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ABSTRACT

Becoming a WTO Member in 2002, Republic of China (R.O.C.) received the
trade advantages of Most Favored Nation status and lower trade barriers.
However, lots of local foods and agricultural products faced the limitation of
development. To promote local foods and agricultural products for the survival of
small scale village and farming, discovering suitable applications of local
resources become necessary.

Taiwan has been famous on her high quality food and agricultural products. It
is recognized that local branding may be achieved by not only producing good
quality products but also delivering local stories. Government efforts on
promoting the policy approaches such as CAS or GAP labeling system that
created many famous local foods or agricultural products in Taiwan.

There are many well-known geographical names of local food and agricultural
products such as Alishan Tea, Lugu Oolong Tea,Chihshang Rice etc. which with
economy development potential in Taiwan,R.O.C. Due to the stolen activities on
local names and products, many famous townships started the protection of their
geographical properties by introducing the Gls registration system. A well-known
geographical name of products can be protected as a certification mark or a
collective trademark under the Trademark Act.

The experience of Taiwan on developing of local brands for food and
agricultural products shows that it is costly. Therefore, Government will sustained
support for local branding development to expect improve reputation of local and

foods and agricultural products .

|.Introduction
After long-term economic development and participating GATT in mid-1990s

and WTO in 2002, increasingly liberalized trade and import competition resulted

18



in only 1.55% of GDP for Taiwan primary agricultural products in 2009. Lots of
local foods and agricultural products faced the limitation of development. The
core development problems are the limited job opportunity, aging of population
and increased production costs in rural area due to significantly unbalanced
rural-urban development. Thus, Government efforts on promoting the “Integrated
Rural Village Development”, “Quality Improvement Support”, and “One Town
One Product (OTOP)” policy approaches have created many famous local foods
or agricultural products in Taiwan. The promotion of “One Town One Product
(OTOP)” policy can be differentiated into processed foods and primary
agricultural products in Taiwan. The Council of Agriculture (COA) and Ministry of
Economic Affairs (MOEA) lead the development of production and marketing to
special agricultural products in each region or township. The branding of famous
local foods and agricultural products is however in different methods other than
adopting local or regional names.

Delicious foods or agricultural products may be easily known and identified
with geographical location names and cultural festivals in many parts of Taiwan.
There are many well-known geographical names of local food and agricultural
products with economy development potential in Taiwan R.O.C. A well-known
geographical name of products can be protected as a certification mark or a
collective trademark under the Trademark Act.

The experience of Taiwan on developing of local brands for food and
agricultural products shows that it is costly. The small scale farms and high
production and marketing costs are also the competitive restriction for branding
of local food and agricultural products . To promote local foods and agricultural
products for marketing, discovering suitable applications of local resources

become necessary.
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Il. Branding efforts of local foods and agricultural producers

Taiwan has been famous on her high quality food and agricultural products. It
is recognized that local branding may be achieved by not only producing good
quality products but also delivering local stories. Branding of local food and
agricultural products has been the significant efforts made by the government
and farmers in Taiwan since early 1990s, due to the consideration of possible
trade liberalization and agricultural technology application.

In the 2000s, promoting local foods and agricultural products has become
urgent for the government and farmers because Taiwan joined WTO in 2002.
Local agricultural producers were forced to take actions to pursue protection on
their local products in terms of import agriculture products competition. One
effective way to establish market competitiveness was branding. Thus, the most
famous brands have to included high quality and safety products. According to
the principles of “Quality Agriculture” and “Safety Agriculture”, in order to ensure
the safety of agricultural products for the consumers, C.O.A. has been working
on the “Certified Agricultural Standards” (CAS) and “Good Agricultural Practice”
(GAP) labeling system since 1989 and 1993. According to “Agricultural
Production and Certification Act” in order to integrate the various logos and
labels of domestic agricultural products.

