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Co c a - C o l a Ta i w a n l a u n c h e s 
bonaqua® as its first individual 
sale label-less bottled water in 

Taiwan. The locally produced alkaline 
water offers solutions and alternatives to 
consumers preferring a more sustainable 
lifestyle. With reduced plastic material 
and 100% recyclable bottles, bonaqua® 
will serve as the flagship product in 
Taiwan to help build the company’s vision 
of a “World Without Waste”.

Coca-Cola’s World Without Waste 
vision focuses on solving problems with 
packaging management, starting with 
production that works toward making 
all of its consumer packaging 100% recy-

clable globally, and subsequently helping 
to collect and recycle the equivalent of 
every bottle or can it sells worldwide by 
2030 through partnerships with relevant 
organizations.”

“The launch of bonaqua® is a mile-
stone for Coca-Cola Taiwan to explore 
sustainable solutions,” says Jeff Chen, 
General Manager of Coca-Cola Taiwan. 
Our laser incising technology allows us 
to highlight product information on the 
bottle without using plastic labelling 
– it’s a small step but makes a real di�er-
ence in reducing packaging materials and 
enhancing bottle recyclability.”  

By going label - less , bonaqua ® i s 

enabling “The Power of Less.” The design 
and the products’ broader availability 
allow Taiwan consumers to participate 
in building a World Without Waste. The 
e�ort also echoes bonaqua®’s commitment 
to sustainable solutions and inspiring 
more consumers to adopt sustainable life-
styles. “We hope to invite more consumers 
to share the philosophy of Less is More,” 
says Jeff . “Alkal ine water has been 
performing strongly in the water segment. 
With the introduction of bonaqua® in a 
variety of channels, we want to share our 
vision of a World Without Waste to the 
public. Together, let us create a better, 
more sustainable future.”

A D V E R T O R I A L

Coca-Cola Launches bonaqua® in Taiwan as its Flagship 
Product to Build a “World Without Waste”

00

00

0 0

可口可樂推出「bonaqua怡漾」無標籤鹼性離子水   打造World Without Waste願景
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4  TAIWAN BUSINESS TOPICS  •  AUGUST 2022

COVER PHOTO: COURTESY OF GU CHENG-GAN

39 Can a New Bean Make 
Taiwan's Coffee Industry 
Boom? 

 Taiwan’s first domestically bred 
coffee bean could potentially 
help the island’s coffee farmers 
overcome agricultural and climate 
challenges. 

 By Jordyn Haime 

44 Encourage Creativity and Innovation in Your Organization 
 Management and leadership expert William Zyzo describes the four forces 

spurring multinationals to pursue creativity and innovation as a strategic 
imperative and provides advice on how global firms can overcome related 
challenges to retain their competitive advantage. 

 By William Zyzo 

17 The Vast and Vulnerable 
Semiconductor Supply 
Chain  

 The complex sequence of inputs, 
outputs, and processes involved 
in producing the components 
powering virtually all modern 
electronic equipment is exposed 
to many risks that industry 
experts say must be addressed 
quickly. 

 By Courtney Donovan Smith

22 TSMC Prepares American 
Engineers for its First U.S. 
Fab 

 As TSMC gears up to bring 
advanced semiconductor manu-
facturing to the U.S., the compa-
ny’s American employees recount 
their experiences receiving job 
training in Taiwan.   

 By Dexter Murray

25 Taiwan’s IC Designers Hit 
Their Stride  

 Despite decreased technology 
demand and geopolitical chal-
lenges, domestic chip designers, 
led by MediaTek, are posting 
strong sales and benefiting from 
U.S.-China tensions.  

 By Matthew Fulco

C O N T E N T S

AUGUST 2022   VOLUME 52, NUMBER 8
一一一年八月號

Publisher 發行人
Andrew Wylegala  魏立安
Senior Editor 資深編輯
Jeremy Olivier 歐嘉仁
Associate Editor 副編輯
Julia Bergström 尤麗雅
Art Director/ 美術主任/
Production Coordinator 後製統籌
Katia Chen 陳國梅
Cover Designer 封面設計
Dean Hsia 夏銘
Manager, Publications Sales & Marketing 廣告行銷經理
Caroline Lee 李佳紋
Senior Advisor 資深顧問
Don Shapiro 沙蕩
Translation 翻譯
Patrick Lien, Andrew Wang
 連育德, 王先棠

Chairperson: Vincent Shih 
Vice Chairperson: Andrea Wu 
Secretary: Cynthia Chyn
Treasurer: Terry Tsao

2021-2022 Governors: Cindy Chen, Max Chen, 
Cynthia Chyn, Paulus Mok, Terry Tsao.

2022-2023 Governors: Shelley Chia, John Lee, 
Steven Pan, Michael Chu, Vincent Shih, Andrea Wu.

2021 Supervisors: Michael Huang, Cellina Yeh, Jo-fan 
Yu.

COMMITTEES: 
Agro-Chemical/ Kelly Chen; Asset Management/ 
Jimmy Chiu, Angela Yang, Derek Yung; Banking/ 
Paulus Mok; Capital Markets/ Mandy Huang, 
Eric Jai, Stacy Lo; Chemical Manufacturers/ 
Charles Liang, Michael Wong; Cosmetics/ Abigail 
Lin; Defense/ Manohar Thyagaraj, Roger Yee; 
Digital Economy/ Anita Chen, Cynthia Chyn, Max 
Chen; Energy/ Richard Freer, Randy Tsai; Human 
Resources/ Christine Chen, Cindy Chen, David 
Tsai; Infrastructure and Engineering/ Wayne Chin, 
Gwenyth Wang-Reeves; Insurance/ Ben Huang, 
Linda Tsou; Intellectual Property & Licensing/ Jason 
Chen, Wei Chi Chen, Peter Dernbach, Vincent Shih; 
Marketing & Distribution/ Brett Aaron, Paul Chen; 
Medical Devices/ Peter Chu, Louis Ko, Jeffrey Wang; 
Pharmaceutical/ Jae Yeon Choi, Serena Chow, 
Ramanathan Velayutham, Cellina Yeh; Private Equity/ 
Chris Cottorone, Echo Yeh; Public Health/ Pongo 
Peng, Jorge Wagner; Retail/ Ceasar Chen, Peggy 
Liao; Semiconductor/ ST Liew, Terry Tsao, Rado 
Wang; Sustainable Development Goals/ Eva Lin, 
Cosmas Lu; Tax/ Heidi Liu, Cheli Liaw; Technology/ 
Erica Lai, Stella Lai, Angela Yu; Telecommunications 
& Media/ Mindy Lee, Angela Lin, Jo-fan Yu; 
Transportation & Logistics/ Michael Chu, Carol Lin; 
Travel & Tourism/ Jason Yeh, Fiona Yuan. 

American Chamber of Commerce in Taiwan
129 MinSheng East Road, Section 3, 
7F, Suite 706, Taipei 10596, Taiwan
P.O. Box 17-277, Taipei, 10419 Taiwan
Tel: 2718-8226   Fax: 2718-8182    
e-mail: amcham@amcham.com.tw
website: http://www.amcham.com.tw

名稱：台灣美國商會工商雜誌 
發行所：台灣美國商會
臺北市10596民生東路三段129號七樓706室 
電話：2718-8226   傳真：2718-8182    

Taiwan Business TOPICS is a publication of the American 
C h a m b e r o f  C o m m e rc e i n  Ta i w a n .  C o n t e n t s a re 
independent of and do not necessarily reflect the views of 
the Officers, Board of Governors, Supervisors or members.
© Copyright 2022 by the American Chamber of Commerce 
in Taiwan. All rights reserved. Permission to reprint original 
material must be requested in writing from AmCham. 
Production done in-house, Printing by Farn Mei Printing 
Co., Ltd.

登記字號：台誌第一零九六九號 
印刷所：帆美印刷股份有限公司   
經銷商：台灣英文雜誌社   
 台北市108台北市萬華區長沙街二段66號
發行日期：中華民國一一一年八月 
中華郵政北台字第5000號執照登記為雜誌交寄
ISSN 1818-1961

8 President’s View
 Up Close and “Personnel”

By Andrew Wylegala

9 Editorial 
 Remembering Late Japanese Leader 

Shinzo Abe   
 懷念安倍首相 

12 Taiwan Briefs     By Sheherzad Jamal

COVER SECTION 

NEWS AND VIEWS 

A Look at Taiwan’s Evolving Silicon Shield
解碼台灣不斷發展的矽盾

SPECIAL REPORT 

MANAGEMENT PERSPECTIVES

8 contents.indd   4 2022/8/3   3:28 PM



Qualcomm
enables a world where everyone and 

everything can be intelligently connected

Qualcomm is the world’s leading wireless technology innova-
tor and the driving force behind the development, launch, and 
expansion of 5G. When we connected the phone to the internet, 
the mobile revolution was born. Today, our foundational tech-
nologies enable the mobile ecosystem and are found in every 
3G, 4G, and 5G smartphone. We bring the benefits of mobile to 
new industries, including automotive, the internet of things, and 
computing, and are leading the way to a world where everything 
and everyone can communicate and interact seamlessly.

Qualcomm is enabling a world where everyone and everything 
can be intelligently connected. You interact with products and 
technologies made possible by Qualcomm every day, including 
5G-enabled smartphones that double as pro-level cameras and 
gaming devices, smarter vehicles and cities, and the technology 
behind the smart, connected factories that manufactured your 
latest purchase. Our powerful connectivity solutions keep you 
connected – even in remote areas. Qualcomm 5G and AI inno-
vations are the power behind the connected intelligent edge. 

