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The South Australia Food and Beverage Export Hub
This report has been produced by Food South Australia for the South Australia Food and Beverage Export Hub.
The South Australia Food and Beverage Export Hub program has been developed by Food South Australia to
assist food and beverage businesses to streamline their export growth development and help take South
Australian food and beverage products to the world.
Primarily focused on Free Trade Agreement (FTA) markets, the Export Hub provides participating businesses at
every stage of their export growth with guidance through a phased program designed to build skills and
knowledge tailored to develop their confidence and expertise in export.
The South Australia Food and Beverage Export Hub receives funding support from the Australian
Government’s SME Export Hub grant. The program also receives funding from the Government of South
Australia.

Connect with us
This report has been produced by the South Australia Food and Beverage Export Hub through our Market
Intelligence and Consumer Insights Program.
Visit our website to find out more: https://safoodbevexporthub.com.au/insights/
Contact:
Annabel Mugford
Export Hub Manager
Avanthi Ravindran
Market Intelligence & Consumer Insights Analyst
Food South Australia
Phone (08) 8303 9435
Email: ExportHub@foodsa.com.au
www.foodsouthaustralia.com.au
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Taiwan market information
23.6 million1
49.6 (%)2
50.4 (%)2

Population (2019)
Male (2019)
Female (2019)
Economy1
GDP (US$)
2020
635.5 billion

GDP per capita PPP
(International $)
2020
54,019.9

Capital
Language
Currency
Time Zone
Country Code
Power
Area
Climate

Visa Requirement for Australians

Driving side
DFAT advice (Still current at: 17 June 2021)
Government
Imports from country into Australia (20192020)
Exports from Australia into country (20192020)
World Bank ease of doing business rank
(2020)

Real GDP growth (%
change YOY)
2020
0.0%

Inflation (annual %)
2020
-0.1%

Taipei1
Mandarin1
New Taiwan dollar1
GMT+8
+886
110 volts. The two-pin flat plugs are the most common.
36,000 sq km1
In Taiwan, it is common to experience torrential downpours
from May through to September, so it is advisable to travel
with an umbrella. Summer is very humid and hot with
temperatures in the high 30s. Bring light summer suits and
plenty of shirts (preferably cotton). Winter in the north of the
country can be cool, with temperatures dropping to around
10°C.
Earthquakes may occur and if you are caught in one, the
safest place to stand is within a doorway. If you are outside,
stand well away from power lines and building frontage
where signs and objects can fall. If in doubt, stay still as fallen
power lines can electrify other fallen material.
Typhoons may also strike, usually in the rainy season (July to
September).3
Australian passports valid for more than six months are
eligible for 90 days free entrance into Taiwan without a visa.
If you need to stay for more than 90 days or your passport is
due to expire within six months, please apply for a visa
through the Taipei Economic and Cultural Office in Australia.
Other types of visas are available, contact the Bureau of
Consular Affairs, Ministry of Foreign Affairs and the Bureau
of Immigration, Ministry of the Interior for details. 4
Left
Do not travel5
Multiparty democracy6
A$5,399 million1
A$11,923 million1
157
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World Bank trading across borders rank
(2020)
Global competitiveness rank (2019)
Gini coefficient* (2021)
Human development index

617
128
33.69
N/A

* A measure of inequality.
The information above has been sourced from the Department of Foreign Affairs and Trade (DFAT) [1],
National Statistics Republic of China (Taiwan) [2], Australian Trade and Investment Commission website Visiting Taiwan [3] and Visas [4], Smartraveller.gov,au website [5], Government Portal of the Republic of China
(Taiwan) [6], Doing business report 2020 [7], Global Competitiveness Report [8], World Population Review [9].

Market characteristics
The following information is from the Australian Trade & Investment Commission website which includes
information on exporting food and beverage to Taiwan. [10]
“Taiwan has one of the highest per capita rates of expenditure on food in North East Asia, with
relatively high disposable incomes and a strong preference for convenient, healthy, quality and
premium food and beverage products. Although the local food manufacturing industry is wellestablished, Taiwan is still heavily reliant on imports, with a self-sufficiency ratio of around 33 per cent.
Australia is currently the fourth largest supplier of food and beverages to Taiwan. Australian produce
holds appeal to buyers looking to take advantage of the variety of counter-seasonal supply and
reputation for safe, high quality food. Major export items include meat, grain, dairy products and
seafood.
Australian suppliers entering the Taiwanese market will benefit from the strong reputation currently
associated with Australian food and beverage exporters:
•
•
•

Produce is free from disease, particularly Bovine spongiform encephalopathy (BSE) and
foot-and-mouth disease.
Offering counter-seasonal supply will give exporters a competitive advantage.
An increasing number of high-end supermarkets are adding to the demand for high quality
imported food and beverage products.
(Sources: International Trade Centre, Trade Map, accessed 25 October 2016; Customs
Administration, Ministry of Finance, Trade Statistics Search, 14 October 2015).”

Food and beverage sectors
“Owing to the lack of natural resources and limited space, Taiwan is heavily reliant on importing a wide
range of food and beverage products from different countries.
The US is the leading supplier of agricultural products, while Japan plays a dominant role in the
packaged food sector (Sources: Customs Administration, Ministry of Finance, Trade Statistics Search,
14 October, 2015).
6

With a trade agreement between New Zealand and the Separate Customs Territory of Taiwan
(ANZTEC) in force since 2013, many food and beverage products from New Zealand have enjoyed
zero tariffs or lower tariff rates for a number of agricultural and food products. Australian exporters are
facing serious competition from New Zealand exporters, particularly in dairy products.
Taiwanese food manufacturers, such as Uni-President, Standard Foods and I-Mei, produce good
quality, price-competitive food and beverage products. However, local food manufacturers also
present export opportunities to the Australian food and beverage sector as they look to source high
quality, safe and fresh produce in order to appease the demands of an increasingly savvy market.”

