamanna_chaturvedi@yahoo.com

Mr. Fahrizal

Specialist, Senior Operation for Agricultural Products,
Cereal, Grain and Others

PT. Sucofindo (Persero), Agricultural Services

J1. Raya Pasar Minggu Kav 34

Jakarta 12780

Telephone :62-21-798-3666

Fax :62-21-798-3006

E-mail: fahrizal@sucofindo.co.id

Mr. Hamid Reza Mirian

Assistant Manager

Union of Producers and Exporters of
Agricultural Products

No. 2, South Shikh Sadogh St.
Isfahan

Telephone :98-311-6695074

Fax :98-3116691041

E-mail: info@upeap.com

Ms. Nongnut Foppes

General Manager

Xao Ban Group

200 Unit 13, Ban Saphangmoh, Saysetha District
Vientiane

Telephone :856-21-452900

Fax :856-21-452900

E-mail: xaobangroup@yahoo.co.th



Mr. Sisombath Eric
Managing Director

Sinouk Cafe Lao, Ltd.

Km 9 Thadeua Road
Vientiane

Telephone :856-21-312150
E-mail: sinouk@laopdr.com

Malaysia Dr. Saipul Bahari Bin Abdul Ree
Head, Risk Analysis Unit
Import/Export & Quarantine Section
Biosecurity & SPS Division
Department of Veterinary Services Malaysia
Wisma Tani, Podium Block, Precinct 4
Federal Government Administration Centre
62630 Putrajaya
Telephone :60-3-8870-2042
Fax :60-3-8888-6472
E-mail: saipul@jph.gov.my

Dr. Subramaniam s/o Perumal

Quality Assurance Manager

Farm's Best Food Industries SDN BHD/

Federation of Livestock Farmer's Association of Malaysia
Lot 37 & 38, Masjid Tanah Industrial Estate

78300 Masjid Tanah

Malacca, West Malaysia

Telephone :60-6-38477178

Fax :60-6-3847187

E-mail: sfi@sinmah.com.my

Nepal Mr. Kamal Raj Mainali
Executive Director
Himalayan Shangri-la Tea Producers (Pvt.) Ltd.
P.O. Box 2243, Gangapath, Basantapur

Kathmandu
Telephone :977-1-4246703
Fax :977-1-4224135

E-mail: Imainali@htp.com.np



Pakistan

Philippines

Sri Lanka

Mr. S.M. Naseem

Managing Director

A.R. Foods (Pvt.) Ltd.

32-33, Industrial Triangle Estate Kahuta Road, Humak
Islamabad

Telephone :92-51-4490471-4

Fax :92-51-4491117

E-mail: arf@arfoods.com.pk, smnaseem@arfoods.com.pk

Mr. Brian Chua Caedo Tan
General Manager/Owner
Bethany Management, Inc.

Suite 903 Paragon Plaza

EDSA Cor Reliance St.
Mandaluyong City, Metro Manila
Telephone :63-2-6376408

Fax :63-2-6872338
E-mail: brian.tan@bmi.com.ph

Ms. Rosemarie R. Delos Reyes

Business Development Assistant Supervisor
Mega Fishing Corporation

1076, M. Naval St.

Navotas City

Telephone :63-2-2823368

Fax :63-2-2825455

E-mail: rreyes@megasardines.com

Ms. Helena H. Del Rosario
General Manager

Soyuz Foods International, Inc.
Unit 726 Mega Plaza Bldg.

- ADB Avenue corner Garnet Road

Ortigas Center, Pasig City 1605
Telephone :63-2-687-4014
Fax :63-2-687-4369
E-mail: soyuz@mozcom.com

Mr. Bajjama Liyanage Nishantha Kelum
Export Promotion Assistant

Sri Lanka Export Development Board
42, Nawam Mawatha

Colombo 2

Telephone :94-11-2300732

Fax 194-11-2304879

E-mail: kelum@edb.tradenetsl.lk
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Thailand

Vietnam

Dr. D.B.T. Wijeratne

Director (Enterprise Development)

Ministry of Agrarian Development & Agrarian Services
Govijana Mandiraya

Battaramulla 10120

Telephone :94-11-2887431

E-mail: dbtwij@hotmail.com

Dr. Puntarika Ratanatriwong

Assistant Professor

Department of Agro-Industry

Faculty of Agriculture Natural Resources
and Environment

Naresuan University

Ta-Poh, Muang

Pitsanulok 65000

Telephone :66-55-261000

Fax :66-55-261987

E-mail: rikaja@yahoo.com, puntarikar@nu.ac.th

Ms. Nguyen Bao Thoa

General Director

Vietnam Handicraft Research and Promotion Center
No. 19/19 Lac Trung Street

Hanoi
Telephone :84-4-3636-8006
Fax :84-4-3636-8007

E-mail: hrpc@fpt.vn

Total number of Participants= 20

2009-02-27



09-AG-36-GE-OSM-B
Multicountry Observational Study Mission on Export Promotion of Agrifood Products
(2 - 7 March 2009, Japan )

List of Resource Persons
Ms. Chitra Ananda

Representative, SE Asia
FDA Registrar Corp - Singapore

Singapore 269818
Telephone: 65-64662974
E-mail: singpore@registrarcorp.com

Mr. Jun Chanoki

Senior Consultant

5 plus 2 Corporation Ltd.

Akemi, 3-2-11-601
Kaien-no-machi, Urayasu-shi

Chiba 279-0014, Japan

Telephone: 047-305-6819
E-mail: fcjcjapan@yahoo.co.jp

Mr. Yoshihiro Tanaka

President

Primex Chemical Co., Ltd.