Qualcomm Incorporated includes our licensing business, QTL, 
and the vast majority of our patent portfolio. Qualcomm Tech-
nologies, Inc., a subsidiary of Qualcomm Incorporated, oper-
ates, along with its subsidiaries, substantially all of our engi-
neering, research, and development functions, and substantially 
all of our products and services businesses, including our QCT 
semiconductor business.
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Corning is one of the world’s 
leading innovators in mate-
r ia l s s c i ence . For over 170 

years, Corning has combined its unparal-
leled expertise in glass science, ceramics 
science, and optical physics with deep 
manufacturing and engineering capabili-
ties to develop life-changing innovations 
and products.

With a long-standing track record of 
innovation, transformation has always 
been at the heart of Corning. Corning 
Display Technologies Taiwan (CDTT), 
which employs more than 4,000 people 
and accounts for 10% of Corning’s global 
workforce, embarked on a digital trans-
formation journey three years ago. This 
endeavor stemmed from internal pushes 
as well as external pulls from customers.

“But digital transformation doesn’t 
happen immediate ly,” says El l i son 
Chung, regional manufacturing manager 
of CDTT. “It requires a culture shift.”

In the past, employees spent majority 
of their time doing data collection, explo-
ration, and extraction, and less time for 
problem-solving. Ellison notes that by 
flipping this model and devoting more 
e�orts to data interpretation, better deci-
sions can be made.

“Digital transformation is imple-
mented based on organizational culture 
and supported by digital technology. 

While integration is required to achieve 
the upgrading of talent, systems, and 
products, the awareness and knowl-
edge of digital transformation among our 
employees are also both extremely impor-
tant,” Ellison said.

CDTT’s digital talent training program 
aims to achieve this hefty goal by thor-
oughly covering various functionalities, 
from leadership, experts, and power users 
to general users.

A six-month Digital Talent Develop-
ment Program - which includes a series 
of courses, team building, and case shar-
ings – culminates in the annual Digital 
Summit. After months of preparation, 
the summit brings together the minds of 
CDTT employees across various functions 
for a little friendly competition. Groups 
present ideas that could possibly change 
the way CDTT manufactures its products 
for good. 

In fact, a team’s idea from the annual 
Corning Taiwan Digital Summit in 2020 
was successfully implemented and won the 
U.S. based, global “2022 Manufacturing 
Leadership Award,” an award selected 
by global industry experts with extensive 
experience in Manufacturing 4.0. 

This Sheet Resume project was the 
winner of the “Artificial Intelligence and 
Machine Learning” category. The project 
featured a platform that enables real-time 

performance and quality monitoring of 
each glass sheet to improve data accuracy 
and empower a process capability with 
auto-machine learning functionalities. 

“We’ve achieved a step-change in our 
ability to precisely monitor and main-
tain glass quality throughout each step 
of the finishing process, allowing us to 
operate more efficiently while ensuring 
our customers get the pristine glass they 
expect from Corning,” said John Zhang, 
President of Corning Display. “These 
impactful results set the stage for future 
Manufacturing 4.0 successes across 
Taiwan, the Chinese mainland, and our 
entire Display fleet.”

Despite making great strides already, 
CDTT’s digital transformation journey is 
far from over. 

The company continues to work on 
developing a complete digital culture 
that optimizes resource integration and 
embraces new methodologies that chal-
lenge the status quo for the better. By 
maximizing limited internal resources 
and integrating them with external ones, 
CDTT hopes to accelerate the company’s 
digital transformation. Teams are already 
building Proof-of-Concept (PoC) cases, 
and in the near future, they aim to connect 
these PoC projects from dots to lines to 
eventually a whole plane, leading to the 
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The team gets well-deserved recognition 
from Vaughn Hall, International Vice Presi-
dent of Operations for Corning Display.

Corning Taiwan hosts its annual Digital Summit - A six-month Digital Talent Development 
program that includes a series of courses, team building, and case sharing.

Corning Taiwan’s Digital Transformation: 
A Culture Shift
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creation of smart manufacturing PoC lines.
Ultimately, CDTT’s vision is to push 

toward a digi ta l - f i rs t environment by 
perfecting the process and making better busi-
ness decisions. This can be achieved through 
combining CDTT’s ongoing efforts in digital 
transformation with close collaboration and 
collective growth with the public sector and 
business partners.

“Digital transformation is the inevitable 
trend,” Ellison said. “I appreciate our team 
for all the hard work they have put in over 
the past three years. The transformation 
has been a definite boon to our operations 
in Taiwan, and by undertaking a compre-
hensive culture shift, we have become better 
equipped to excel in this digital age.”

A D V E R T O R I A L

0
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造  

Ellison Chung, Regional manufacturing manager of CDTT contin-
ues to lead the Taiwan team to push toward a digital-first environ-
ment and make better business decisions.

The team that wins the Manufacturing Leadership Award (from left to right: Rick 
Wang, Brad Chen, Sam Liao, Alex Liang, and Danny Wang).
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Up Close and “Personnel”

After two years of COVID clamp-down, pandemic control 
relaxations mean that Taiwan’s limbs are gradually regaining 
circulation. A summary of programs and people impacting 
AmCham Taiwan over the summer is by now in order.

June saw the rollout of the so-called 3+4 home isolation plan 
as a gesture of re-engagement, supplemented by July’s elimi-
nation of the requirement for inbound travelers to arrive with 
a negative PCR-test result. While improvements, AmCham 
members deemed this “too little, too late,” considering the 
opportunity costs of border closure and Taiwan’s comprehensive 
immunity and excellent healthcare capacity.  

I expressed that Chamber view in a mid-June interview with 
Taiwan+ and a letter requested by the National Development 
Council (NDC) on behalf of the Central Epidemic Command 
Center (CECC). I further shared with CommonWealth Maga-
zine readers a Chinese translation of my July piece calling for 
tourism to be treated as a strategic sector, emphasizing that 
returning to generally visa-free travel is essential to building an 
industry that projects soft power and smooths out an increas-
ingly skewed income distribution. Great to see progress in these 
areas following President Tsai’s recent statements calling for the 
reopening of Taiwan to international tourists and a timeline for 
loosening border control.

The incremental nature of June’s opening did not deter 
AmCham Chair Vincent Shih from joining NDC Minister Kung 
Ming-hsin at the Taiwan NextGen Telecom delegation’s visit 
to Seattle. What an opportunity for Taiwan tech firms and U.S. 
companies to collaborate on 5G/6G standards development and 
expansion under incentives from both governments!  

In the same busy late June, Taiwan’s SelectUSA Summit dele-
gation was the largest for the fourth year running with a record 
265 participants. Commerce Secretary Gina Raimondo joined 
GlobalWafers CEO Doris Hsu in announcing the biggest deal of 
the Summit, a US$5 billion facility in Sherman, Texas. The same 
week, major IC design firm MediaTek announced a design and 
training center at Purdue University, while Bank of Taiwan held 
a grand opening in Phoenix, Arizona. Unfortunately, Taiwan 
workers can’t yet benefit from comparable visits by American 
investors.

But at least official calls are on the rebound. In July, Vice 
Chairperson Andrea Wu, Treasurer Terry Tsao, and I met with 
U.S. Senator Rick Scott to brief him on AmCham’s agenda. Scott 
is the first visiting U.S. senior official in 18 months to request 
an AmCham meeting. He showered our 2022 White Paper with 
praise and shared his desire to continue working with AmCham 
in his support of Taiwan. Upcoming visitors to Taiwan include 
former Defense Secretary Mark Esper, Indiana Governor Eric 
Holcomb, and, potentially, House Speaker Nancy Pelosi. 

AmCham evaded infections and logistics challenges by rein-

stituting our annual summer Doorknock in a virtual format. 
Vincent Shih led a delegation of 10 core members and many 
more “drop-ins” over a dozen calls spread over two months. 
Fruitful conversations were held with, among others, U.S. Rep-
resentative Steve Chabot and Ambassador Hsiao Bi-khim, 
Taiwan’s representative to the U.S. in Washington. 

Delegates called for action on our White Paper, the new U.S.-
Taiwan Initiative on 21st-Century Trade, the Technology, Trade, 
and Investment Collaboration (TTIC) framework, and a bilateral 
trade agreement. Adding the in-person touch, Governor Cynthia 
Chyn represented AmCham Taiwan at a separate AmChams of 
Asia-Pacific physical Washington Doorknock on July 17-19. 

The past quarter has also brought changes to the Board and 
o¦ce. We thanked Governor Tim Shields for his tireless service 
to the Chamber and welcomed Michael Chu of FedEx aboard. 
Senior Editor of Publications Jeremy Olivier is pursuing new 
career challenges after nearly three years of precise, eloquent 
wordsmithing at the helm of Taiwan Business TOPICS. We look 
forward to continuing to read Jeremy’s material – soon to be pol-
ished by his erstwhile associate Julia Bergström, whom we thank 
for stepping up in an acting capacity. Julia is joined by newly 
arrived Communications Manager James Hill (replacing the 
prolific Jess Chen), who joins us (indirectly) from member firm 
Winkler Partners, where he anchored communications and com-
munity relations. 

What didn’t change was the consistently excellent output 
from our Government & Public Aªairs (GAPA) shop, a phenom-
enal Hsieh Nien Fan, and another solid White Paper. Much was 
owing to the work of Vivian Yang and Rosalyn Wu, two rising 
stars contracted during our annual winter surge, who also helped 
our more than two dozen committees stay productive. We wish 
them well as they advance their careers.