Current and emerging opportunities
•

•
•

•
•
•
•
•
•

“Meat frozen beef (flank, shin, shank and offal), chilled beef (short loin, rib eye and tenderloin,
Australian wagyu and organic beef), frozen goat meat, chilled lamb and frozen lamb rack. Visit
Beef to Taiwan for more information.
Grains: wheat, barley and oats (rolled and organic oats).
Dairy produce: milk powder, UHT cream, cheese, butter and value added dairy ingredients. For
more information, visit https://www.austrade.gov.au/australian/export/exportmarkets/countries/taiwan/industries/dairy
Fruit: tangerines, cherries and table grapes.
Vegetables: carrots, potatoes, onions and cauliflowers.
Organic food: both fresh and processed food.
High quality packaged food: The increasing number of high end supermarkets driving demand
for high quality package food.
Demand for ingredients for food processing, bakery use and food service.
Wine: premium wines with international recognition.”

IP protection
The following information is from the Australian Government Department of Trade and Investment – 2019
Market Status reports. [11]
“Almost 50% of all new Australian exporters cease export activity within 12 months, resulting in a
significant waste of valuable time and money. In many cases, exporters cease this activity when failure
to protect their trademarks or signing unenforceable contracts causes a catastrophic, irreversible, and
completely avoidable market failure. Exporters regularly cite cost as the reason for not registering
trademarks, but most learn the hard way that not registering can have a far greater cost. The most
basic protection starts at around $1k per mark… If you cannot afford the basic cost of protecting your
marks, should you be exporting?
So how does not registering your marks come back to bite you? Many overseas markets have a first to
file rule where quite simply, the first person to successfully file, “owns” the marks. In these markets,
Trademark “squatters” trawl for new exporter business names and logos to register, with the objective
of selling them to you at exorbitant prices once you have successfully established a market. Registering
your marks first means they will simply move on to the next easy target, saving you from significant
business disruption and costs in the future. You would never set up a domestic business without
registering your business name, so why would you ever consider doing so overseas?
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Many new exporters state “there’s no value in registering our marks as we do not have the finances to
challenge a breach”. While this may be the case, most breaches can simply be blocked by being the
first to file. At the very least, owning your marks allows you to send an official letter or notify an online
platform who may be legally obliged to act.
If you fail to be the first to file, a common outcome is the threat of legal action against you once you
have established a market. Your time and effort has been building a brand you do not own, whose
owners could legitimately demand compensation for illegally trading under “their” marks and charge
extortionate prices to buy “their” brand if you wish to continue in the market. Australian trademarks
provide no protection overseas…registration is required in each market (that includes NZ).”
“Taiwan has relatively strong Intellectual Property (IP) protection, pursuant to international standards.
World leading ICT players, such as Apple, HP and Dell have strong OEM/ODM partnerships with
Taiwan. Treat your business security interests with the same care and diligence that you do in
Australia. Take steps to ensure the protection of your intellectual property rights, such as patent,
design and trademark by registering with the Chinese Taipei Intellectual Property Office at
https://www.tipo.gov.tw/tw/mp-1.html. Ensure any business contracts are reviewed and authenticated
by a legal consultant to avoid trade dispute.” [12]
E-commerce in Taiwan: A guide for Australian business
“The e-commerce market in Taiwan has grown rapidly over the past few years. In 2018, the market
size was $38.92 billion with a five-year average growth rate of 7%. (Source: Directorate-General of
Budget, Accounting and Statistics, Executive Yuan, Taiwan & eMarketer) In 2019, Taiwan had the
highest proportion of e-commerce shoppers in Asia at 65.2%, with the average online consumer
spending around $866 in 2018. (Source: Market Intelligence and Consulting Institute).
As Taiwan’s e-commerce market continues to develop, an increasing number of younger shoppers
choose to shop at online retailers. Digital media and entertainment, apparel and footwear, and
consumer electronics remain the top three most purchased products from online retailers. The demand
for quick delivery has led to an increase in sales of basic household necessities on online platforms. The
evolution of e-commerce consumer expectations has led to new opportunities for e-commerce
retailers and service providers.” [13]
Current market trends
“The Taiwan e-commerce market features a wide variety of products and services, such as:
•
•
•
•
•
•
•
•
•
•
•
•

Apparel
Beauty and skincare products
Computers and accessories
Eyewear
Groceries
Food delivery
Household goods
Digital entertainment and videogames
Baby-care products
Shoes, bags, and brand name goods
Travel packages, hotels, and flights
Taiwan’s E-Commerce Regulations” [13]
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Competitors
The following information is from the United States Department of Agriculture - Foreign Agricultural Service
which includes information on Taiwan’s food retail sector and current competitors in the market. [14]
“International retailers dominate in Taiwan, with few domestic players in direct competition.
International retail stores have grown by taking advantage of Taiwan's geographic location, high
population density, and high disposable income. In recent years, the traditional mom-and-pop shops
and wet markets have declined in the face of competition from high-end supermarkets and
convenience stores.
Overall, the retail food sector is fragmented but some consolidation is taking place. Carrefour
announced the purchase of supermarket chain Wellcome Taiwan from Hong Kong-headquartered
Dairy Farm. The deal also includes Dairy Farm’s Taiwan Jasons Market Place stores. Carrefour,
COSTCO, and RT Mart are key players in the hypermarket area. At the same time, Wellcome, Simple
Mart, PX Mart, CitySuper, Jasons Market Place, and Taiwan Fresh Supermarket are active in the
supermarket sector. Meanwhile, 7-11, Family Mart, Hi-Life, and OK Mart are the four major
convenience store chains in Taiwan.
Responding to demands by time-constrained consumers for quick meal solutions, convenience stores
such as 7-Eleven have added fresh-cooked food. Additionally, strong sales found in the convenience
store sector are a result of the consumers' need for fast transactions and one-stop shopping.
Consumers also expect to see a strong connection between online and offline shopping which brings
convenience stores more deeply into their lives.“