21-12, Yoyogi, 5-chome

Shibuya-ku, Tokyo

Telephone: 03-3481-1908

E-mail: y.tanaka@pcc-primex.biz-web.ip
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ABSTRACT

Becoming a WIO Member 1n 2002, Republic of China (R.O.C.)
received the trade advantages of Most Favored Nation status and lower
trade barriers. Therefore, the international marketing of
agricultural products becomes an important 1ssue and export promotion
of agricultural products becomes important policy for the Government
in ROC. The objectives of this paper are to describe export situations
and to 1llustrate the export promotion supports of agricultural
products 1n Taiwan.

The share of export of agricultural products in total export
decreased from 6.08% to only 1.58% during 1999-2008. The export of
fishery products accounting for almost 40 percent 1s the most important
component of export structure of agricultural products. Japan is the
most 1mportant partner of agri-food exports.

In order to direct marketing efforts toward international
markets in the products with competitive advantages instead of all
agricultural products, the key i1tems for export promotion supports,
such as rice, green soybean, mangos, and tilapia, were selected.

Export promotion is a fundamental task. The strategies of
collecting international market information and proposing marketing
strategies, establishing stable supply system and improving agri-food
quality, improving exporters’ capability and strengthening agri-food
competitiveness, and establishing high-quality image abroad and
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developing export markets are adopted to promote Taiwan agri-food
exports. Facing the severe competition of international trade, the
continuing export efforts, such as i1mproving product quality,
stabilizing supply, and fully understanding market trends, are
required. Besides, efficient export promotion will be useful to

develop international market.
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I. INTRODUCTION

Becoming a WIO Member in 2002, Republic of China (R.0.C.)
received the trade advantages of Most Favored Nation status and lower
trade barriers. Therefore, a larger market and greater sales for
agricultural products were expected and the project of “enhancement
on international marketing of agricultural products” was carried out
during 2004-2006. Following the previous one, the project of

“enhancement on global marketing of agricultural products” was
proposed 1n June of 2006.

The international marketing of agricultural products becomes an
important issue and export promotion of agricultural products becomes
mmportant policy for the Government in ROC. In spite of the impact of
severe competition 1n global markets caused by the trade
liberalization, the efforts of collecting international market
information, strengthening agri-food competitiveness, and
establishing high-quality i1mage abroad were made. However, are the
efforts of export promotion effective?

In order to share the experiences and discussions, the
objectives of this paper are to describe export situations and to
illustrate the export promotion supports of agricultural products in
Taiwan. The export situations consist of export trends, export
structure, major export products, and export countries. The
illustration of support organizations of export promotion, key items
of export promotion support, and the support policies/strategies of
export promotion are presented at III. Finally, this paper will end
up with conclusion and challenges.

IT. EXPORT OF AGRICULTURAL PRODUCTS
2.1 Export Trends and Structure

The export and import of agricultural products during 1999-2008
are presented 1n table 1. It shows the stable growth of export during
1999-2007 and the jump at a 12 percent growth rate 1n 2008. The share
of export of agricultural products in total export decreased from6.08%
to only 1.58% during 1999-2008. The ratio of export of agricultural
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products to import dropped from about 4:10 to 3:10.

Table 2 shows the composition of export structure of
agricultural products of Taiwan 1in 2008. Among the total export of
agricultural products, the export of fishery products accounted for
almost 40 percent. In 2008, the export of livestock products valued

31 percent of total, crop 26 percent, and forest 4 percent.
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Table 1 Export and Import of Agricultural Products (R.O.C.,

1999-2008)

Unit: million dollars, 100%, %

Share in Share in Ratio of
Export Index Import Index
Year Total Total Export to
Value  (1999=100) Value  (1999=100)
Export Import  Import
1999 3,102 100 6.08 7,642 100 17.24 4.1: 10
2000 3,279 106 5.54 7,602 99 14.44 4.3 : 10
2001 3,031 98 6.09 6,863 90 18.32 4.4 : 10
2002 3,150 102 2.41 7,105 93 6.31 4.4: 10
2003 3,243 105 2.25 7,830 102 6.15 4.1: 10
2004 3,554 115 2.04 8,862 116 5.28 4.0: 10
2005 3,582 115 1.89 9,355 122 5.15 3.8: 10
2006 3,299 106 1.55 9,428 123 4.68 3.5: 10
2007 3,433 111 1.46 10,456 137 4.79 3.3: 10
2008 3,849 124 1.58 12,115 159 5.05 3.2: 10

Table 2 Export Structure of Agricultural Products (R.O.C., 2008)

Unit: million dollars, %

Products Export Value Share of Total
Crop Products 1,010 26.24
Livestock Products 1,188 30.87
Fishery Products 1,507 39.16
Forest Products 144 3.74
Total 3,849 100.00

2.2 Major Export Products and Countries

For Republic of China (Taiwan), leather, tuna, feather, eel,

milkfish, squid, wool, bread and cake, soybean, rice, phalaenopsis,
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saury, non-coniferous, and marlins are the 1important exported
agricultural products. By the value ranking in 2008, the main exported
agricultural products are bovine leather, frozen tuna, other crops,
frozen skipjack, feather, fresh or chilled tuna, live eel, swine
leather, frozen milkfish, frozen squid, wool, toasted bread or cake,
frozen soybean, preserved eel, preparation rice, live phalaenopsis,
frozen saury, law-logged on-coniferous, frozen marlins, and goat
leather.