As we search for a new GAPA head, we continue to lean on 
the masterminds of our events program, Lily Kuan and Joyce 
Pan, who have stepped into Government Affairs roles. Finally, 
we’d be lost without our first National Taiwan University (NTU) 
Graduate Fellow Saki Kishimoto and interns Jennifer Nagel 
(University of Maryland, Finance), and Edinburgh-bound Derek 
Wang (NCCU, International Relations). Should you have a 
challenging job opening, please consider talking to them “per-
sonnelly!”

P R E S I D E N T ' S  V I E W

Andrew Wylegala 
President,
American Chamber of Commerce in Taiwan

8 presidents view.indd   8 2022/8/2   11:37 PM
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日
本前首相安倍晉三上月在奈良遇刺辭世，台灣美國商

會對日本民眾致上誠摯慰問。安倍首相生前與台灣情

誼深厚，任內盡其所能促進台日友好，2020年卸任

後亦復如此。這些年來，他與台灣政府高層往來密切，鼓勵

認同自由民主、人權、法治等基本價值的國家，將台灣視為

足以信賴的夥伴。

然而，安倍的貢獻不侷限於台日友好。2016年起，台灣被

美國視為亞太區域戰略的重要角色，也是受安倍影響。前白

宮副國家安全顧問博明，最近於《華爾街日報》投書表示，

安倍2007年在印度演說時揭示「自由開放的印太」概念，

與後來川普政府在2017年以寬廣範圍定義亞太事務，息息相

關。

2021年拜登接任總統，繼安倍開啟並由川普政府強化的印

太戰略觀點之下，美國政府於今年稍早推出「印太戰略」及

其相應的經濟架構。美、日兩國戰略視野演變，使美、日各

自與台灣的雙邊互動更為熱絡，彼此在鞏固供應鏈、貿易投

資、創新、基礎建設開發及文化交流等方面的合作連結，也

不斷增強。

安倍深知，台日長久以來總在對方有需要時伸出援手，

他也致力於維繫這份情誼。2011年，三一一大地震引發重大

災情，數十萬日本民眾被迫疏散避難，台灣各界捐出總計約

2.6億美元的賑災重建善款。去年夏天台灣新冠疫情嚴峻，日

本提供台灣數百萬劑迫切需要的疫苗，回報台灣當年慷慨相

助。疫苗捐贈計畫，正是由安倍帶頭推動，蔡英文總統特別

致電給他表達感謝。

多年來，安倍對於台灣爭取加入區域經貿整合計畫，尤為

支持。美國2017年退出「跨太平洋夥伴協定」（TPP）後，

安倍政府改以「跨太平洋夥伴全面進步協定」（CPTPP）的

新名義，推動區域貿易整合。台灣去年申請加入CPTPP時，

安倍也積極表態，支持台灣加入。

此外，安倍贊同「全球合作暨訓練架構」（GCTF）的理

念，這個架構是由美國與台灣於2015年共同發起的能力建構

計畫。台灣藉此架構，與亞洲及其他地方的國家分享專業、

經驗。2019年，日本也在安倍認可下，以正式夥伴的身份加

入GCTF，並共同主持各項計畫。

安倍首相任內奠定的政策方針與他對台灣的強力支持，也

體現在繼任的前首相菅義偉及現任首相岸田文雄身上，可見

他對日本政治的影響之大。安倍首相對台日友誼、雙邊合作

的長遠貢獻，以及他向美國與世界強調台灣在亞太及全球局

勢的重要性，皆令商會感念不已。

Remembering Late Japanese Leader Shinzo Abe

懷念安倍首相

E   D   I   T   O   R   I   A   L

AmCham Taiwan extends its heartfelt condolences to the 
people of Japan following the death of former Prime Minister 
Shinzo Abe, who was assassinated in Nara last month. Abe was 
a longtime friend and fervent supporter of Taiwan and spared no 
effort in advancing Japan’s relations with Taiwan, both during his 
time in power and after his decision to step down in 2020. Over 
the years, he developed close relationships with Taiwanese leaders 
and promoted Taiwan as a reliable partner to countries with whom 
it shares the fundamental values of freedom, democracy, human 
rights, and the rule of law.

However, Abe’s contributions extended well beyond improving 
bilateral ties to include helping position Taiwan as a critical 
component of U.S. regional strategy since 2016. As former Deputy 
National Security Advisor Matthew Pottinger noted in a recent 
Wall Street Journal op-ed, Abe in a speech delivered in India in 
2007 introduced the concept of a “free and open Indo-Pacific,” 
giving rise to a more inclusive regional designation that was later 
adopted by the Trump administration in 2017. 

After Biden took office in 2021, his administration carried 
on the momentum started by Abe, and elaborated on under the 
Trump Administration, with the introduction of its Indo-Pacific 
Strategy (and its corollary economic framework) earlier this year. 
Under the strategies set by the U.S. and Japan, their respective 
bilateral relationships with Taiwan have become more robust, and 
cooperation in areas such as supply chain resilience, trade and 
investment, innovation, infrastructure development, and cultural 
exchange continues to grow.

Taiwan and Japan have a long history of helping each other 
in times of need, something that Abe was not only keenly aware 
of, but actively sought to continue. In the aftermath of the 2011 

Great East Japan Earthquake, which caused untold destruc-
tion and displaced hundreds of thousands of Japanese, Taiwan 
donated around US$260 million in relief and reconstruction aid. 
Last summer, Japan reciprocated Taiwan’s generosity, providing 
it with millions of doses of much-needed vaccines in the midst of 
an outbreak of local COVID-19 infections. That effort was spear-
headed by Abe, who later received a phone call from President Tsai 
Ing-wen thanking him for his involvement. 

Abe for many years also actively supported Taiwan’s inclu-
sion in initiatives to foster regional economic integration. After the 
U.S. withdrew from the original Trans-Pacific Partnership in 2017, 
Abe and his administration took the lead in reviving the regional 
trade pact under the new name the Comprehensive and Progressive 
Agreement for Trans-Pacific Partnership (CPTPP). When Taiwan 
applied to join the CPTPP last year, the late Japanese leader enthu-
siastically endorsed its accession. 

In addition, Abe embraced the spirit of the Global Cooperation 
and Training Framework (GCTF), a capacity-building initiative 
launched in 2015 by the U.S. and Taiwan to help Taiwan share 
its expertise and experience in Asia and beyond. In 2019, Japan, 
under Abe’s stewardship, joined the GCTF as a full member and 
has acted as co-host to all of its programs since then.

The policy direction that Abe set during his time as prime 
minister and his commitment to empowering Taiwan have been 
adopted by his successors, Yoshihide Suga and current Prime 
Minister Fumio Kishida, a clear sign of his outsized influence on 
Japanese politics. AmCham Taiwan will fondly remember Abe 
and his legacy of enhancing friendship and cooperation between 
Japan and Taiwan and of demonstrating to America and the world 
Taiwan’s importance to regional and global affairs. 
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Ever Rich Duty Free’s eco-friendly 
products exhibit at the POOL was 
a pop-up activity from 18th Mar 

to 5th Apr 2022, which serves a popular 
attraction among city dwellers and envi-
ronmenta l ly consc ious consumers . 
Located inside the Tainan Art Museum, 
the natural lighting piercing through the 
glass provides the perfect ambiance to 
inspire sustainable coexistence of environ-
ment and society. 

Ever Rich’s green exhibition features 
some of the island’s most cutting-edge 
eco-friendly companies. On display are 
products such as baggage accessories, 
apparel, makeup, and other everyday 
essentials and accessories, which are also 
o�ered at Ever Rich’s various locations in 
Taiwan. Promoting sustainable products 
is a central part of the duty-free retailer’s 
endeavor to conserve the environment by motivating customers to lead a greener 

lifestyle.  
As a travel retail company, Ever Rich 

Duty Free places importance on mini-
mizing its environmental impact, a value 
that prompted a recent pledge by the 
company to reduce its carbon emis-
sions by nine million kilograms in 2022. 
To achieve this milestone, Ever Rich has 
introduced three major carbon reduc-
tion policies as well as a number of 
initiatives that reduce the use of plastics, 
conserve energy, and promote eco-friendly 
packaging materials. This is done in recog-
nition of the fact that water, electricity, 
and product packaging account for the 
majority of retailers’ carbon footprints.

In an effort to reduce emissions and 
waste, Ever Rich’s catering services began 
using PLA plastics (also known as bioplas-
tics) in 2019, and systematically reduced 
the use of non-recyclable and one-time-
use plastic containers. Moreover, the 
company encourages its customers to alter 
their consumption habits in a sustain-
able fashion. Customers who bring their 
own reusable cups to any of Ever Rich’s 
co�ee shops can enjoy black co�ee or tea 
for a discounted price. Meanwhile, those 
who prefer to drink water can bring their 

reusable bottles and take advantage of 
the recently installed free water supply 
stations at all branches. 

In addition, Ever Rich revamped its 
shopping paper bags, which are used 
by millions each year, with remarkable 
attention to detail. The paper and outer 
layer filming thickness have both been 
decreased, environmentally friendly ink 
with a soybean basis has been employed, 
and the paper is now 100% recycled and 
FSC-marked.

Not only reducing its own waste, 
but also reusing customers’ waste, Ever 
Rich installed its first smart recycling 
compound machine in April this year to 
increase waste recycling while lowering 
the energy needed for the extraction, 
transportation, and processing of raw 
materials. Located on the ground floor 
of the Ever Rich Neihu flagship shop, 
the ECOCO Smart Recycling Machine 
give those wastes new life through rede-
sign or reuse. Those who recycle using 
the smart machine to earn “green points” 
on ECOCO APP, which can be used to 
redeem vouchers and gifts in the Ever 
Rich Neihu flagship shop and other 
various locations. 