Customs, tax and regulatory issues (including FTA information)
The following information is from the Australian Trade and Investment Commission website which includes
information on tariffs and regulations in Taiwan. [15]
Tariff
“Two-column tariff based on the Harmonised System. Most duties are ad valorem (per cent), based on
the GATT Valuation Code - approximately Cost, Insurance and Freight (CIF) value (Incoterms 1990).
Preference is granted to countries having trade agreements or diplomatic relations with Taiwan.
The Ministry of Finance administers customs regulations and procedures in Taiwan. Goods imported
are liable to ad valorem duty determined and calculated on the transaction value. Tariff rates vary
depending on the product.”
Non-tariff barriers
“Imports may be affected either under the automatic approval system or the covering licence system.
Some applications for Automatic Approval items must be made to authorised banks; other items may
be permitted entry without a licence. Applications for covering licence items must be made to the
Board of Foreign Trade. Licences are valid for six months.
Permitted imports are classified into two categories:
1. controlled: government monopoly controlled items e.g. petroleum, strategic and military
supplies and imported items which compete with the produce of emerging domestic industries
2. permissible: all other items.
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All importers, except those authorised to import on a deferred payment basis, must make a deposit
with a foreign exchange bank within 14 days after approval of their import licence. The current rate of
deposit is 10 per cent of the CIF value (Incoterms 1990).”

Agents and distributors
The following information is from the Australian Trade and Investment Commission which includes information
on Agents and Distributors. [16]
“Most Australian firms rely on agents or distributors to represent their business in international
markets.
There is often confusion about the roles of agents and distributors, so it is important to understand the
difference between the two before you enter any discussions.
The definition and responsibilities of agents and distributors can also vary depending on the country or
industry, so when dealing with prospective overseas representatives it is essential that you always
confirm their specific roles and responsibilities.
This is general information and the actual role your partner undertakes will also depend on the
individual agreement you have with them, so it’s important to confirm the details in a contract and not
assume they will take on all activities an agent or distributor may generally undertake.”
Agents
“Agents do not take ownership of goods but act as a representative of the supplier. They are also
engaged by exporters of services to represent them in overseas markets.
An agent is generally paid by the exporter based on a commission of sales value generated. The
exporter receives orders for customers from the agent but then delivers goods or services directly to
customers, invoices the customers, and collects payments from the customers. The exporter is also
responsible for setting the selling price, although the agent will likely provide input on local market
conditions to help the exporter decide on pricing.
Agents are generally based in the export market and often represent several complementary product
or service lines. They may operate on an exclusive basis, as the sole agent for a company’s goods or
services in a specific export market, or as one of a number of agents for the exporter in that market –
that is, on a non-exclusive basis.
There are many advantages in doing business through an agent. Here are some of them:
•
•
•

You have control over branding, marketing and pricing.
Commission only-based agent agreements can be a good incentive for higher sales volumes
for your products.
Agents tend to have smaller product ranges than distributors, which means that they can
provide more focus on your products.

Working through an agent can also have disadvantages:
•

A sales agent may have fewer resources than a distributor.
10

•
•

•
•
•
•

Working on a commission basis can mean that the agent is less committed to your success.
Significant overseas marketing and management support is required for a successful
agent/client relationship. More effort is required from your business, such as fulfilling orders
directly to customers and obtaining payment.
Close attention is required to monitor the effectiveness of the agent.
A poor agent can not only ruin your opportunities in the market but also undermine your
marketing efforts and reputation.
Working through agents (as opposed to distributors) provides less protection from risk of nonpayment, currency fluctuations, product rejections, warranty claims, etc.
You risk losing market share if your agent is poached by a competitor.”

Distributors
“A distributor buys goods – that is, the distributor ‘takes title’ of the goods – and then resells the goods
to local end users who may be retailers or consumers. In some cases, the distributor may sell to other
wholesalers who then sell to local retailers or end users.
Distributors may carry complementary and competing lines and usually offer after-sales service.
Distributors are paid fees by adding a margin to products, and their fees are higher than those of
agents because they usually carry inventory, extend credit for customers, and are responsible for
marketing.
Because a distributor has more responsibilities in selling your product in market than an agent, they
require a higher margin. This may impact on how you price your product; you will probably need to
absorb the distributor margin otherwise your pricing to the end customer will be too high. Some
exporters find that they are unable to use a distributor as their profit margin is too small to provide
enough margin for the distributor and a competitive price for end users.
Using distributors offers several advantages:
• The exporter has one large customer who supplies many smaller end customers in the
market.
• The exporter maintains some control over distribution.
• The distributor provides back-up service to clients.
• The distributor holds stock in the market to reduce order lead time for customers.
• The distributor helps pay for and undertake marketing and promotion of your product in
the market.
• The distributor develops a customer base for your product.
• The distributor handles more of the in-market work, saving you both time and costs.
• In-market risks are largely carried by the distributor.
• The distributor may provide warranty and product services.
There are also disadvantages to operating through a distributor:
•
•