The farmers or producers pasted the CAS or GAP label on domestic fruits,
vegetables ,grains meat, frozen foods, fruit and vegetable juice, quality rice,
preserved fruits and vegetables, ready-to-serve meals, refrigerated foods, fresh
edible mushrooms, fermented foods, shack foods, egg products, minimum
processed fruits and vegetables, aquaculture and forestry products to promote
marketing. CAS and GAP has been recognized as a unified logo and it has
commonly been accepted and trusted by the citizens of Taiwan. The CAS or

GAP label is regarded as a kind of brand.
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Fig1. The label of CAS

Fig3. The label of GAP Fig4. The domestic tomatoes with GAP label

The other measures to promote local agricultural products was the
establishment of “The One Town One Product’(O.T.O.P.). This program started
the promotion on branding of local agricultural products and highlighted

distinctive local industry by integrating local resources and features.
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Fig5. Sun Moon Lake Black Tea product by Yu-chih township

In addition, local governments and farmers’ associations are major agencies
support the development of local foods and agricultural products. Local Farmers’
Associations are organized by farmers and fishermen respectively by law. The
main missions of these agricultural organizations are agricultural extension,
materials for production supplies and marketing, agricultural finance, farmers’
welfare, rural services, etc. The mission for agricultural organization to promote
agricultural marketing further promoted local names associated with local
agricultural specialties in the long run. In the early stage, the close relationships
of local food and agricultural products to local names have much to do with the
linkage of agricultural organizations to the activities of agricultural production and

marketing.

lll. The Role of Geographic Names for Branding Food and Agricultural Products
Local names were the important trademark on the outer packages of
agricultural products. Buyers in wholesale markets may determine the preferred

origin of certain agricultural products by seeing trademarks of local names. The
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registration of famous geographical names in Taiwan became new targets in the
policy measures of agricultural development.

In Taiwan R.O.C. According to Trademark Act , famous geographic names
may not authorize to any firm or individual and should not be used as main brand
names. It is then encouraged that the trademark of geographical indications (Gls)
for local product promotion purposes must be applied by representative
institution associated with distinguished and specialized product or service origin,
specific quality, reputation, and other characteristics such as natural environment
and local culture. A geographical certification mark is a mark to certify that
another person's goods or services coming from a particular geographical region,
and the certified goods or services shall have a given quality, reputation, or other

characteristics.

The first geographical certification mark was "Chihshang Rice," which was
registered by the Chihshang Township Office in Taitung County immediately
after the Trademark Act was revised in 2003 to include place of origin within
certification marks’ protection scope. Afterwards, the main promoting measures
of well-known geographical names of agricultural products protection are as

follows:

1. Initiating the importance of well-known agricultural products names ,
registered as geographical certification marks or geographical collective

trademarks.

With the assistance of the Intellectual Property Office (TIPO), the COA
began introducing geographical certification marks and geographical
collective trademarks at intellectual property related seminars in 2004, and
communicated their importance to the participants.

2. Deciding the list of well-known geographical names with registration priority.
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Firstly, the COA, TIPO, and all local governments cooperated to draw up a
list of 96 well-known geographical names of agricultural products. After
assessing the economic benefits, the willingness and implementation ability of
local governments and promoting groups, and trademark examination
practice, 34 of them were recommended to be filed for registration. And the list
of priority was decided in the follow-up meetings. The items with first priority
includes: Alishan tea, Lugu Oolong Tea , Shanlinhsi tea, Wenshan Pouchong
tea, Siluo rice, and Penghu seafood. The COA actively assists local

governments or appropriate groups to apply for registration.

3. Providing training courses to local governments, local producing groups, and

farmers.

Since the main reason for the certification marks or collective trademark
registration not being taken good use is the importance of intellectual property
rights in the knowledge economy age not being acknowledged. The very first
step to promote those marks registration is to help interested party grasp the
related knowledge. The COA has therefore held more than three training
workshops on geographical certification marks and geographical collective
trademarks annually for local governments and farmers' groups since 2006,
and has invited TIPO and mark owners with application experience to give
lectures on the subject. These workshops were held in local areas and
agricultural products’ places of origin to assist applicants with
application-related matters.

Famous examples to explore the role of geographic names for branding

food and agricultural products such as Chihshang Rice , Alishan Tea and
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Fig6. The geographical certification mark are Chihshang Rice , Alishan Tea and

Lugu Oolong Tea.