To improve its energy eff iciency, 
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A D V E R T O R I A L

Ever Rich Seeks to Fulfill its Duty to Taiwan with 
Sustainable Shopping
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Ever Rich has s ince 2017 instal led 
energy-saving LED lights, inverter air 
conditioners, and cold-water systems, 
resulting in increased energy e�ciency of 
nearly 50%. Additionally, the company 
anticipates that the installation of solar 
panels will reduce power usage at all 
pertinent operating sites by at least 10%.

Ever Rich’s sustainability efforts are 
not limited to the physical realm. When 
the company joined the metaverse and 
created an official exclusive NFT distri-
bution platform in April 2022, it also 
launched a series of NFTs to raise aware-
ness of Taiwan’s endangered species. The 
designs of this series, which was released 
on Earth Day this year, are inspired 
by the Formosan black bear and the 
Formosan leopard cat, both of which 
are listed as endangered. All net revenue 
generated from Ever Rich’s endangered 
species NFT sales is donated to the 
Taiwan Black Bear Conservation Associ-
ation and Wild Animal First Aid Station. 

“Duty for Taiwan” is Everrich Duty 
Free’s focus. This is only the beginning 
of Ever Rich’s vision of creating a new, 
more sustainable travel shopping expe-
rience. With its ESG executive team 
leading the efforts, the company plans 
to continue providing customers with 
unique shopping experiences and offer 
sustainable o�ine and online retail expe-
riences in an omnichannel reality. 

A D V E R T O R I A L
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11 Ever Rich shops have joined this APP 
for water supply stations, encouraging 
the public to reduce the use of disposable 
plastic bottles.
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— BY SHEHERZAD JAMAL —

M A C R O E C O N O M I C S

DESPITE PRESSURES,          
GROWTH STILL LIKELY

Amid ongoing high global infla-
tion and severe geopolitical tensions, 
S&P Global Ratings forecast Taiwan’s 
GDP growth this year at 2.8%, less 
than half of its projected growth rate of 
6.6% last year. Taiwan Ratings Corp., 
S&P’s Taiwan aff i l iate, noted that 
despite the sharp decrease, the projec-
tion was still quite impressive compared 
to other countries, attributing Taiwan’s 
continued healthy economic growth to 
high demand in the electronics sector. 
However, the rising cost of raw materi-
als, energy shortages, and other supply 
disruptions may pose significant finan-
cial challenges in the coming months, 
especially given the industrial sector’s 
reliance on imported oil and gas.

Economic recovery was somewhat 
hindered by low domestic consumer 
spend ing , a s we l l a s demand and 
consumer confidence, which remain 
below pre-pandemic levels. Taiwan 
Rat ings increased i t s forecast for 
consumer price gains to 3.2%, predict-
ing that the Central Bank would raise 
its discount rate to 1.75%. This in turn 
is likely to have severe implications 
for smaller enterprises and influence 
payment affordability. However, Fitch 
Ratings noted that despite interest rate 
increases, particularly those affecting 
property-related lending, local banks 
remain stable in their operations and 
credit profiles.

Taiwan maintained a robust trade 
performance in May, with exports 
increasing significantly by 12.5% from 
the same month last year. May marked 
the 15th consecutive month of double-
d ig i t growth in both export s and 
imports, with the increase in exports 
resulting mainly from continued demand 
for electronic parts. Imports increased 
in May by 26.68% from a year earlier. 

Growth in overall trade resulted in a 
surplus of US$23 billion, a year-on-year 
decrease of 12%, due to the inflated cost 
of commodities in the first half.

Inflation continued to exert signif-
icant economic pressure in early June, 
reaching its highest point since August 
2008. The government now faces the 
challenge of how to increase inter-
est rates this year without negatively 
impacting domestic economic growth. 
The Consumer Price Index (CPI), which 
reached 3.59% in June, has remained 
above 3% for the last four months, 
exceeding the Central Bank’s alert 
threshold of more than 2%. However, 
observers such as Meng Chye Phoo, a 
senior economist at Standard Chartered 
Plc., predict that the CPI is likely reach-
ing its peak.

F o r e i g n  p o r t f o l i o  i n v e s t o r s 
have continued to sell shares, with 
NT$954.98 billion (US$31.9 billion) of 
local shares sold between the beginning 
of this year and mid-July. The market 
capitalization of foreign shares came to 
NT$18 trillion, representing about 40% 
of total market capitalization following 
the selloff. In particular, Taiwan Semi-
conductor Manufacturing Co. (TSMC) 
saw a drop in its foreign sharehold-
ing, likely the result of foreign investors 

trying to cut their losses amid grow-
ing fears of a possible recession. Taiwan 
also saw an increase in foreign exchange 
reserves in May following higher returns 
on the Central Bank’s forex reserve port-
folio. Forex reserves that month totaled 
US$548.85 bi l l ion, r is ing US$3.79 
billion compared to the end of April.

I N T E R N AT I O N A L

PALAU REAFFIRMS ITS          
TAIWAN COMMITMENT

Despite sustained political pressure 
from China, Palauan President Suran-
gel Whipps Jr. last month rea¡rmed his 
commitment to upholding diplomatic 
relations with Taiwan. In an interview 
with Nikkei Asia at this year’s Pacific 
Islands Forum, which took place July 
11-14, Whipps noted that while Palau 
has been “under a lot of pressure” from 
the Chinese government, “If you want 
to have relations with Palau, you’re 
welcome, but you cannot tell us that we 
cannot have relations with Taiwan.”

Ministry of Foreign Affairs Spokes-
person Joanne Ou lauded the gesture at 
a news briefing in Taipei, recognizing 
that since establishing diplomatic ties in 
1999, Palau and Taiwan have enjoyed a 
fruitful relationship, particularly in areas 

US$ billion  Year earlier
Current Account Balance (Q1 2022) 30.68 25.96
Foreign Trade Balance (June) 4.6 5.1
New Export Orders (June) 58.8 53.7
Foreign Exchange Reserves (end June) 549.0 543
  
Unemployment (May) 3.68% 4.11%
Discount Rate (June) 1.375% 1.125%
Economic Growth Rate (Q1 2022)p 3.14% 9.20%
Annual Change in Industrial Output (May)p 4.48% 17.28%
Annual Change in Industrial Output (Jan.-May) 6.06% 13.76%
Annual Change in Consumer Price Index (May) 3.39% 2.45%
Annual Change in Consumer Price Index (Jan.-May) 3.04% 

ECONOMIC INDICATORS

P=PRELIMINARY                                             SOURCES: MOEA, DGBAS, CBC, BOFT
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such as agriculture, fisheries, educa-
tion, and infrastructure. She reaffirmed 
Taipei’s desire to continue developing 
bilateral relations over the longer term 
and added that Taiwan looks forward to 
engaging Pacific Island states by provid-
ing educational, humanitarian, and 
economic aid.

Ou also alluded to recent attempts 
by the Chinese government to infringe 
on the sovereignty of other states in the 
region, citing the security framework 
signed between China and the Solomon 
Islands in May and Chinese Minister of 
Foreign Affairs Wang Yi’s recent tour 
of the region. She noted that these were 
likely intended to promote upcoming 
regional Chinese initiatives, such as the 
China-Pacific Island Countries Common 
Development Vision. Ou also stated that 
Chinese interference in the region was 
further evident in Taiwan’s exclusion 
from this year’s United Nations Ocean 
Conference after Beijing exerted pressure 
on Tuvalu and Fiji.

TAIWAN MOURNS FORMER         
JAPANESE LEADER ABE

Taiwanese officials in July paid trib-
ute to former Japanese Prime Minister 
Shinzo Abe, recognizing him as a friend 

of Taiwan, both in and out of office. 
Abe visited the country on several occa-
sions, including a 2010 meeting with 
then legislative speaker Wang Jin-pyng at 
which he was joined by members of the 
All–Party Parliamentary Group of the 
Japanese Diet. Regarding disputes at that 
time over the Diaoyutai/Senkaku Islands, 
Abe remarked that “given Japan and 
Taiwan’s deep friendship, there are no 
unsolvable problems.” Former Presidents 
Ma Ying-jeou and Lee Teng-hui both 
lauded Abe as instrumental in promoting 
friendship between the two countries.

Vice President William Lai trav-
eled to Japan to attend a memorial 
service for Abe, making him the most 
senior Taiwanese official to visit Japan 
since the end of formal diplomatic rela-
tions between the two countries in 1972. 
Lai paid his respects at Abe’s Tokyo 
residence before visiting the Zojoji 
Temple, where Abe’s funeral was held. 
In response, China lodged an official 
protest with the Japanese government 
over Lai’s visit. PRC Foreign Ministry 
spokesperson Wang Wenbin criticized 
Japan for allowing Taiwan’s “politi-
cal manipulation” of the situation and 
described Taiwanese independence 
and sovereignty as a “political scheme 

[which] can never succeed.”
While in office, Abe was responsi-

ble for establishing the Sapporo branch 
of the Taipei Economic and Cultural 
Representative Office in Japan in 2009, 
resuming direct flights between Taipei 
Songshan Airport and Tokyo’s Haneda 
Airport in 2010, and signing the Taiwan-
Japan Fisheries Accord in 2013. He 
noted in the Diet that “Taiwan is an 
important partner and friend, which 
shares [Japan’s] general values.” Follow-
ing his resignation in 2020, Abe played a 
crucial role in Japan’s decision to donate 
1.24 million doses of the AstraZeneca 
vaccine to Taiwan and was critical of 
the U.S.’ longstanding policy of “strate-
gic ambiguity” regarding the defense of 
Taiwan.