Japan 1s the most important partner of agri-foods export from
Taiwan, ROC. Top ten exporting and importing countries of agricultural
products 1in 2008 was shown in Table 3. In 2008, the export of
agricultural products to Japan accounted for 23.71 percent of total
followed by those to China, Hong Kong, United States, Vietnam, and
Thailand. The share of export to China, Hong Kong, United States,
Vietnam, and Thailand were 11.34 percent, 11.12 percent, 10.61 percent,
8.22 percent, and 7.86 percent, respectively.

Table 3 Top Ten Exporting and Importing Countries of Agricultural
Products (R.0.C., 2008)

Unit: million dollars, %

- Export Import

Countries Value Share  Countries Value Share
1 Japan 913 23.71 United States 4,080 33.68
2 China 437 11.34  Japan 807 6.66
3 Hong Kong 428 11.12  Australia 764 6.31
4 United States 408 10.61  China 718 5.93
5 Vietnam 316 8.22  Malaysia 715 5.90
6 Thailand 303 7.86  Thailand 660 5.45
7 Rep. of Korea 106 2.75 New Zealand 459 3.79
8 Philippines 85 2.20 India 418 3.45
9 Malaysia 79 2.05 Vietnam 390 3.22
10 Singapore 65 1.68 Indonesia 352 2.90
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I1T. EXPORT PROMOTION SUPPORT
3.1 Organizations

The activities of export promotion of agricultural products are
mainly supported by Council of Agriculture (COA) and Taiwan External
Trade Development Council (TAIRIA) 1n Taiwan, ROC.

(1) Council of Agriculture, Executive Yuan, R.O0.C. (COA)

The Council of Agriculture 1s the competent authority of the
crops, forestry, fishery, animal husbandry, and food affairs in Taiwan.
[ts responsibilities include guiding and supervising provincial and
municipal offices in these areas. In charge of international marketing
and cooperations, International Affairs Department of COA cooperates
with the associated affiliate organizations tohelp farmers, farmers’
organizations, and agribusinesses to develop export markets of
agricultural products.

(2) Taiwan External Trade Development Council (TAIRIA)

Founded 1in 1970 to help promote foreign trade, the Taiwan
External Trade Development Council (TAITRA) is the foremost non-profit
trade promotion organization in Taiwan. Jointly sponsored by the
government, industry associations, and several commercial
organizations, TAITRA assists businesses and manufacturers to
reinforce their international competitiveness and to cope with the
challenges they face in foreign markets.

TAIRA carried out a series of agricultural product promotion
activities both in Taiwan and abroad, including food fairs, trade
missions, fruit fairs, agricultural related seminars and forums. It
also assisted domestic enterprises 1n participating international
food fairs and hosted a number of Taiwan agricultural fairs in Europe,
America, Asia, and Australia.

3.2 Key Items

In order to direct marketing efforts toward international

markets in the products with competitive advantages instead of all
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agricultural products, the Government selected key items for export

promotion supports. The key agricultural products are as followings:

(1) Rice
The export of rice was valued almost 55 million dollars in 2008
compared to less than 10 million dollars in 2007.

(2) Vegetables: green soybean, carrots, and lettuce
The export of green soybean was valued almost 46 million dollars
in 2008 compared to less than 40 million dollars in 2007. The export
of carrots was valued 5,946 thousand dollars in 2008 compared to
894 thousand dollars 1n 2007. The export of lettuce was valued 1,457
thousand dollars in 2008 compared to 663 thousand dollars in 2003.

(3) Fruits: banana, mangos, guavas, carambolas (star fruits),
pineapples, papayas, grapes, lichees, and wax apples
In 2008, the exports of banana, mangos, pineapples, grapes, and
lichees were valued 15.7million dollars, 11.6milliondollars, 0.9
million dollars, 3.0 million dollars, and 2.6 million dollars,
respectively.

(4) Ornamental plants: phalaenopsis, chrysanthemum, customa,
oncidiums, and flamingo flower
In 2008, the exports of phalaenopsis, chrysanthemum, eustoma,
oncidiums, and flamingo flower were valued 52.2 million dollars,
l.Imillion dollars, 1.6 million dollars, 7.3 million dollars, and
3.7 million dollars, respectively.

(5) Tea
With 11 percent annual growth rate, the export of tea was valued
almost 26 million dollars in 2008.

(6) Livestock: duck, pork, chicken, and eggs
In 2008, the exports of duck, pork, and chicken were valued 24.5
million dollars, 9.5 million dollars, and 2.5 million dollars,
respectively.

(7) Fishery: ornamental fishes, eel, milkfish, tilapia, grouper, and
danadian sergeant
In 2008, the exports of ornamental fishes, eel, milkfish, tilapia,
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grouper, and danadian sergeant were valued 3.2 million dollars,
141.8 million dollars, 18.5million dollars, 8.2 million dollars,
11.2 million dollars, and 292 thousand dollars, respectively.
3.3 Support Policies/Strategies
Following the projects of “enhancement on international
marketing of agricultural products” and “enhancement on global
marketing of agricultural products™ , the support policies are carried
out.
(1) Collect international market information and propose marketing
strategies
The Government supports the information survey of import
measures, marketing channels, inspections, and quarantine of the
target export destinations, i1ncluding Japan, Hong Kong, China,
South Korea, United States, European Union, and some emerging
markets, such as Middle East countries. The analyses of
international trade situations of exported agricultural products
are supported and export measures are improved to meet the
international market needs. For instance, the aids to collect the
price and cost information of exported agricultural products in
target export destinations and in export competitive countries are
supported by the Government. Projects to analyze the export
strategies of exported agricultural products are subsidized by COA.
(2) Establish stable supply system and improve agri-food quality
In order to maintain stable supplies of exports, the
specialized production areas of exported agricultural products
should be planned to establish. The export potentials should be
evaluated and export volumes should be accurately estimated.
For the sake of food safety management of exported agri-foods,
the registration system on producers and exporters of mango, papaya,
banana, lichee, grape, ponkan, pineapple, carrot, burdock, green
soybean, lettuce, green bamboo shoot, and spinach 1s proposed.
Furthermore, the traceability system and bar code management system
are adopted to ensure the food safety of agri-food exports.
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(3)