Fig7. The quality rice producted form Chihshang Tohéhip, Taichung County,

pastes a Chihshang Rice Gls mark




Fig8. The oolong tea producted form Alishan , Chiyi County, pastes a Alishan

Tea Gls mark

Fig9. The oolong tea producted form Lugu township, Nantoui County, pastes a
Lugu Oolong Tea Gls mark

Chihshang Rice is specialized in rice quality due to its special geographic
environment, production techniques, and selected varieties. The necessary
conditions to be labeled with the above Chihshang Rice tag on small package
rice are the registration of farmers with rice fields, examination of rice quality and
origin before harvesting (must pass national standards of rice safety and its eat
and taste value must be over 65), isolated rice storage for each harvest, provide
tags with continuous numbers of Chihshang Rice Gls to any small packs
processed in rice mills. Chihshang township government owns the property right
of Chihshang Rice Gls

Similar to Chihshang Rice, Lugu township of Nantou county is the first one to
register its Gls in terms of Oolong tea produced in its territory. Based on the

experience of Chihshang township, Lugu Oolong Tea received the proof of
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registration in August, 2005. The first user of Lugu Oolong Tea Gls in Lugu
township is Lugu Farmers’ Association on its own tea products. At very
beginning, most farmers were in doubt about the possible effects of Lugu Gls on
tea sales. In 2007, the sales of Lugu tea in Farmers’ Association showed
significant improvement due to more and more new reports on Gls and stolen
“Lugu oolong tea” trademark in tea-market.Some farmers started to follow the
ideas on protecting local tea market by supporting the quality and origin of tea

products in Lugu township.

IV. Cost , Benefit and current issues Analysis of local Brand Agricultural Products

The experience of Taiwan on developing of local brands for food and
agricultural products shows that it is costly. The small scale farms and high
production and marketing costs are restriction for branding of local food and
agricultural products in Taiwan. It is true that most local farmers in Taiwan are
small scale farmers with weak financial background. Any charge to brand tags or
the examination of residuals will take some significant part of farmers’ minimal
profits.

Now, the cost and benefit of promoting local brand may be considered as
sustainable activities supported by the government. However , it is believed that
the promotion of GAP,CAS,Gls system for branding of local food and agricultural
products will provide long-term sustainable effects for the development of local
characteristic and economy. The benefits of pasting a Gls mark —Chihshang

Rice as an example as follows:

1. Protecting farmers’ legitimate interests by eliminating counterfeiting: by
attacking counterfeiting, the chaos of fake Chihshang rice flooding on the

market does not exist anymore. The registration of Chihshang Rice brought
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back the order of the market. And the mark guarantees genuine Chihshang

rice to consumers;

. Increasing Farmers' incomes: the average purchase price per kg of paddy rice
has risen from NT$16.7 to around NT$27.5. After subtracting costs, farmers'

profit has more than doubled;

. Quality of rice improved: in order to sell rice of high price, farmers try their best
to produce rice meeting the quality standards set by rice husking mills. In

consequence, the quality of local rice is raised;

. Increasing local government revenue: since 2005, The Chihshang Township
Office has issued 4.65 million labels at a price of NT$2 per label, which

generated more than NT$9.3 million revenue for the township;

. Stimulating rural economy and tourism development: because of farmers'
incomes increasing, more population participate in agricultural activities,
less land lies fallow, and arable land’s price goes up. The preservation of

local features encourages local tourism development;

. Sustaining the local industrial culture: the residents of Chihshang Township
can continue to earn their livelihoods by rice culturing. The widespread fame
of longstanding Chihshang lunch box culture is maintained.

Current issues on marketing local agricultural products may include that

farmers’ received price on their products are low, farmers need more helps on

providing local diversified services to consumers, local name and local products

must link tighter together for better reputation. The same time to increase the

price received by farmers must be taken into consideration on the development

of local common brand.

Local marketing may need routine festivals for consumers to understand
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local environment and special foods and agricultural products. To promote local
reputation by local name may need efforts on base of local culture. However, not
all farmers are able to be involved in community development due to the
hardship of farming. Therefore, the linkage between local culture and local
products may need time and coordinators to discover the best future. It is also

the major challenges for future development of local branding and benefits.