CONGRESS PUSHES TO            
SPEED UP ARMS DELIVERIES

Amid growing tensions between 
Taipei and Beijing, Congress is now 
deliberating on a bill to track and expe-
dite del ivery of American arms to 
Taiwan. The Arms Export Delivery Solu-
tions Act, introduced by Republican 
members of the House of Representa-
tives Foreign Affairs Committee Young 
Kim and Michael McCaul, aims to guar-
antee that “defense equipment already 
purchased from the U.S. by Taiwan and 

Shinzo Abe was lauded by Taiwan officials and citizens for his support of 
Taiwan during and after his time as Prime Minister of Japan.  

PHOTO:CNA
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other allies in the [Indo-Pacific] region 
are tracked and delivered as efficiently 
as possible, as the Chinese Communist 
Party eyes further aggression.” McCaul 
noted that the bill was a response to 
“delayed deliveries of Congressionally 
approved sales to Taiwan [which] are 
undermining our ability to deter an 
attack from China” in an atmosphere of 
growing Chinese belligerence.

While the Chinese government has 
continually stated its desire to unify with 
Taiwan through peaceful means, it has 
not ruled out a military solution, ramp-
ing up economic, political, and military 
pressure on the island in recent years. 
Moreover, Beijing has accused Taiwan 
and the U.S. of attempting to under-
mine its role in the Taiwan Strait. It has 
sought to assert its own power in the 
region through military measures such as 
sending aircraft into Taiwan’s air defense 
identification zone. In light of such 
growing instability, Kim and McCaul’s 
bill has garnered substantial support 
within Congress. 

I f pa s s ed , the a c t w i l l  r equ i r e 
the Biden administration to provide 
Congress with a report before March 
1 next year cataloging approved U.S. 
defense sales of US$25 million or more 
still undelivered to Taiwan, Japan, South 
Korea, Australia, and New Zealand and 
to justify the reasons for delay, as well as 
potential solutions to expedite deliveries. 

D O M E S T I C

TAIWAN REDUCES CARBON      
EMISSIONS FROM FUEL

A c c o r d i n g t o t h e M i n i s t r y o f 
Economic A©airs (MOEA), burning fuels 
contributed to 258.72 million metric 
tons of Taiwan’s carbon emissions in 
2019, a decrease of 3.15% from the 
previous year. Following a historic peak 
in emissions in 2017 of 269.46 million 
metric tons, this marks the second 
consecutive year of decreased total emis-
sions and a simultaneous reduction of 
3.21% in per capita emissions.

The Ministry further noted that the 
service and industrial sectors showed 
the biggest declines in fuel-derived emis-
sions – 4.56% and 4.42%, respectively 
– a major accomplishment given that 
industry constitutes 48.9% of Taiwan’s 
net emissions. In addition, residen-
tial emissions dropped by 3.29%, while 
those from the energy and agricul-
tural sectors fell by 1.28% and 0.8%, 
respectively. This marks significant 
progress toward fulfilling the govern-
ment’s commitment to bringing total 
greenhouse gas emissions to below 
50% of 2005 levels by 2050 and creat-
ing a sustainable, low-carbon homeland 
through policy initiatives such as the 
Greenhouse Gas Reduction Action Plan, 
Greenhouse Gas Emissions Control 
Action Program, and National Climate 
Change Action Guidelines.

NCC APPROVES DRAFT               
DIGITAL SERVICES ACT

The draft Digital Services Intermedi-
ary Act, previously known as the Digital 
Communications Act, was approved 
in late June by the National Commu-
nications Commission (NCC). The 
law is intended to regulate digital plat-
forms operating in Taiwan. Influenced 
by the European Union Digital Services 
Act, which was passed by the European 
Parliament in April this year, Taiwan’s 
draft bill reflects an attempt to ensure 

greater oversight of providers’ internet 
connections, caching, and data stor-
age services, with the latter being further 
divided into the categories of “online 
platform operators” and “designated 
online platform operators.” 

In the case of designated online plat-
form operators, which include social 
media and other services that host more 
than 2.3 million active users in Taiwan, 
providers will be required to include 
their recommendation algorithms in 
user service agreements. Moreover, the 
act requires service providers, includ-
ing those based overseas, to disclose 
local representatives’ names and contact 
information. Such providers will be 
responsible for implementing certain 
measures to achieve greater transparency 
such as publishing user agreements and 
transparency reports and offering user 
information when mandated by a court 
or administrative agencies. 

As for online platform operators, 
such businesses would also be required 
to disclose algorithms for advertise-
ments, regulate illegal content, and 
notify users in case of the removal 
of such content or the suspension of 
accounts. NCC section head Liu Chia-
chi stated that this “should offer a 
system for users to dispute content that 
has been removed or a service that has 
been suspended or terminated, as well as 
provide a third-party arbitration mecha-
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nism to settle disputes.”
Providers failing to meet such obli-

gations may be subject to fines between 
NT$1 mi l l ion and NT$10 mi l l ion 
(US$33,690 and US$336,904) . The 
NCC noted that the act would give it 
the authority to investigate designated 
platform operators and to mandate an 
independent audit as well as suspend 
or terminate contracts in cases of non-
compliance. It is likely to seriously impact 
international social media giants, includ-
ing YouTube and Facebook.

B U S I N E S S

TAIWAN SEEKS TO BUILD               
UP SPACE INDUSTRY

Following government efforts to 
rapidly develop Taiwan’s space indus-
try through collaboration with leaders in 
space innovation and technology, a dele-

gation from the Ministry of Science and 
Technology (MOST) visited the Space 
Exploration Technologies Corp. (SpaceX) 
and Virgin Orbit Holdings Inc. in the 
U.S. in June. Headed by Minister Wu 
Tsung-tsong, the delegation consisted of 
15 members, including experts and other 
personnel from the National Space Orga-
nization under the National Applied 
Research Laboratory.

Wu noted that Taiwanese manufactur-
ers are key suppliers for SpaceX and its 
Starlink internet constellation. 

The trip reflects a growing effort to 
develop Taiwan’s own space industry 
following the Space Development Act 
passed earlier this year. That law covers a 
variety of space initiatives, including the 
creation, management, launch, and objec-
tives of space missions. Additionally, 
it attempts to regulate space activities 
to ensure that they remain consistent 

within a broader framework of interna-
tional, environmental, and national law.

TSMC STOCKS TUMBLE             
WHILE REVENUE CLIMBS

TSMC stock prices in July reached 
their lowest value in the last two years 
at NT$433 per share. Goldman Sachs 
lowered its initial stock price target 
from NT$912 to NT$857 per share, 
noting that high inflation and a higher 
base period in 2022 are likely to influ-
ence demand and pose fresh challenges 
in the coming year. Analysts attribute the 
decline in stock prices to falling foreign 
investment as many investors have 
decided to shed TSMC stocks in an e�ort 
to cut their losses. Fears of an impending 
recession may also have influenced their 
approach. The Taiwan Stock Exchange 
(TWSE) recorded a sharp drop in foreign 
investment and the sale of 140,000 shares 
of TSMC stock in June and July.

In a recent Goldman Sachs report, 
analyst Bruce Lu noted that given slow-
ing demand, the need to clear inventory, 
and changes to TSMC’s 8-nanometer 
and 12-nanometer capacity utilization 
rate, the company is unlikely to reach 
its projected annual revenue targets. He 
predicted that the annual revenue growth 
rate will likely decrease to 14.2% from 
an earlier projection of 19.3%. Addi-
tionally, canceled orders for 5-nanometer 
and 7-nanometer chips by companies 
such as AMD and Nvidia due to reduced 
demand is expected to harm revenue. 
Fellow analyst Andrew Lu also argued 
that if TSMC’s 3-nanometer chips are 
delayed, they may not be ready in time to 
be used in new releases from Apple. This 
in turn may also delay the manufacture 
of 2-nanometer chips, allowing TSMC’s 
competitors to narrow the current gap.

Nevertheless, TSMC remains optimis-
tic about its projections for the upcoming 
year, raising its revenue forecast follow-
ing record quarterly profits of NT$237 
billion (US$7.93 billion) for Q2 2022, an 
increase of 76.4% compared to last year 
and 16.9% from Q1. 

A delegation from the Ministry of Science and Technology (MOST) visited 
SpaceX in the U.S. in June as part of a growing effort to develop Taiwan’s 
space industry. 
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U .S. Secretary of Commerce Gina 
Raimondo recently stated in an 
interview with CNBC: “If you 

allow yourself to think about a scenario 
where the United States no longer had 
access to the chips currently being made 
in Taiwan, it’s a scary scenario.” She then 
added: “It’s a deep and immediate reces-
sion. It’s an inability to protect ourselves 
by making military equipment.”

According to an April 2021 report 
by the Boston Consulting Group (BCG) 
and the Semiconductor Industry Asso-
ciation (SIA), “semiconductors are the 
world’s fourth-most-traded product after 
only crude oil, refined oil, and cars.” 
The importance of the semiconductor 
supply chain can’t be understated, as chips 
feature in almost all modern technology, 
including medical devices and telecommu-
nications equipment, and underpin much 

of the infrastructure that keeps society 
functioning.  

Governments are thus now widely 
discussing supply chain resi l ience – 
the assurance that supplies will not be 
disrupted by either natural disasters 
or man-made obstructions. The U.S., 
Japan, India, and several EU governments 
have all recently met with delegations 
of Taiwanese companies that are inte-
gral to the semiconductor supply chain to 
encourage them to establish operations in 
their respective countries. 

Realizing the economic and national 
security risks and alarmed by the war in 
Ukraine, the ongoing auto chip short-
ages, and the growth of the Chinese semi-
conductor industry, the U.S. govern-
ment has been taking the lead in trying 
to secure supply chains both domesti-
cally and in friendly countries. Both the 

newly launched U.S.-Taiwan Initiative on 
21st-Century Trade and the Indo-Pacific 
Economic Framework for Prosperity 
(IPEF) heavily emphasize supply chains in 
their agendas. 