The government authority has strengthened pesticide residue
examinations of exported agri-food to meet the hygiene and safe
requirements of agri-foods 1n responding to the stricter
requirements of international trade recently. In addition, more
modern processing machines are facilitated for agri-food exports
to meet the stricter requirements. For example, the newly
quarantine treatment facilities established at steaming processing
factories at Tainan and Kaohsiung has improved the efficiency and
capability of quarantine treatment of exported fruits.

Improve exporters’ capability and strengthen agri-food

competitiveness
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The Government assists exporters 1n developing brand and
improving product packages. “Taiwan Product” was designed to be
as trade mark to impress Taiwan brand image in global market. For
the example of green soybean, exporters were assisted to use

“Taiwan green soybean” as trade mark to distinguish Taiwan s
products from other countries’

Training programs for human resources of every variety were
offered for the international trade of crops, livestock, and
fishery products. The training program contents include domestic
and 1nternational marketing channels, export practice,
international marketing practice, case studies, and field visits.

To provide exporters and international buyers the product and
trade information, COA supports to set up the website of Taiwan
AgExporter (http://www. agexporter.com.tw). On Taiwan AgExporter,
a variety of information about product, industry, and market
situations, supplier and buyer directories, product photos of
numerous kinds of high quality Taiwan agricultural products could
be found. With timely Taiwan agricultural-related news and
highlights, AgExporter could be viewed in Chinese, English, and
Japanese. The trade statistics data of agricultural products could
be searched by connecting to the website of search information

system of agriculture trade statistics.



The Government holds discussion forums with farmers,
farmers’ organizations, and exporters regularly to understand the
problems they face and to help to find the solutions.

Inaddition, “Superior Agricultural Product Exporter Praise
Rules” was proposed to award the exporters having the highest
export values or the highest growth rate of export values of
agricultural products. The reward categories 1include rice,
vegetable, fruit, ornamental plant, tea, fish, molluscs,
crustacean, aquatic seedling, ornamental fish, and livestock. The
winners will earn bonus, prize place, and the subsidies for overseas
show expenses.

(4) Establish high-quality image abroad and develop export markets

Taiwan’ s agricultural products were advertised by print and
electronic media in target export markets to promote the
high-quality image of Taiwan s produce. Lamphouse advertisements
of Taiwan fruits were set up at the international airports of Japan,
Hong Kong, and Taiwan to make good impression on passSengers.
Advertisements of Taiwan agri-food were shown 1n foreign television
programs, newspapers, magazines, subways, and airplanes through
cooperating with foreign marketing companies.

To participate international combined food exhibitions in
Japan Tokyo, American Chicago, Taiwan Taipei, Australian, and
Shanghai international food shows, and international specialized
marine product exhibitions 1n Canada Boston, European, and Japan
were supported. Export promotion also includes participating some
specialized exhibitions, such as specific crops or plants, aquatic
products, and tea exhibitions. By participating those exhibitions,
the exporter entrepreneurs have the opportunities to demonstrate
their high-quality products and to contact with global trade
dealers.

In addition, some food promotion events in target export
markets were held to increase international market share. “Taiwan
gourmet festivals” at supermarkets of Singapore and Hong Kong and
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“Taiwan fruit festivals® 1in northern region of China were held
to catch attention of Chinese trade dealers the Chinese consumers.
Promotion events of seasonal fruits also were carried out in
Shanghai, Hong Kong, Singapore, and Macao. For the relief from
overproduction pressure in domestic market and the raise of
farmers’ 1income, flexible promotion events were supported.

Exporters were assisted in cooperating with overseas channel
entrepreneurs to make propaganda for major export agricultural
products, such as green soybean, banana, and summer fruits. Also,
exporters were assisted in cooperating with foreign retailers to
set products on the shelves.

In order to exhibit and promote Taiwan high-quality products
and to 1ncrease consumption popularity and market share continually,
long-termexhibition sites were established in Japan and Hong Kong.
By cooperating with Japan fruit cooperatives, “Taiwan Product
Corners” were established at Toko and Yokohama. Since 2004,

“Taiwan Food Squares” were set at Hong Kong Yongan department
stores.

Overseas channel entrepreneurs, experts, and journalists
were invited to visit Taiwan. Taiwan high-quality agricultural
products were demonstrated to them while they visited Taiwan. For
instance, green soybean buyers from Japan were invited to visit
Taiwan to understand the producing processes. During their visits,
they had chances to interact with local business entrepreneurs.

A Food Taipe1 Show 1s annually held at Taipei for many years.
The traders with competitive advantage and/or agri-foods with
export potentials are selected to participate and/or be
demonstrated at Food Taipei1 Show. It creates 1deal trade
opportunities for infinite sellers and buyers in Asia.

IV. CONCLUSION AND CHALLENGES

Although a variety of efforts on export promotion have made, ROC
is facing severe challenges of agri-food export to the global markets.
After the currently new trade negotiation (Doha round) of World Trade
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Organization (WIO), accelerated liberalization on agricultural
product trade is expected. With the lower tariff rates and higher
mmported quota agreed by WIO members on the market access commitments
for agricultural goods, severe competition 1in domestic and
international markets will be faced by the Taiwan agricultural
products.