V. Conclusion

Taiwan has been famous on her high quality food and agricultural products.
According to the principles of “Quality Agriculture” and “Safety Agriculture”, we
work on develop the CAS and GAP labeling system and has been recognized as
a unified logo. It has commonly been accepted and trusted by the citizens of
Taiwan. Due to the stolen activities on local names and products, many famous
townships started the protection of their geographical properties by introducing
the Gls registration system. It is also considered as the activity of local branding
of foods and agricultural products. Policy of trade liberalization further stimulated
the promotion of local products in terms of technology, varieties, and output
quality.

In Taiwan ,it is costly to develop of local brands for food and agricultural
products. Without direct government involvement, branding of local foods and
agricultural products may become difficult. We will continue promoting the
development of products with local features as well as their registration of
geographical certification marks or geographical collective trademarks to protect
the well-known geographical names. It is necessary to continuous supports for
local cultural development would improve local reputation and product
development. Therefore, the concept of develop local common brand for local

foods and agricultural products is just the beginning of sustainable local
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development. More efforts are needed from producers and government in near
future. We believe our effort will ensure that the maximum economic benefit is

obtained in the future.
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|.Priority:

1.Forming and Strengthening of Cooperative / Association Activites.

2.Gov.Support to assist the activities within Cooperative /Association activites
(exhibition,product contest, product campaign ).

3.Knowledge in production methodologies to be well elaborated .

4.Enhance quality and safety products through well elaborated standard and specifications .

5.Ability to mass produce the product to be able to supply regularly.

6. Strenthening competent human recources with issues of quality, safety and product image.

7.Build up the story of branded product to amplify the good feeling in purchasing this product.

8.Maintain product image and reputation at all time.

9.Green production image; waste utilization, controlled use of resources (water, fertilizer,
pesticide, etc.)

10.Conduct scientific study to know its health benefit.

Il.The potential products and issues/challenges:

48



Country [Product (Issue and challenge [Solution
R.O.C Oolong tea|1.Production cost was [Technology,machinery,automation.
costly Determination of economy of scale to optimise
cost .
2.Positioning /target  |Change to the teenager group.
group
3.Imported Implement Gl and trade mark, improve quality,
competitor safety and healthy benefit products.Scientific
datato support health benefit e,g,, lower
holesterol.
4. Product story Historic background of oloong tea to provide
sentimental issues.
5.Packaging Attractive and exquisite design with
functional purpose.
6.Promotion Through IT, mass media, brochure, business
campaign meeting, product contest, exhibition,etc.
Country [Product [Issue and Solution

chalange
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Thailand Durian 1.Cooperatives Form strong cooperatives organizaton, to have
(Durio standardised approriate production condition
zybethinus) (implement GAP)

2.Activities in quality|[Conduct scientific study on safety and

,safetyand health  |healthy.

benefit

3.Brand,registration [To prevent imported competitors.

trade mark and Gl

4.Story Build image as King of the Fruits and authentic
taste / flavour/ aroma

5.Packaging Proper packing design to control smell and easy
handling.

6.Promotion Through IT, mass media, brochure, business

campaign meeting, product contest, exhibition,etc.

Country Product |lssue and chalange Solution

Nepal Jumla 1.Imported competitor | Implement Gl and trade mark.

Apple
2.0rganic Cultivation [Promote organic fruit with better taste and
flavour.
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3.Quality, safety and
health benefit

Conduct scientific study safety and health.

4.Promotion Through IT, mass media, brochure, business
campaign meeting, product contest, exhibition,etc.
Country |Product |lssue and chalange [Solution
Indonesia  [Bantaeng [1.Quality, safety and health |Conduct scientific study safety and
Coffee benefit. healthy

2. Brand and rgistration

trade mark and Gl

To prevent mixing with other cheaper

quality of coffee

3.Story

Build coffee image as energic product

4.Packaging

Attractive and exquisite design with

functional purpose.

5.Cooperatives activities

Form strong cooperatives organizaton,
to have standardized production

conditions (implement GMP)

6.0rganic Cultivation

Promote organic coffee with better

taste,flavour and healthy.
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7.Promotion Through IT, mass media, brochure,
campaign business meeting, product contest,

exhibition,etc
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