You have no control over the selling process.
The costs of selling through a distributor can force the product out of market competition:
for example, a distributor may add up to a 50 per cent mark-up, or more, on your product
before it reaches a retailer.
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•
•
•
•
•
•
•
•
•

The distributor and sales staff will be less knowledgeable about your products than your
own people.
You can become removed from the market and not have firsthand knowledge of
conditions.
You may not know who your customers are.
Because a distributor shares responsibility for marketing and promotion, you may not
retain total control over the branding of your product.
If the distributor is a wholesaler rather than a specialised master distributor, they may not
sell as effectively as other wholesalers.
The distributor may not have the sales force for new product introductions in larger
markets.
The distributor may represent multiple products, so attention and time may be divided
away from your product.
Sales-rights to your product are a valuable ‘right’ and should not be surrendered without a
full analysis of the available options.
Your distributor may be difficult to ‘disengage’ if you are unhappy with their service.”

The exporter-agent/distributor relationship
Exclusivity and non-exclusivity
“Appointing an agent or distributor on an exclusive basis – where they have sole rights to sell your
product within a defined territory – allows the agent or distributor to build their business free of
competition in that territory.
Many agents and distributors want exclusivity as they will invest effort and financial resources into
building brand awareness to create a market for your product. The stronger the brand reputation, the
more valuable an exclusive arrangement will be.
It is a good idea to think through the issue of exclusivity versus non-exclusivity before entering into
negotiations with potential partners. If you intend to agree to an exclusive arrangement, performance
measures will need to be established, as well as a termination clause within the agreement in the event
of non-performance.”
Choosing an agent or distributor
“The most important factor in choosing an agent or distributor is that you can establish a close working
relationship. You have to be able to build high levels of trust and communicate regularly. Business is
much easier to transact if you enjoy working with each other.
Before choosing an overseas partner, you should undertake a rigorous research process and speak with
a range of potential agents or distributors – perhaps four or five – before narrowing the list.
Before making a final decision, ask your potential partner for trade references, and also consider using
a professional credit checking agency to confirm the potential partner’s financial stability.
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It is also important that you meet the potential partners in their own market rather than in Australia.
They should show you the market first-hand, which will not only give you a feel for how well they
know the market, but also give you a chance to get to know them better as a person.
Exporters who rely only on email communication with overseas partners often have misunderstandings
leading to problematic relationships. While email is ideal for confirming discussions, meeting in person
or even using the telephone or Skype in the early stages can go a long way towards reducing
misunderstandings.
Remember that you are relying on your representative’s local knowledge and contacts to win business
in the market, so make sure that the relationship is real. You may need to meet several times to build a
relationship and work through the fundamentals of how you will work together and what should be
included in an agreement.
Before drafting an agreement, you should be in accord as to who does what; then you should engage
legal advice in order to have an agreement drawn up. Drafting agreements and making changes when
two parties have differing views on core issues can be a waste of time and money, so it is wiser to
agree on the big issues first, then start the legal work.”

Knowledge of the market
“Your chosen representative should have a thorough understanding of competitive products and prices
to assist in product modification, advertising requirements, or changes.
•
•

•

Does this representative have a good network and good contacts?
How many years’ experience does this representative have in your market sector? You may
opt for a company that is established and has a good network of contacts but may not be
particularly flexible or open to change. Or you may prefer to appoint a young, energetic
company that is out to prove itself and is flexible and innovative but does not offer extensive
experience or contacts.
Does this representative have good knowledge of the local market? Good representatives
should be able to assist you in your marketing program and give you the benefit of their local
market knowledge.

Tips to remember when working with an agent
•
•
•
•
•
•

Schedule regular market visits.
Schedule regular training for them on your range.
Have a timetable for regular performance reviews.
Set realistic performance standards and revise regularly when market conditions change.
Have a clear termination procedure.
Exporters can rely too heavily on their agent for useful feedback and relevant information.
Make sure you check local conditions and market feedback yourself.

One way to clarify your thoughts when you come to choosing an agent or a distributor is to develop an
ideal partner profile and compare candidates against a standard set of criteria.
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The agent or distributor should have a good understanding of the market, so look carefully at their
current customers, contacts, networks and place in your target market.
Here are some suggestions on the type of questions you could ask prospective agents:
• To check stability, try to find out their history with other customers
What are your financial resources? What is your credit rating? (There are credit agencies that
can provide a report on potential partner credit ratings.)
• To check their relevant product or service knowledge ask:
Do you have experience with similar (product) lines? What are your marketing and service
strengths?
• To check their management capability – ask:
How long have you been an agent or a distributor? What are some of your successes with
other clients? For distributors ask about their strengths in marketing and customer service?
• To check their compatibility with your company – ask:
What is the size of your business? What systems do you use? How many staff do you have?
How do you choose your staff? What experience did your staff members have before you
employed them? How are they qualified for this work? Have you worked with any other
Australian companies? If so, which ones, and for how long? What languages do you [the head
of the company] speak?
• To check an agent’s product or service mix – ask:
What do you like about my product or service? Do you represent any companies with
products or services which conflict with mine? What are your sales projections for my
products or services – and why? (Ascertain that these sales projections are realistic)
• To check whether their distribution network is what you need – ask:
What is your geographical coverage? How often do you personally get to each of the markets
indicated? Do you have staff in place in each of these markets? Have you ever faced political
trouble in the markets you cover? If so, what was the result? Have you ever been forced out of
a market? If so, why?
• To check their sales capability and marketing policies – ask:
Can you give me examples of your sales capability? What marketing policies do you use? What
incentives do you give your staff? How are your staff trained and supervised?
• To check their promotional expertise – ask:
What is your approach with marketing budgets? What experience have you had in handling
marketing budgets? If called upon, how do you deal with the media in the markets you cover?
What experience have you had in dealing with the media? How do you deal with the media in
markets where you don’t speak the language? (If applicable.)
• To check their ease of location and facilities – ask:
Where and what facilities do you have for customer access? Where is your warehouse? How
large is it? How is it protected? What services do you provide for your customers from your
warehouse?”
Points to consider when entering into an agency or distributor agreement
“An agent or distribution agreement is a legal document, even if it is a verbal agreement. Austrade
recommends that you document the agreement in a written contract and seek advice from a legal
professional with international contract experience prior to signing anything. Your agreement should
14