The concerns of food security, food safety, and environmental
conservation have influenced agri-food exports. Food security has
become an 1mportant issue because of the food crisis caused by
increasing demands, climatic changes, soaring oil and fertilizer
prices, depreciation of US dollar, and market speculation. The
concerns of food safety globally have made the international trade
requirements on hygiene and pesticide residue stricter. The cost of
product examination and traceability is increased to meet the trade
requirements. Additionally, the concerns of environmental
conservation globally have raised the fishing costs. These will lead
to a higher trade barrier and export cost for agricultural product
exports.

The small scale farms and high production and marketing costs
are the competitive disadvantage of Taiwan s agri-food exportation.
Because of land limit, the average managing scale for each farmer in
Taiwan 1s only about 1 hectare which 1s far below the economic scale.
[t 1s too small to reach efficient outcomes. This causes the high
production costs and affects competitiveness of agri-food exports.

The high temperature and humid result in a higher occurrence rate
of epidemic problem. Moreover, typhoons in summer always affect the
stability of export supplies.

However, to develop export markets will not only 1increase
farmers’ and exporters income but also improve the image of Taiwan
agricultural products. In order to export products, farmers will
produce high-quality, safe, and market-oriented products.

Export promotion is a fundamental and long-term task. The
strategies of collecting 1nternational market 1nformation and
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proposing marketing strategies, establishing stable supply system and
improving agri-food quality, improving exporters’ capability and
strengthening agri-food competitiveness, and establishing
high-quality 1mage abroad and developing export markets are adopted
to promote Taiwan agri-food exports. Facing the severe competition of
international trade, the continuing export efforts, such as improving
product quality, stabilizing supply, and fully understanding market
trends, are required. Besides, efficient export promotionwill improve
the familiarity and attitude of foreigners to Taiwan agricultural

products and be useful to develop international market.
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Ladies and Gentlemen:

It's my pleasure to present export
promotion of Taiwan agrifood
products. This picture shows varieties
of Taiwan fruits. They are all tasty and
with high quality. We intend to export
them and share with people around
the world.

Outline

| will briefly introduce some
background of Taiwan and talk about
the status of agriculture products
export. And then introduce how we
make export promotion. After that, go
to conclusion and talk about the
challenges we faced.

Taiwan is located beside the
mainland China. It takes 3 hours to
Japan and 1 hour to HongKong.

Introduction

Area: 36,000 km?2
59% is mountain

and forest

About 835,507 ha,
23.2% used for

agriculture

Average
temperature:

2123 G

The area is about thirty six thousand
square meter. However 59 percent is
mountain and forest. Therefore, our
land used for agriculture is limited and
the cost for land is high. In addition,
we are located in the sub-tropic
region and produce many sub-tropical
produce.
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Agricultural Trade in Decade

Join WTO in 2002

1999 2000 2001 2002 2003 2004 2005 2006 2007 2008
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In the past decade, our agriculture
import trade is bigger than export.
Especially, after we join WTO the
import trade is increasing. The export
value is about 3.2 billion USD in
2008.

Major export agriculture
product

Livestock
Products
118.8

According to the export structure of
agricultural products of Taiwan in
2008. Fishery products accounted for
almost 40 percent. The export of
livestock products valued 31 percent
of total, crop 26 percent, and forest 4
percent.

Destinations of exportation

This graph show the top 10
destinations of our exportation on
agriculture products. Japan is the
most important partner of agrifoods
export from Taiwan, ROC. In 2008,
the export of agricultural products to
Japan accounted for 23.71 percent of
total followed by those to China, Hong
Kong, United States, Vietham, and
Thailand.

Organization supports
exportation

COA (Council of Agriculture, Executive
i @

TAITRA (Taiwan External Trade
Development Council)
Nonprofit trade promotion organization

&

The activities of export promotion of
agricultural products are mainly
supported by Council of agriculture
and Taiwan External Trade
Development. In the government
level, the Council of Agriculture is
responsible for the guidance and
supervision of agriculture industry,
play the lead role for agri-food
exportation. Except, TAITRA, a
non-profit organization, which accept
government assist and sponorship
from entrepreneurs also play a big
role on export promotion.




Key Export Items

Rice
Fruit

Banana, mango, lichee, guava, pineapple, carambola
(star fruits), papaya, grape, wax apples

Vegetables
Lettuce, green soybean, Carrot

Tea

Livestock
duck, pork, chicken, eggs
Fishery products
eel, milkfish, tilapia, grouper, and danadian sergeant

*

Among those export products, we
choose some items to make efforts on
promotion. They have better export
potential or market share. Here is the
list out key products to promote.

10

Export Promotion
Collect market information and draft

Goal

To promote exportation, we first we
collect market information and
propose exportation strategy.
Because our cost is higher, it's not
easy for us to compete with price on
exportation. We set up our goal to
promote high quality and safe image.
We had induced traceability to our
products. The right picture is the
traceability mark. The left picture
shows QR code on the tea product.
For all the product get traceability
certification, we can trace back to
where and how they produced.

11

Export Promotion

set up Taiwan AgExporter website

We set up Taiwan agriculture exporter
website. It provides industry and
product information, supplier data,
product photos. People in other
countries can search our premier
product and find the producers and
exporters there.