Even more explicitly, the U.S. is work-
ing to establish a “Chip 4” alliance with 
Taiwan, Japan, and South Korea as a 
bulwark against China, though currently 
South Korea seems hesitant. Working with 
the Netherlands, this grouping success-
fully lobbied Dutch lawmakers to limit 
ASML Holding NV from selling China its 
most advanced extreme ultraviolet (EUV) 
lithography machines used to etch chips. 
ASML is the equipment’s sole supplier. 

Hoping to further cut China out of 
the supply chain, the U.S. is now trying 
to expand that ban to cover deep ultra-
violet (DUV) lithography systems that 
are used to make less advanced chips 

The complex sequence of inputs, 
outputs, and processes involved in 
producing the components powering 
virtually all modern electronic 
equipment is exposed to many risks 
that industry experts say must be 
addressed quickly.

The Vast and Vulnerable 
Semiconductor Supply Chain 

BY COURTNEY DONOVAN SMITH
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and are supplied by ASML and Japanese 
firms Nikon and Canon. On the domes-
tic front, the Biden administration is seek-
ing passage by Congress of the CHIPS for 
America Act, which “establishes invest-
ments and incentives to support U.S. semi-
conductor manufacturing, research and 
development, and supply chain security” 
and authorizes US$52 billion in funding 
to qualified manufacturers. That legisla-
tion cleared the Senate in late July under 
the name CHIPS-plus (or the Chips and 
Science Act) and is expected to be signed 
by Biden into law this month.

The challenges to securing the supply 
chain are enormous as it has one of the 
most complex production processes of 
any industry. Describing the scale of this 
enterprise, BCG and SIA in their report 
note: “There are more than 30 types of 
semiconductor product categories, each 
optimized for a particular function in an 
electronic subsystem. Fabrication then 
typically requires as many as 300 di�erent 
inputs, including raw wafers, commod-
ity chemicals, specialty chemicals, and 
bulk gases. These inputs are processed by 
more than 50 classes of highly engineered 

precision equipment.”
The supply chain is also widely distrib-

uted. To illustrate the journey a chip 
makes from end to end, a 2020 report 
by the Global Semiconductor Alliance 
and Accenture provides an example of a 
25,000-mile trek. It starts with raw silicon 
being shipped from Michigan – and chem-
icals from Texas – to Taiwan for fabri-
cation into wafers. From Taiwan, those 
wafers travel on to Malaysia for testing 
and assembly, and from there to Munich, 
Germany, for module assembly. Once 
completed, the chip goes to China for 
original equipment manufacturing (OEM) 
assembly and then, for the purpose of this 
example, embarks on a final trip to the 
customer in California. 

“The need for deep technical know-
how and scale has resulted in a highly 
specialized global supply chain, in which 
regions perform different roles according 
to their comparative advantages,” BCG 
and SIA explain in their report. They add 
that the high level of interdependence 
of the different countries involved in the 
supply chain means that they can rely on 
free trade to transport di�erent equipment 
and functions around the world to opti-
mize production. The alternative of inde-
pendent, “self-sufficient” local supply 
chains, the report notes, would result in 
a 35-65% overall rise in chip prices and 
“ultimately higher costs of electronic 
devices for end users.”

The report also notes that more than 
50 points exist across the supply chain 
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As auto manufacturers underestimated the number of cars that would be sold dur-
ing the pandemic, they decreased chip orders and were subsequently faced with 
shortages.
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in which one region dominates more 
than 65% of the global market share, 
“although the level of risk associated with 
each of these varies.” It further highlights 
the Indo-Pacific region’s centrality in the 
supply chain and underscores why coun-
tries like the U.S. are so concerned with 
bringing more of its functions back onto 
their shores. The report notes that around 
three-quarters of manufacturing capacity 
and a significant portion of key materials 
suppliers are located in East Asia (defined 
as Taiwan, Japan, and South Korea, but 
excluding China), “a region significantly 
exposed to high seismic activity and 
geopolitical tensions.” 

In addition, the report finds that the 
world’s most advanced semiconductors 
are produced in Taiwan, which accounts 
for around 92% of manufacturing capac-
ity, and South Korea, which makes up the 
other 8%. Both constitute “single points 
of failure that could be disrupted by natu-
ral disasters, infrastructure shutdowns, 
or international conflicts, and may cause 
severe interruptions in the supply of 
chips.”

Meanwhile, the U.S. continues to 
dominate electronic design automation 
and core IP (74%) as well as logic (67%), 
according to the report. In the category 
of “discrete, analog, and other (includ-
ing sensors and optoelectronics),” the U.S. 
maintains a small edge at 37%, followed 
by East Asia at 33%. In terms of memory, 
East Asia dominates at 70%, followed by 
the U.S. at 29%. On the manufacturing 

side, the U.S. still leads in equipment at 
41%, followed by East Asia at 36%. East 
Asia led in the remaining three catego-
ries – materials (57%), wafer fabrication 
(56%), and assembly, packing and test-
ing (43%), though in the latter category 
China held a 38% share. 

Complicating matters is the sheer 
volume of inputs along the supply chain. 
Brian Sung, country manager of Cadence 
Taiwan, a leading electronic design auto-
mation and intelligent systems design 
provider, notes that while IC design 
companies have relatively fewer inputs, 
systems companies l ike Wistron or 
Foxconn must maintain inventories of 
tens of thousands of components. 

At every stage, from the initial design 

to delivering the chip to a manufac-
turer to installing the final product, risks 
and choke points exist in the supply 
chain. Some recent high-profile disrup-
tions have included shipping and trans-
portation logjams caused by labor short-
ages, the pandemic, and China placing 
large portions of major port city Shanghai 
under lockdown. 

Other issues include the increased 
U.S.-China competition that has grown 
out of the trade dispute begun during the 
Trump administration, as well as the war 
in Ukraine.  For example, 80% or more 
of the rare gases krypton and xenon used 
in the chip industry are purchased from 
Ukraine and China. Ukraine sourced 
many of those rare gases from Russia, 
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which is also a major source of chloroflu-
orocarbons and helium. 

Poor planning, which famously gave 
rise to the recent auto chip crisis, is 
another issue facing the semiconduc-
tor industry. “At the beginning of the 
pandemic, the car industry had low visi-
bility about how many cars would be 
sold,” says Terry Tsao, global chief 
marketing officer at SEMI and presi-
dent of SEMI Taiwan. The miscalculation 
led car companies to drop chip orders. 
“They didn’t understand semiconductor 
industry production,” he explains. “They 

didn’t understand that once you drop the 
production [for one industry], it will be 
replaced by another industry. It took a 
much longer time to get [production for 
auto manufacturers] back to normal.” 

Cadence’s Sung also points out that 
the just-in-time, zero-inventory strat-
egy traditionally used by car compa-
nies will need to be replaced with some-
thing more sustainable. He notes that elec-
tronics companies and Tesla usually have 
3-6 months worth of inventory on hand, 
which provided them with a bu�er during 
the chip shortage. 

Additional concerns

While the consensus is that the chip 
shortage and shipping problems will ease 
in the second half of this year, the entire 
semiconductor supply chain is riddled 
with vulnerabilities that are less well 
known and that could cause problems at 
any point. Some examples, highlighted in 
April 6 comments provided by SEMI to 
the U.S. Commerce Department regarding 
semiconductor supply chain risks, include 
a lack of qualified machinists needed to 
produce materials and components such 
as quartzware and sputtering targets. The 
comments also cited low margins that 
lead to a lack of expansion of production 
of high-purity wet chemicals and a tight 
market for mature-node, 200-millimeter 
production tools. 

Furthermore, due to hoarding, many 
types of valves, containers, and compo-
nents needed for storing and delivering 
gases and materials now have wait times 
of up to 40 weeks. Forest fires can even 
contaminate clean rooms. On a geopolit-
ical level, China controls about 80% of 
the mining production of tungsten, with 
95% of supply controlled by one Chinese 
company, while 45-50% of global palla-
dium supply comes from Russia. The list 
goes on. 

Government regulations such as envi-
ronmental controls on chemicals can 
cause slowdowns in elements of the chain. 
In Taiwan, one issue is that while other 
key countries such as the U.S., Japan, and 
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Vice President William Lai and American Institute in Taiwan (AIT) Director Sandra 
Oudkirk toast at a July 4 celebration, during which the U.S.-Taiwan Initiative on 21st 
Century Trade and the invasion of Ukraine were mentioned.
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China have adopted an R&D exemp-
tion for manufacturers to import chemi-
cals in smaller volumes, Taiwan’s regula-
tions require a registration process that 
takes three to four months on average to 
complete. If a first trial run goes badly, 
the company may need to re-do the entire 
registration process. 

Another Taiwan government policy 
with the potential to disrupt supply 
chains is redundant taxation on trans-
actions involving drop shipping, an 
approach adopted by many companies 

in the semiconductor industry to reduce 
costs and lead times. In AmCham’s 2022 
Taiwan White Paper, the organization’s 
Tax Committee notes that “if a foreign 
company ships products from a contract 
manufacturer in Taiwan directly to its 
foreign customers, the transaction is 
deemed a Taiwan sale and subject to local 
income tax, even if the sale is actually 
completed overseas while the goods are in 
Taiwan.” 

This approach, the committee says, 
differs from those of other jurisdictions 

in the supply chain, could raise concerns 
of double taxation on drop-shipped 
goods, and has changed the logistics deci-
sions of foreign companies operating in 
Taiwan. Furthermore, it “not only greatly 
reduces logistics e�ciency and unnecessar-
ily increases transportation costs and the 
carbon footprint, but also exacerbates the 
chip shortage problem faced by customers 
and the industry.”