set out all the terms and conditions of the agent/supplier relationship, with no ambiguities or areas that
are unclear.
Before drafting an agreement, you should agree exactly who does what within the agent/supplier
relationship.
It is imperative to engage legal advice when having the agreement drawn up. Drafting agreements and
making changes when two parties have differing views on core issues can be a waste of time and
money. It is wiser to agree on the big issues first, then start the detailed work of the actual contract.
The key issues you should discuss with your potential agent and agree at a high level before entering
into a legal agreement could include:
• The product range.
• What you, the exporter (supplier), will provide: for example, printed brochures, price list, new
product briefings, product training, and so forth.
• Supply of samples: at what price, who pays for their cost and freight, the length of time
samples will be available, and the process and payment for their return.
• The territory covered: the geographical area and market segment.
• How the goods will be supplied.
• How online sales in the territory will be managed.
• Commission: the amount and the conditions.
• Reporting: monthly or quarterly, and the content of the reports
• Communications: how the timeliness of communications on major issues will be dealt with. For
example – delivery delays or major customer issues.
• Brand management: you can set some controls over the use of your brand.
• Ownership of trademarks and intellectual property.
One of the difficulties exporters are confronted with when drawing up contracts is the lack of uniform
regulations around the world. This means that parties must refer primarily to the rules set out in their
agreements, which in turn makes the careful drafting of such contracts absolutely vital.
Most exporters will be faced with drafting an international distributorship agreement. The ICC Model
Distributorship Contract provides a uniform contractual framework that incorporates the prevailing
practice of international trade.
Almost all companies engaged in international trade work with some distributors overseas. Here are
some important points to remember when dealing with a distributor:
• Select your distributors – don’t let the distributors select you.
• Look for distributors capable of developing your markets, not just selling your products.
• The skills, qualities and network which each distributor can bring to your relationship may be
different – make sure you discuss your expectations so that these are clearly understood.
• Never assume a distributor will undertake a task without discussing it first.
• Set clear performance criteria in your distributor’s agreement and monitor these closely.
• Get to know the distributor well before signing an agreement.”
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Target Market Information- Taiwan
The following information is from the Australian Trade & Investment Commission website which includes
information on exporting to Taiwan. [17]
“While not always necessary, finding distributors, agents and local representation are an important part
of an export strategy for Taiwan.
The Law of Taiwan is mainly based on the civil law system, with firm and clearly defined terms in the
law codes and regulations, introduced during Japanese rule. Business practices are also underpinned by
American-style capitalism and it is against this backdrop that Australian businesses can expect to
conduct business in Taiwan.
Australian companies could consider in-market representation to enable them to understand nuances
in the market, marketing and distribution channels, buyer identification strategies, product support and
relationships with key government agencies in the market.
In general, agents or distributors usually function as a first port-of-call for exporters looking to engage
in Taiwan. Taiwanese companies importing products need to have an import licence. However, if local
agents or distributors do not have import licences, Australian companies can import through an importexport trading company. Australian exporters should confirm with their potential business partners
which import approach will be used.
As the business develops, consideration may be given to appointing a full-time employee in the market,
most likely a locally engaged Taiwanese person. If business continues to grow and expand,
consideration might then be given to posting an expatriate manager from Australia. Professional advice
from an experienced lawyer or accountant on the ideal structure for your business as well as advice on
local labour laws is important prior to establishing representation in Taiwan.
It is particularly important to choose your local partners wisely, as these decisions can make or break
your business. Identify and check the bona fides of potential in-market representation. Obtain a
number of different opinions and background views on potential partners before making your decision.
The key factor is to ensure you have someone who knows the market very well and can grow your
business in Taiwan. Companies should look for in-market representation that has a good 'fit' with the
company, business operating style and good alignment in objectives for the market. It is vital that these
mutual objectives be understood, agreed and monitored in an ongoing manner.
Ideally, the Taiwanese partner should be in a position to provide a range of possible inputs to the
business partnership:
•
a physical site (i.e. office, plant, land for development, etc.)
•
comprehensive local market knowledge in the area of business activity
•
distribution networks and an import license or access to import systems
•
access to raw materials
•
commercial and political connections.”
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Logistic and supply chain
The following information is from the Australian Trade & Investment Commission website which includes
information on exporting food and beverage to Taiwan. [10]
“Depending on the product there are various distribution chains or channels that are used by traders.
Over the past 10 years, the following changes have occurred in the unprocessed food distribution
system:
•
Introduction of large retail chains such as Carrefour and RT-Mart.
•
Development of distribution firms to service the large retail chains.
•
Increasing direct sales between importers and retailers and wholesalers.
•
Development of direct purchasing channels between retailers and wholesale markets.
For meat products, the traditional distribution route is importer to wholesaler, then distributor to
retailer, caterer or food service industry. The importer, wholesaler and distributor are often the same
company for imported meat and are only available in Western-style supermarkets and hypermarkets
with adequate refrigeration facilities, where they are butchered into different cuts and packaged. By
comparison, in traditional local markets, consumers select the cut of meat they require from a large
piece.
For fruit, vegetable and seafood produce, there are three major distribution options:
•
direct sales – exporter to retailer such as a supermarket and hypermarket
•
two-level – exporter to importer to retailer (i.e. the food service industry)
•
three-level – exporter to importer to wholesaler to retailer (i.e. the food service industry).
For other general food produce, supermarkets, hypermarkets and convenience stores are the major
retail outlets. Major coffee shop chains are a promising new route for dairy products.”