12

Export Promotion

Advertise on plane, electronic media in
target market

We advertise in varieties of media,
including plan, electronic media in
target market. This picture shows our
fruit airplane. There are pictures of
our important fruits. You can see at
airports around the world.
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Export Promotion

developing brand—Taiwan Product

conduct food events in target markets

“Taiwan gourmet festival” ,“ Taiwan fruit
festival”

participate international food exhibition

We ask exporters to use “Taiwan
Product” name. So that the
consumers can know where the
products come from. On the other
hand, we hold some food events in
target markets, like “Taiwan gourmet
festival” and “Taiwan fruit festival”.
This right picture shows that we
conduct a F4 event during 1™
Olympic game period to introduce 4
kinds of fruit from Taiwan. That is
mango, guava, star fruit, and
pineapple. Since the athlete come
from all over the world, it s a good
chance to introduce our quality fruit to
other countries. In addition, we help
our exporters to attend several
international food exhibition so that
they can demonstrate their unique
products and contact with foreign
dealers. The left picture shows that
we make advertisement just beside
the Japan foodex band.

14

Export Promotion

In that Foodex, we combine with
Japan tea culture and introduce the
consumer how to eat Taiwan products
in their daily life. We also offer free
banana to let consumer try our
product. We use banana and green
soybean doll to attract people. In the
period, we also make conference
with importers in Japan and introduce
them how we control the quality.

15

Export Promotion

hold Taipei Food Show

select company and agrifood that have
export potential to attend the show

Promote safety and quality

TRy e

e

Each year, we hold Taipei Food
Show. It's a very important window to
show our premier products. We
carefully select entrepreneurs and
products with export potential to let
them promote there. We also impress

the consumers main trend of our




agriculture industry there, such as
CAS mark, GAP, or organic farm.
This right picture shows a mushroom
farm have get ISO certification.

16

Export Promotion

In that Food Show, we design some
picture to promote our important
product, like this tea area and
livestock are. We also teach
consumers how to utilize the produce
like the above picture.

17

SFOOD TAIPEN = . "acn
s Jwe:ﬁﬂﬂ,:ﬂE

This year, we will hold it at June 23 to
26. We will very welcome you to visit
Taiwan there and know our products

better.

18

conduct with foreigner retailers and sell
on selves

set up long-term exhibition site

On the other hand, we conduct with
foreigner retailers and sell products
on selves. Since the consumers buy
the products, they can know how
good quality it is. We also set up
long-term exhibition site in target
nations. For example, we have
“Taiwan Product Corner” in Tokyo. It
also have website to introduce
products from Taiwan.

19

Export Promotion

invite overseas channel entrepreneurs,
experts, or journalists to visit Taiwan

Each year, we invite overseas
channel entrepreneurs to visit Taiwan
and introduce them our safe
producing process and also offer
opportunities to interact with local
business entrepreneurs. Like the
pictures, they can know how the
products be selected and how they
cooled.
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20

Export Promotion

In the specialized production area, we
use harvest them integrated and
make selection to elevate the quality.

21

The importers from abroad can also
visit specialized export production
area and know how the mango
steaming. Therefore they will be
confident with our products.

22

Conclusion and Challenges

Liberalization make severe competition
food safety and environmental
conservation affect export

epidemic problem

High cost affect competitiveness
Climate result in unstable supply

® &)

Although a variety of efforts on export
promotion have made, Taiwan is
facing severe challenges of agri-food
export to global markets. Because of
trade liberalization, the competition is
more sever. Consumers are more
concern about food safety and
environmental conservation.
Therefore the cost to examination
and the fishery field is increasing. On
the other hand, due to high
temperature and humid, we need to
make more effort on epidemic control.
And our cost is higher that influence
our competitiveness. Additionally, it's
hard to keep stable supply due to
many typhoons




23 _ Export promotion is a fundamental
Conclusion .
and long —term task. Facing the
Take root now
ke crralSEINIE severe competition of international
wor
Care for the Future trade, we have work hard in stablizing
[ELGRGERENTE] : : H
aoriSulture AR high quality and safe producing. And
e make effort to promote our products
all over the world. We hope our
agriculture can elevate its
competitiveness and improve the
income our farmers.
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|Cheat Sheet for Market Researcherd

Information and Data Sources

(Note: not all sources and links are tested for accuracy and validity)

Governments & International agencies
70% of Japanese newspaper’s news sources are from the government and government related

institutions. Usually slow and long term.
IMF, Bank of Japan, FAO/UN, the World Bank

Stockbroker’s equity research dept
Daiwa securities, Nomura securities and Mizuho securities have decent research department

covering the food sector. Up-to-date and short term.

Bank’s industry research & credit dept
JBIC, Mizuho Bank. Medium term and less up-to-date

Industry associations, suppliers

Keidanren, Openness varies for non-members, semi-retired staff of large co’s

Trade promotion organizations
JETRO, MIPRO

Company Investor relations dept

Good source of info from leading listed food companies in the sub-sector

Lobbying groups & NGOs
Usually affiliated with industry association. Usually one-sided info.

http//www.reportlinker.com/ has public reports

Academic / public paper
http://ideas.repec.org/p/eab/microe/409.html

Japanese Food Industry Associations with web links:

(FOOD INDUSTRY http-//www.mizuho-sc.com/english/ebond/industry/food. html)
Japan Bakery and Confectionery Machinery Manufacturers' Association

Japan Crop Protection Association

Japan Food Chemical Research Foundation

Japan Food Machinery Manufacturers' Association
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|Cheat Sheet for Market Researcherd

Japan Food Research Laboratories

Japan Frozen Foods Inspection Corporation
Japan Restaurant Association

Miso Health Promotion Committee
National Consumer Affairs Center of Japan
National Institute of Health and Nutrition
Policy Research Institute, MAFF

Consultants and Data providers

Euro monitor, Planet retail, Http JIwww.just-food.com/store/
http://www.researchandmarkets.com/research/f2e3ab/china_frozen_food.