In Taiwan, there is also consider-
able anxiety regarding the most basic of 
inputs – electricity and water – says John 
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Taiwan’s 2021 drought was a wake-up call for the semiconductor industry. A typical semiconductor manufacturing facility uses 
7.5-15 million liters (2-4 million gallons) of ultra-pure water per day.

PHOTO: CNA

8 CoverStory.indd   21 2022/8/3   3:44 PM



22  TAIWAN BUSINESS TOPICS  •  AUGUST 2022

SEMICONDUCTORS

COVER STORY

Lee, managing director of Merck Group 
Taiwan. “The consistency and qual-
ity of the supply of power and water will 
be very crucial to overall industry devel-
opment,” he says, given that the indus-
try requires vast quantities of both, and 
demand is rising faster than the govern-
ment anticipated. Last year’s drought 
was a wake-up call for the industry, as 
were the multiple rolling blackouts that 
have occurred since last May, as well as 
record-breaking electricity usage that is 
straining the state-owned Taiwan Power 
Co.’s reserve capacity. Delays in build-
ing a liquefied natural gas terminal and 
in expanding offshore wind capacity, 
combined with the government’s plans to 
end the use of nuclear power by 2025 and 
to shutter some coal units at the Taichung 
Power Plant, suggest that supply will be 
tight for the foreseeable future. 

Another basic input is talent; the 
industry is in dire need of qualified people 
who can perform semiconductor research 

and development and design – not just 
on the chips themselves but also in the 
processes used along the supply chain. 
Those interviewed for this article all cited 
talent acquisition as a major challenge.

In May, the Taiwan Semiconductor 
Manufacturing Co. (TSMC) announced 
plans to hire more than 8,000 personnel, 
while in June U.S.-based memory chip-
maker Micron, already Taiwan’s larg-
est foreign employer with around 10,000 
employees, announced plans to add a 
further 2,000 to its ranks. And it’s not 
just the foundries that are hiring, but 
many companies along the supply chain. 
ASE Technology, the world’s largest IC 
packaging and testing services provider, 
last September announced plans to hire 
over 2,000 sta¨ for its Kaohsiung produc-
tion base. 

Merck, which plays an essential role 
in the semiconductor supply chain and 
participates in all seven critical front- and 
back-end unit operations – patterning, 

deposition, planarization, etching, clean-
ing, doping, and packaging – in Decem-
ber announced a NT$17 billion (US$568 
million) expansion plan that includes 
adding 400 new staff. The demand for 
talent across the entire industry – which 
generated NT$4 trillion in output value 
last year in Taiwan – is enormous. 

The government is aware of the indus-
try’s talent needs and has set up four dedi-
cated colleges in partnership with indus-
try heavyweights at local universities 
around Taiwan. Such a measure, while 
helpful, will likely not be enough, as 
Taiwan’s declining birthrate is expected 
to cause a sharp drop in university enroll-
ments in the coming years. As the White 
Paper points out, more qualified foreign-
ers will need to be brought in to fill the 
gap. Given that the shortage of skilled and 
qualified professionals extends globally, 
targeting students from abroad to train 
locally in Taiwan will also need to be a 
priority.  

S everal hundred young Americans 
are currently undergoing intensive 
training at the Taiwan Semicon-

ductor Manufacturing Co. (TSMC) chip 
manufacturing facility in Tainan. Once 
finished with the program, these trainees 
are expected to play a major role in reviv-
ing their country’s technological leader-
ship position and strengthening national 
security as U.S. leaders seek to shore up 
investment in domestic semiconductor 
production.

Even before the global supply chain 
crunches and disruptive effects of the 
conflict in Ukraine, U.S. policymakers 
and defense officials began recognizing 
the importance of winning back Amer-

As TSMC gears up to bring advanced 
semiconductor manufacturing to the 
U.S., the company’s American employees 
recount their experiences receiving job 
training in Taiwan. 

TSMC Prepares 
American Engineers for 
its First U.S. Fab

BY DEXTER MURRAY

8 CoverStory.indd   22 2022/8/2   11:05 PM



AUGUST 2022  •  TAIWAN BUSINESS TOPICS   23

SEMICONDUCTORS

ica’s leading edge in semiconductors. 
Today, the U.S. manufactures none of the 
most advanced semiconductors used in 
critical civilian and military technology. 
Semiconductors are extremely difficult 
to produce, and Taiwan’s manufactur-
ing expertise, commitment to quality, and 
highly educated labor force have made 
it the ideal hub for high-end semicon-
ductor manufacturing. Taiwan currently 
produces 90% of the wor ld ’s most 
advanced chips in massive semiconductor 
fabrication plants, also known as fabs.

Over the past decade, it has become 
increasingly clear to many in the U.S. 
that having such a vital industry concen-
trated in one place could pose a threat to 
the country’s national security. If Taiwan 
were to be prevented from manufactur-
ing or exporting its semiconductors, the 
effects on the U.S. economy could be 
devastating. Perhaps even more concern-
ing, the U.S. military would be unable to 
access critical defense technology needs. 
The Biden administration has thus prior-
itized revitalizing the U.S.’ domestic chip-
making industry, and members of both 
houses of Congress have been working to 
pass the CHIPS for America Act, which 
would authorize US$52 billion in invest-
ment in American fabs.

Seeing the direction America has been 
taking in terms of semiconductor manu-
facturing, TSMC in May 2020 announced 
plans to build its first U.S.-based fab in 
Phoenix, Arizona – a pledged US$12 
billion investment that carried a commit-
ment of support from the U.S. federal 
government. When production begins, it 
will be the most advanced semiconductor 
manufacturing facility in the country. 

To sta¨ the Arizona fab, TSMC began 
developing relationships and establish-
ing programs around the U.S. to recruit 
engineering graduates from American 
universities. In April 2021, hundreds of 
young American recruits began arriv-
ing in Taiwan to complete a 12-18-month 
training program at TSMC’s plant at the 
Southern Taiwan Science Park in Tainan. 
When the Arizona fab begins produc-
tion, these American trainees will bring 
the critical manufacturing know-how they 
gain in Tainan back to the U.S. as TSMC 
Process Engineers.

With so much riding on this training 
program, it is unsurprising that any hint 
that things might not be going smoothly 

has been cause for alarm. One anonymous 
review posted on the popular company-
review website Glassdoor, in which an 
American trainee mentioned long working 
hours and a lack of individual freedom, 
resulted in a flurry of international head-
lines suggesting that cultural differences 
between Americans and Taiwanese were 
impacting the feasibility of this unique 
training endeavor. 

The program has had to overcome 
several obstacles, such as the fact that 
many of the American recruits have only 
recently graduated university and have 
little-to-no work experience. What’s more, 
since Chinese-language ability was not a 
prerequisite, most of the trainees don’t 
speak Chinese, nor have they ever been to 
Taiwan. Many arrived in Taiwan during 
the height of Taiwan’s COVID-19 restric-
tions on daily life, which limited opportu-
nities for activities outside of work. This, 
combined with TSMC’s reputation for 
intense work schedules, has contributed 
to concerns about the effects isolation, 
culture shock, and burnout may be having 
on the trainees. 

In response to questions about the 
wellbeing of trainees, TSMC told Taiwan 
Business TOPICS in written responses 
that: “Employees are TSMC’s great-
est asset, and we continue to invest in 
our employees to ensure they keep grow-
ing with the company. We also encourage 
employees to nurture and enjoy a well-

balanced life while pursuing their career 
goals, offering a wealth of amenities, 
including state-of-the-art facilities, on-site 
conveniences, custom fitness and health 
centers, and a warm ambiance.” 

Most of the trainees are housed in a 
newly built dormitory-like complex near 
the Tainan High Speed Rail (HSR) station. 
The complex has a well-stocked 7-Eleven 
convenience store and an on-site fitness 
center that has remained mostly closed 
due to COVID-19 considerations. It has 
the look and feel of on-campus housing 
at an American university, with residents 
from various parts of the U.S. frequently 
strolling around a central courtyard carry-
ing backpacks and chatting with their 
peers. 

When asked about their experience at 
TSMC, the trainees were honest about the 
challenges they’ve faced since arriving in 
Taiwan. Those who spoke to TOPICS on 
background say the company-provided 
housing has been comfortable, but they 
say they sometimes feel like they are in 
the middle of nowhere. Since the area 
around their housing is still being devel-
oped, there is a lack of shops, restaurants, 
and public transportation other than the 
nearby HSR. By far, the most common 
complaint from trainees regarding living 
conditions is that their housing is far from 
the fab where they work. The trainees 
must take company buses to and from the 
Southern Taiwan Science Park, with the 

Known for its manufacturing expertise, commitment to quality, and highly educated 
labor force, Taiwan is dominant in the global semiconductor industry.
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commute often taking up to 45 minutes 
each way. 

Apart from an inconvenient living 
location, most of the trainees are posi-
tive about their quality of life in Taiwan. 
They cite the low cost of eating out and 
mention all the different foods they’ve 
tried. Many have traveled around the 
island in groups together and frequently 
take the HSR one stop south to go shop-
ping in Kaohsiung. Homesickness has not 
been a significant issue for most of them, 
since TSMC funds a home leave for each 
trainee once every six months. 