Packaging, labelling and documentation
The following information is from the Australian Trade and Investment Commission website which includes
information on tariffs and regulations in Taiwan. [15]
Special certificates
“Live animals, animal products, plants and plant products require health certificates issued by an
approved authority in the country of origin - two copies required.
Old newspapers require a sanitary certificate - two copies.
Old jute, feather waste, cotton rags etc. require a fumigation certificate - two copies.”
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Food labelling
“Outer containers should bear consignee's and port mark and should also be numbered (according to
packing list) unless their contents can be otherwise readily identified.
Labelling regulations are applied to all kinds of packaged foods and pharmaceuticals. If a foreign
language is used in the label prepared by the manufacturer in the country of origin, major ingredients,
valid date, manufactured date, product name, weight/size, name and address of the importer is
required in Chinese. For detailed information regarding labelling regulations, visit the Food and Drug
Administration, Ministry of Health and Welfare at https://www.fda.gov.tw/ENG/index.aspx.
Cigarettes must indicate the date of manufacture and display a generic health warning.
Most textile goods are now subject to mandatory labelling requirements and importers should be
contacted for specifics.
Square recycle logos are required to be on recyclable containers, including those which are made from
glass, plastic, iron, aluminium, paper and aluminium foil, imported to Taiwan. For plastic containers,
triangle recycle logos should be shown.”
Packaging
“Goods should be securely packed, having due regard to the nature of the goods, means of transport
and likely climatic conditions during transit and delivery.”
Methods of quoting and payment
“Quotes in US dollars are preferred, but accepted in any free world currency. There should be by proforma invoice and, if for machinery or engineering products, must enclose a catalogue.
Payments usually by letter of credit.
Imports on a collection basis are permitted on documents against payment (D/P) or documents against
acceptance (D/A) terms.”
Shipping documentation
“Commercial invoice
No prescribed form and a minimum of four copies required. The invoice must include:
•
•
•
•
•
•
•
•

import licence number
names of seller and buyer
marks and number on each package
number of packages
full description of contents (including gross and net weights) and dimensions
quantity
unit price and total price (whether FOB, C&F or CIF (Incoterms 1990))
commissions.
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Goods in different licensing categories must be shown separately. Method of shipment, packing, date
and port of shipment should also be included.
Pro-forma invoice
Two copies are required to obtain import licence and the invoice must include:
•
•
•
•
•
•
•
•
•
•
•
•
•

a full description of the goods
brand name (if any)
method of packing
quantity
unit price and total cost
freight
insurance and other charges
method, date and port of shipment
port of destination
terms of payment
methods of inspection and/or survey
validity of offer
name and address of letter of credit beneficiary and any other details as requested by the
importer.

Must be certified to the effect that the prices stated therein are either net without rebate or inclusive
of commission, as the case may be.
Packing list
Two copies required for customs clearance.
Certificates of origin
Two copies, when requested. It is a requirement to register pharmaceuticals, cosmetics, medical
instruments, food additives and agricultural.
Bill of lading
All marks and case numbers appearing on outer containers must be shown on the bill of lading.
Public health requirements
Food additives, medical instruments, drugs and pharmaceutical products require prior registration with
and approval from the Department of Health, Executive Yuan.
A certificate of origin is required to register cosmetics, pharmaceuticals, food additives, agricultural
chemicals and some medical instruments.
Live animals, animal products, plants and plant products require health certificates issued by an
approved authority in the country of origin. In Australia this is usually the Department of Agriculture
and Water Resources.
The use of DDT on agricultural crops or as a household pesticide has been banned.
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Insurance
No special requirements.
Weights and measures
The metric system.”