DataMonitor , IBIS world, Global Industry Analyst, Snapshots International, Business Insight ,
Plimsoll Publishing Ltd

www.businessmonitor.com/ Food and Beverage News www.FoodBizDaily.com
Yano, Fuji keizai Kenkyujo,

http://www.google.com/Top/Business/Food_and_Related_Products/News_and_Media/
http://www.export-japan.com/about_us

http//'www.japan-guide.com/

AP, Reuters, Wall Street Journal, Financial Times

http://www.japaneconomynews.com/category/services/
FAO/UN, USDA

Other various links and sources:

Foodboss - http://www.foodboss.com/

Information for the food business owner, executive or manager. Articles on food safety,
management and marketing.

just-food.com - http//www.just-food.com/

News for food industry professionals worldwide. Includes forums and members area.

Food And Drink Europe - http://www.foodanddrinkeurope.com

Daily news on marketing food products and drinks for the supermarket industry in Europe
including prepared and convenience foods, alcoholic and energy drinks, snack foods, soft drinks,
and supermarket data.

Agra Net - http//www.agra-net.com

Information service providing reports on European and international agricultural policy,
agribusiness, food, and the commercial fishing industry.

Food Online - http://www.foodonline.com/
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Online resources for the food and food procéssing industry. Includes sales and inventory

management tools.

Food Quality Magazine - http://www.foodquality.com/

Covering quality assurance issues for the food and beverage industry including technology,
regulations and analysis.

Prepared Foods - http://www.preparedfoods.com/

The magazine of processed, packaged food and beverages.

Food Master - http//www.foodmaster.com/

Catalog of companies providing products and services to food and beverage processors.

The Meatingplace - http://www.meatingplace.com

Meat Marketing and Technology and Poultry magazines with daily news, industry links,
supplier directories, and user forums.

Food Product Design - http://www.foodproductdesign.com/

Online magazine for food and beverage industry news, product features, editorial library,
subscriber information and media kits.

Urner Barry Publications, Inc. - http://www.urnerbarry.com/

Commodity market news reporting service reporting timely, unbiased price quotations and
market conditions for the poultry, egg, dairy, meat and seafood industries.

Food Chemical News - http://www.foodchemicalnews.com/

On-line publication focusing on HAACP, food additives, food safety, regulations, and policy for
food industry professionals.

MeatNews.com - http://www.meatnews.com/

News and events of interest to the meat processing industry, including archives of the print -
version Meat Processing Magazine. ‘ '
Practical Winery & Vineyard Magazine - http://www.practicalwinery.com/

Print publication offering information on winegrowing, winemaking, and wine marketing. Some
articles available online.

Food Processing on the Web - http://www.foodprocessing.com/ .

Source for the latest technical and marketing news in the food industry.

The Packer Online - http//www.thepacker.com/

The weekly newspaper covering growing, shipping, distribution, marketing and trends in fresh
fruits and vegetables in North America.

Food Manufacturing Magazine - http://www.foodmanufacturing.com/

Equipment technology magazines and product update directories for food manufacturing,
production and packaging food executives.

OzFarmNews - http://www.ozfarmnews.com/

Aﬁstralian news and information service for farming and regional communities.

Asia and Middle East Food Trade Journal - http//www.ameft.de/

Subscription information, on-line buyers guide, article index and trade leads from the AMEFT

Journal.
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Food Business Review - http://www.food-business-review.com

News, commentary, company and industry analysis for the food business.

Food Industry News - Topix - http://www.topix.com/business/food

News on the food industry continually updated from thousands of sources around the net.

PMQ's Pizza Magazine - http://www.pmq.com

Restaurant and pizza industry publication providing operators with ideas, promotions and

industry connections to improve sales.

Pizza Marketplace - http://www.pizzamarketplace.com

Pizza industry news and information for owners, operators, and suppliers. Provides feature
articles, research, message boards, company showcases and classified advertising.

Winestate - http://www.winestate.com.au ‘ ‘

Australia's national wine buying guide and magazine. Published bi-monthly. Includes reviews,

tasting notes and informational articles.

Gourmet News - http//www.gourmetnews.com

Business news for gourmet, natural food and kitchenware retailers, distributors and

manufacturers.

Food Marketing Institute: Language of The Food Industry -

http://www.fmi.org/facts_figs/glossary_search.cfm

Glossary of terms used in the food manufacturing, retail and supermarket industries.

Food in Canada Magazine - http://www.bizlink.com/food.htm

The national business publication the Canadian food and beverage industry. Features a supplier
directory.

National Barbecue News - http://www.barbecuenews.com/

News, recipes, products, and cooking contests for restaurants and barbecue enthusiasts.

HeadlineSpot.com - Food Industry News -

http://www.headlinespot.com/subject/industry/food . htm

Links to the latest food and beverage industry headlines, trade publications, and events.

FoodPacific - http://www.foodpacific.com

Global food industry news and information with supplier sources for food and beverage

manufacturers.

FoodCom - http://www.foodcom.com/

Interactive business-to-business newspaper for professionals in the food and beverage industry.

California Wine and Food Magazine - http://www.californiawineandfood.com

On-line magazine about California food and wine, restaurant recipes, seasonal chef menus,

wine reviews, culinary events, and food facts, for hospitality and the foodservice industry

ReadyMealsInfo - http://www.readymealsinfo.com

On-line information for the ready-to-eat meals industry focusing on Frozen, Chilled and

Ambient meals.