Cultural considerations
The following information is from the Australian Trade & Investment Commission website which includes
information on exporting to Taiwan. [17]
“Exchanging business cards is customary business practice in Taiwan so it’s advised that you carry a
large supply at all times as several hundred may be required on a short trip. It is customary to use both
hands when presenting and receiving business cards.
Answer enquiries, proposals, correspondence and invitations as soon as possible and at the very least,
send an acknowledgment stating that an answer will follow shortly.
While traffic conditions in Taipei can cause delays, a high value is placed on punctuality and as such
you should avoid arriving late at appointments.
Gift giving is less practiced now as western business practices are adopted more widely in Taiwan.
Foreign business visitors would not be expected to give a gift to a Taiwan business contact at a
meeting and it is unlikely that a gift would be offered. Small corporate promotional items might be
useful to exchange, but beware of any gift of any significant value given or received as this could be
considered as an attempt to influence a business decision. Be very conscious of regulations pertaining
to bribery of foreign officials.
Due to historical connections between Taiwan and the United States (US) through defence ties and the
large numbers of senior Taiwanese who have studied in America, there is often a bias towards
American goods and services. However in recent years Australia has enjoyed a growing profile due to
the increasing numbers of Taiwanese visiting and studying in Australia as well as the growth in trade
between Australia and Taiwan. Australian business should leverage the growing interest when
negotiating business in Taiwan.”
“Many Taiwanese have an English first name used with a Chinese family name e.g. Henry Wang –
when this is the case, the family name is used last, as in Australia. Normally when a Chinese name is
written, the family name comes first with the given name following e.g. Mr Tang Jie-Fu would be
addressed as Mr Tang.
It is unusual for Taiwan companies to buy anything from someone that they do not know. Business
introductions are vital and ‘cold calling’ is not an appropriate way to start a business relationship.
The ‘classmate network’ is a recurring theme of business in Taiwan as contacts developed at school or
University are carried over into later careers.
The quality of your agent or representative’s contacts will often be a more important selling point than
the intrinsic marketability of your product. It is vital to spend time in Taiwan with your representative
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to clearly explain the product, effectively negotiate terms of business and develop networks in the
market.
While understanding Taiwanese culture is important, do not lose sight of the Australian characteristics
of doing business which differentiate you from other foreign competitors and your Taiwanese
customers. Focus on transaction details as well as cultural factors.
Taiwanese have a reputation for being tough negotiators so it is essential to be well-prepared.
Research the company’s business, markets, financial status and reputation.
Understand current economic conditions and government policies in Taiwan.”

Banking and finance
The following information is from the Corporate Finance Institute website which includes information on top
banks in Taiwan. [18]
“The Central Bank of Republic of China (Taiwan) was established in 1924. It is administered under the
Executive Yuan of the ROC Government. The central bank regulates the activities of financial
institutions and banks in Taiwan to guarantee the effective enforcement of its policies.
The main functions of Taiwan’s central bank are:
•
•
•
•

Manages the country’s monetary policy and payment systems
Issues currency
Acts as a fiscal agent of the government and handles the issuance, registration,
redemption, and interest payments of central government bonds and treasury bills
Manages foreign exchange

The top banks in Taiwan are:
•
•
•
•
•
•
•
•
•

CTBC Bank
Hua Nan Com Bank
Bank of Taiwan
Shanghai Commercial and Savings Bank
Land Bank of Taiwan
Taiwan Cooperative Bank
Citibank Taiwan
Taipei Fubon Bank
Sun Commercial Bank”

Business hours
“Private and government offices are usually open from 9.00am to 5.00pm, Monday to Friday. Many
close for lunch from 12.30pm to 1.30pm.
Banking hours are from 9.00am to 3.30pm, Monday to Friday.
Most shops are open from 11.00am to 10.00pm and generally open every day, including most public
holidays, with the exception of Chinese New Year.” [3]
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The following information is from the Smartraveller website which includes information on travel.[5]
Entry requirements and restrictions
•

•
•

“From 19 May to 18 June 2021, Taiwan will bar entry to all foreign nationals without a
residency permit. Exceptions will only be considered on emergency or humanitarian grounds.
Official or business travellers should contact their nearest Taiwanese representative office for
further information about related entry requirements.
From 19 May, international transits will no longer be allowed at Taiwan's airports.
All international arrivals, regardless of nationality, will need to provide a negative COVID-19
(PCR) test result issued within three business days before boarding their flight to Taiwan.
Antigen or antibody test results will not be accepted.”

Security threats
•
•

•
•

•

“Protests happen sometimes. They are usually peaceful but can turn violent. Avoid large public
gatherings.
Crime rates are low, including for petty crime. Taxi drivers have sometimes assaulted
passengers. However, taxis are usually safe. Use radio taxis, or arrange taxis online or through
your hotel.
Extortion scams occur. These include minor car accidents and claims of sexual assault at
nightclubs. Report suspicious behaviour.
The typhoon season is May to November. Flooding and mudslides are common. Businesses
and government offices close on 'typhoon days'. Follow local advice to prepare for a disaster.
Listen to FM100.7 for English-language updates.
Earthquakes happen often. Get advice on being in an earthquake-prone region. Tsunamis also
happen. Know the tsunami warning signs and move to high ground straight away. Don't wait
for official alerts.”

Health
•

•

•

“COVID-19 remains a risk in Taiwan. Since 15 May there have been a growing number of
community transmissions. You should maintain social distancing of 1.5m indoors and 1m
outdoors.
It is mandatory to wear a face mask at all times in public venues. If you’re in northern Taiwan,
avoid unnecessary movement, activities, or social gatherings of more than five people indoors
or 10 people outdoors. Further details of relevant guidelines are available on the Taiwan
Centers for Disease Control
website:https://www.cdc.gov.tw/En/Bulletin/Detail/R1K7gSjoYa7Wojk54nW7fg?typeid=158
Failure to comply with these directions may result in fines of up to AUD 14,000.
Some prescription medications are illegal in Taiwan. Authorities may jail or fine you if you have
them. Before you travel, check Taiwan Customs for limits and documents you'll need at:
https://eweb.customs.gov.tw/.
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•

•

•

Insect-borne diseases such as Dengue, Zika and Japanese encephalitis occur. Ensure your
accommodation is insect-proof. Get vaccinated and if you’re pregnant, discuss your travel
plans with your doctor before you travel.
Waterborne, foodborne and other infectious diseases, such as hand, foot and mouth disease,
are common. Drink only boiled or bottled water. Avoid ice cubes. Wash your hands thoroughly
and often.
The standard of public hospitals in major cities is good. Wait times are often long. Some
hospitals have English-speaking private clinics, but these can be expensive. You may have to
pay up-front, even for emergency care. Ensure your travel insurance covers all medical costs.”

COVID-19 update
“From 19 May to 18 June 2021, Taiwan will bar entry to all foreign nationals without a residency
permit. Exceptions will only be considered on emergency or humanitarian grounds. Official or business
travellers should contact their nearest Taiwanese representative office for further information about
related entry requirements.
From 19 May, international transits will no longer be allowed at Taiwan's airports.
All international arrivals, regardless of nationality or visa status, will need to provide a negative COVID19 PCR-test result issued within three business days before boarding their flight to Taiwan. Antigen or
antibody test results will not be accepted. The test result certificate can be an original, duplicate or
digital copy, and should be in English and/or Chinese. Certificates in other languages may be accepted
in consultation with ground staff at the airport of departure. A small number of exceptions to the
testing requirement apply, notably to maritime crew on fishing vessels and emergency workers.
You need to make arrangements for your quarantine before arriving in Taiwan, and provide evidence
when checking into your flight. From 15 January 2021, arrivals who choose to quarantine at a private
residence rather than a quarantine hotel or group quarantine facility will be required to declare their
residence complies with quarantine requirements – namely that there is only 1 person per residence
unless all travellers travelled to Taiwan together and their quarantine accommodation has a room and
bathroom for each person. Exceptions and further details are available from the Taiwan Centers for
Disease Control at:
https://www.cdc.gov.tw/?aspxerrorpath=/En/Category/QAPage/SbkmnM5v0OwdDMjJ2tI_xw.
Taiwan’s usual quarantine requirement for international arrivals is 14 days (not including the day of
arrival). However, incoming passengers who have symptoms upon arrival or have experienced
symptoms in the 14 days prior to arrival are required to undergo testing at the airport and stay at one
of the government’s designated quarantine facilities until notified of their test result. If the test result is
negative, a second specimen will be collected again within 24 hours. If both test results are negative,
and you have been assessed by a doctor, you may then proceed and complete the remainder of your
quarantine at a location that complies with quarantine requirements.
Students enrolled in formal degree programs in Taiwan and recipients of the MoFA Taiwan Scholarship
attending the Mandarin Language Enrichment Programs are eligible to enter Taiwan, but must undergo
the full 14 days of quarantine. Non-degree students, including language students, exchange students,
or New Colombo Plan scholars, are not eligible.
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Short-term business travellers are required to complete a 14-days quarantine, or apply for a shorter
quarantine period for five or seven days if you are travelling from one of the low or medium-low risk
countries. Quarantine may be at a quarantine hotel or your residence (if it complies with the
regulations of the Taiwan Centers for Disease Control). You will need to travel in a “quarantine taxi”
from the airport.
After your quarantine period has ended, you’ll still need to observe self-health management until the
21st day after your arrival in Taiwan. Short-term business travellers with shortened quarantine period
approved by the Taiwan Centers for Disease Control need to practice enhanced self-health
management from day 6 or 8 to day 14, and then complete the normal self-health management from
day 15 to day 21. If you breach quarantine measures, significant penalties may apply.
International cruise ships, irrespective of their travel route, are not allowed to dock in Taiwan.
Staying in Taiwan
It is mandatory to wear a face mask in most public venues, including: healthcare facilities; public
transport; indoor shopping areas; learning facilities; sports and exhibition venues; entertainment
venues; places of worship; and public offices and business venues. You'll also need to maintain social
distancing of 1.5m indoors and 1m outdoors.
If staying in Taiwan:
•
Follow the advice of local authorities.
•
Take care to protect yourself from exposure to COVID-19.
•
Ensure you have arrangements in place for an extended stay.
•
Keep in contact with family and friends so they know you’re safe and well.”
Religious customs
“Taiwan is highly diversified in terms of religious belief, with the practices of Buddhism, Taoism,
Christianity, Mormonism, Yiguandao, the Unification Church, Catholicism, Islam, Eastern Orthodoxy,
Judaism, and Hinduism, as well as native sects such as Yiguandao and others. The country not only
respects traditional faiths but also opens its arms to other types of religious thought from the outside.
For the most part, the traditional religions practiced in Taiwan are Buddhism, Taoism, and folk religions;
except for a small number of purely Buddhist temples, however, most of the island's traditional places
of worship combine all three traditions.” [19]
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AUSTRALIA – TAIWAN CHAMBERS AND COUNCILS
Australia – Taiwan Business Council (ATBC)
The ATBC is a membership-based organisation which provides services such as annual conferences, forums,
trade and investment missions. It also provides business information and advice, introductions in Taiwan and
Australia and access and influence, with public and private sector leaders. The organisation works with
Austrade, the Australian Office in Taiwan and the ROC-Australia Business Council (ROCABC). [20]
For more information, please visit: http://atbc.asn.au/home/.
Australian Office Taiwan
“The Australian Office Taipei represents the interests of Australia and Australians in Taiwan. The make-up of
the Office reflects the multi-faceted nature of the Australia-Taiwan relationship. Located in the President
International Tower in Taipei, the office includes the Commercial Section, a Consular and Administrative
Section, a Media and Culture Unit, and an Economic and Policy Section.” [21]
For more information, please visit: https://australia.org.tw/tpei/home.html.
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Connect with us
This report has been produced by the South Australia Food and Beverage Export Hub through our
Market Intelligence and Consumer Insights Program.
Visit our website to find out more: https://safoodbevexporthub.com.au/
Contact:
Annabel Mugford
Export Hub Manager
Avanthi Ravindran
Market Intelligence & Consumer Insights Analyst
Food South Australia
Phone (08) 8303 9435
Email: ExportHub@foodsa.com.au
www.foodsouthaustralia.com.au

28