Foods For Trade - http://www.foodsfortrade.com

Market place for food manufacturers, exporters, importers, and distributors. Provides free
6
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listings, e-mail, and news.

Processed Food Industry - http://www.pfionline.com/

Monthly magazine about the field of food processing and allied activities in India and
internationally.

New-Nutrition Business - http://www.new-nutrition.com

Research, news and analysis of developments in foods, supplements, and nutraceuticals.
Japanscan Food Industry Bulletin - http://www japanscan.com/

English language source of information on' the Japanese market for processed foods and drinks.
New products news, market statistics, company profiles. Excellent source of information that is
hard to find outside of Japan

AgReport - http://www.agreport.com/ -

Commodity market news and analysis for grain, oilseed, livestock, poultry, dairy, and food
ingredient industries. On-line access subscriptions available.

Food For Thought - http://www.fft.com

International food and drink consultancy that offers research reports.

The Canmaker - http2//www.sayers'publishiﬁg.com/canmaker/

Monthly publication providing news, reviews, technical data and a directory of products and
services for the metal packaging and rigid packaging filling industries. Includes a product
search, events, FAQs and excerpts from the latest issue.

OnlyFoods - http://www.onlyfoods.com

Worldwide directory of canned food manufacturers on CD Rom. Includes URLs and video.

Taste For Life - http://www.tasteforlife.com/

Guide to nutritional solutions and natural food alternatives.

Bridget About Food - http://www.bridgetaboutfood.co.uk/

List of publications, CV, and writing samples of editor, food writer, and home economist Bridget
Jones.

The Globetrotting Gourmet - http://www.globetrottinggourmet.com

Portfolio of food stylist Robert Carmack includes articles and other samples of published items.
SLAMMED magazine - http://www.slammedmagazine.com

Print publication offering business know-how to restaurant owners and employees, with
advertising space for suppliers.

Trade News Service - http://www.fats-and-oils.com/

Publishes a weekly newsletter for the fats and oils trade. Daily prices and government reports
are detailed in each report.

American Taste Magazine - http://www.american-taste.com/

Quarterly publication offers Asia Pacific and Latin America editions promoting American food
and agriculture. Includes articles from the current issue and distribution statistics.

Canadian Pizza Magazine - http://www.canadianpizzamag.com/

Providing news, articles, product information, business tips, recipes, and commentary on the

pizza industry in Canada.
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Griffin Publishing Co., Inc. - http:/www.griffinpublishing.net

Regional food trade publications covering grocery retailing and food service in the Northeast

U.S. including The Griffin Report of Food Marketing and Yankee Food Service.

Food & Beverage Reporter - http//www.developtechnology.com/

Articles covering the South African food and beverage industry, with a focus on import and

export opportunities.

Worldbakers - http://www.worldbakers.com/

Online magazine for bakers. Covering the requirements of bakers worldwide.

IL Pesce - http://www.ilpesce-online.com

Trade publication for European aquaculture and fishery industries. In Italian. Focus on
inarketing and with database of European fish industry companies and operators. ‘

Food for Thought: International Food and Drink Consultancy -
http://www.fft-international.com/index php »

Food, drink and beverage market reports on demand, supply, retail, foodservice, company

profiles, market shares and brands in Europe and North America.

Datamonitor Food and Beverages News -
http://'www.datamonitor.com/consumer/news/index.asp

Datamonitors food and drinks industry news.

Food Manufacturing Forum - http://www.food-manufacturing-forum.com/

Offers information for food manufacturing professionals as well as monthly meetings to discuss

business developments and opportunities in the UK. Provided by Harper Adams University

College in Newport, Shropshire.

Chefwhites - http Iiwww.chefwhites.co.uk -

Online magazine with news, articles, features, jobs and information about chefs in the catering

trade.

Industry Bluebook - http://www.practika.net

Detailed directory of suppliers to the hospitality and food service industry in New York. Free

copies for industry members.

GC Publishing, Inc. - http://www.griffcomm.net/ )

Publishers of northeast and midwest regional food industry publications: Modern Grocer,

Modern Food Service, and Tri-State Food News.

Yahoo Food /Beverage Industry News - http:/biz.yahoo.com/news/foodbeverages. html

Summary of online press releases and financial information indexed by day of release.

Topix: Food - http://www.topix.com/rss/business/food.xml

News about food, collected from various sources on the web.

Business sites:
http://www.alacrawiki.com/index.php?title=Food

http:/industry.bnet.com/food/



|Cheat Sheet for Market Researchers

Index to this Collection of Newsletters http://www.internet-gopher.com/foodtalk/newsltr.html
Agnet

Animalnet

BevNET

Choco

DAINet

Dairy Industry Newsletters
DairyNew

Farmer's Market Online

Pasta Lovers Newsletter

Food and Wine Online

FoodOnline

FoodTalk

Just-Food

FSnet

Hot Bytes (Food Channel)

JapanScan

Nutrition News Focus

Agriculture, and biotechnology
Animal agriculture, and welfare
News and reviews of drinks industry
Recipes containing Chocolate

Food and Agriculture web sites(German)
A list of dairy newsletters
Newsletters about US dairy production
A market for farm crafts & produce
Pasta recipes and meeting place

Food and drink professionals

Food processing professionals

Health professionals, and consumers
Food Industry news .
Safety, nutritional, and legislation
New foed products and trends

News of Japanese Food Developments

News about nutrition developments
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