When asked about work, trainees 
typically express some frustration about 
adapting to their new roles at TSMC. 
They say that although TSMC’s systems 
had been translated into English for them, 
translation errors sometimes made it diª-
cult for them to effectively learn their 
required tasks. Others express frustra-
tion with a perceived lack of standardized 
HR practices, recalling many instances 
in which HR policies were inconsistent, 
reflecting an improvisational attitude that 
has caused some anxiety among employ-
ees. For example, there were reports of 
newer recruits being given more competi-
tive salaries than their predecessors; once 
made aware of this issue, the company 
took steps to resolve it, the trainees note. 

Despite TSMC employees’ reputation 
for lack of work-life balance, few train-
ees have complained about long work-
ing hours. Although the work is intense 

and high-pressure, the average work 
week comes to about 40-45 hours. They 
acknowledge that their Taiwanese counter-
parts often worked much longer, but most 
trainees say they didn’t feel pressured to 
do the same. TSMC spokesperson Nina 
Kao has said that TMSC prefers its engi-
neers to work normal working hours. 

Even though the trainees were gener-
ally able to handle the workload, they do 
often report a feeling of burnout from the 
lack of autonomy. “When you leave work 
but still have to take company transporta-
tion and live in company housing, there’s 
a feeling that your whole life is controlled 
by the company,” says one trainee. The 
recruits are eager to return to the U.S. later 
this year and be in charge of their own 
living arrangements and transportation.

Those returning to the U.S. will not be 
the only individuals staffing the Arizona 
plant. Around 300 Taiwanese TSMC 
employees and managers, including those 
who have been supervising the Ameri-
can group’s training, are also preparing to 
move to Arizona to get the plant up and 
running. 

These managers have had to adjust 
to cultural differences between American 
and Taiwanese employees. For instance, 
managers had to get used to the Ameri-
cans’ habit of using first names to address 
their superiors instead of using their title 
or calling them “boss.” One manager 
mentioned he was surprised at the number 
of questions the Americans raised during 

meetings, while simultaneously complain-
ing about the length of said meetings. 

Managers also mentioned that the 
American trainees use a more direct 
communication style than their Taiwanese 
peers. For example, instead of interpret-
ing “I’ll get back to you later” to mean 
that a supervisor will contact you when 
they have time, the American employees 
often ask their supervisors for a specific 
response timeframe. As for the difference 
in working hours, managers did admit 
that the Americans put in less time than 
their Taiwanese counterparts, but at least 
one manager said he respected their need 
to maintain a work-life balance. 

Despite the quibbles that sometimes 
arise in cross-cultural working environ-
ments, the training program is moving 
steadily toward its end goal. The 600 
employees currently training in Tainan 
and their supervisors will soon begin 
moving to Phoenix. By 2024, these close-
knit teams of American and Taiwan-
ese co-workers will utilize the expertise 
gained through their training in Taiwan to 
begin manufacturing over 20,000 wafers a 
month at the upcoming Arizona fab. 

Both the American trainees and their 
Taiwanese managers report that build-
ing cross-cultural relationships with their 
co-workers has been key to the over-
all success of the training program. One 
trainee said that despite frustrations 
with HR and the high-stress environ-
ment, having such friendly and under-
standing supervisors has made his experi-
ence at TSMC a positive one. The Taiwan-
ese managers said that they are impressed 
with the American trainees’ enthusiasm for 
learning basic Mandarin to communicate 
with their co-workers and appreciate what 
their trainees have taught them about lead-
ing an American team.  

The in terpersona l re la t ionsh ips 
between TSMC’s Taiwanese and Amer-
ican employees are a unique example 
of collaboration between the U.S. and 
Taiwan. Overcoming cultural obstacles 
to create a team that can bring TSMC’s 
powerhouse chip manufacturing to the 
U.S. has required a level of adjustment 
and compromise from everyone involved, 
but it is hoped that the company’s training 
program and its subsequent operations in 
Arizona will succeed in helping ensuring 
the future prosperity and security of both 
the U.S. and Taiwan.

The construction site for TSMC’s Arizona plant, dubbed “Fab 21.” After completing their 
training in Taiwan, American engineers will return to work at the fab. 
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T aiwan’s semiconductor firms are 
often referred to as “chipmakers” 
because many manufacture the 

computing brains of electronic devices. 
But some of the island’s most ascendant 
semiconductor companies do not make 
any chips at all: Instead, they design them. 

While the U.S. remains dominant 
in chip design, led by companies such 
as Qualcomm, Nvidia, and Broadcom, 
Taiwan is starting to catch up. In the 
first quarter of the year, the U.S. had five 
companies among the world’s top 10 chip 
designers by revenue, while Taiwan had 
three: MediaTek, Novatek, and Realtek, 
according to Taipei-based research firm 
TrendForce.

The three leading Taiwan integrated 
circuit (IC) designers all recorded solid 
annual revenue growth in the first quarter 
of 2022. Novatek’s revenue jumped 38% 
to US$1.28 billion on the back of display 
driver ICs and system-on-a-chip (SoC) 
sales. Despite somewhat weak demand for 
consumer products, Realtek managed to 
increase its revenue by 27% to US$1.04 
billion “through its dynamic commercial 
product portfolio” that includes Ether-
net chips, switch controllers, and Wi-Fi 
chips, according to a research note from 
TrendForce. Meanwhile, MediaTek’s reve-
nue rose 32% to US$5.01 billion, buoyed 
by robust demand for its Dimensity series 
processors.

In fact, MediaTek posted a record 
quarterly profit of NT$33.41 billion in 
the January-March period, an increase 
of 29.6% over the same period a year 
earlier. The Hsinchu-based chipmaker 
has benefited from growing demand for 
chips used in the latest handsets. It is a 
key supplier to most smartphone brands 
using Google’s Android operating system, 
including Samsung, Oppo, Vivo, and 

Xiaomi. “MediaTek has increased chip 
prices while optimizing its product mix in 
response to strong 5G smartphone chip 
market demand,” says Cheng Kai-an, a 
senior industry analyst at the semi-govern-
mental Market Intelligence & Consulting 
Institute (MIC).

MediaTek’s growth is propelled by the 
fact that the company has become one of 
the preferred customers of Taiwan Semi-
conductor Manufacturing Co. (TSMC), 
the world’s largest contract chipmaker. 
“MediaTek’s Dimensity 9000 and coming 
Dimensity 10000 system-on-a-chip chip-
sets use the cutting-edge TSMC process 
technologies for 5G smartphones and 
are considered world-class products,” 
says Samuel Tuan Wang, research vice 

president for semiconductors at Gart-
ner, a consultancy based in California. 
These chips are evidence that MediaTek 
“is close to matching Qualcomm” as a 
global IC designer, a feat that no other 
Taiwanese company is close to accom-
plishing, he adds. 

Indicative of MediaTek as a rising star 
is its newfound strategic partnership with 
Intel. Under an agreement announced in 
late July, Intel’s Foundry Services (IFS) 
will manufacture chips designed by Medi-
aTek on its advanced process technologies 
for use in a variety of smart edge devices. 
Intel aims to reestablish leadership in 
semiconductor manufacturing by 2025, 
and views partnering with MediaTek as 
integral to its prospects in the foundry 

Taiwan’s IC Designers Hit 
Their Stride 

Despite decreased technology demand 
and geopolitical challenges, domestic chip 
designers, led by MediaTek, are posting 
strong sales and benefiting from U.S.-China 
tensions.

BY MATTHEW FULCO

Using cutting-edge technology, MediaTek has proven itself to be a rising star among 
Taiwan IC designers. The company now looks to build a more resilient supply chain 
through strategic partnerships.
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business. Of course, the partnership has 
benefits for MediaTek, too. 

“The agreement is designed to help 
MediaTek build a more balanced, resil-
ient supply chain through the addition of 
a new foundry partner with significant 
capacity in the United States and Europe,” 
Intel said in a statement. 

The China factor 

Intel’s statement is noteworthy in that 
it refers explicitly to supply chain balance 
and resilience. While MediaTek has been 
highly successful in recent years, one 
market has been the main driver of that 
progress: China. If not for the voracious 
demand of Chinese smartphone makers 
like Xiaomi, Oppo, and Vivo, which 
are all among the world’s top-10 hand-
set makers, the fabless Taiwanese IC firm 
would not be the industry juggernaut it is 
today.

Yet given Beijing’s ambitions to build a 
complete domestic semiconductor supply 
chain – it has invested tens of billions of 
dollars in this endeavor – MediaTek’s reli-
ance on the Chinese market has risks. 
Gartner’s Wang notes that China’s fabless 
IC companies receive significant govern-
ment support and are encouraged to work 
with local fabless customers. “Many 
consumer products will be switched over 
to use chips designed and manufactured 
by local Chinese companies,” he says. 

Semiconductor self-suªciency is being 
driven at the highest levels in China, 
where chips are referred to in official-
dom as part of “core technology.”  In 
2018, Chinese leader Xi Jinping said 
that “dependence on [foreign] core tech-
nology is the biggest hidden trouble for 
us.” In August 2020, he said that China 
must “vigorously improve our indepen-
dent innovation capabilities and make 
breakthroughs in key core technologies 
as soon as possible.” Given the ambi-
tions of China’s leadership, it is clear that 
its ruling Chinese Communist Party will 
want domestic firms to eventually design 
most of the country’s chips. 

But that may be easier said than done, 
especially considering the intense U.S.-
China technology race. TrendForce analyst 
Galen Tseng notes that China is currently 
hamstrung by a number of U.S. bans on 
its semiconductor sector, including restric-
tions on equipment purchase, electronic 

design automation (EDA) software, and 
IP authorization, constraining its ability to 
develop advanced process ICs. Taiwan’s 
foundry and packaging and testing sectors 
are also significantly ahead of China’s, 
enabling the island’s IC designers to 
develop freely and, therefore, possess more 
complete product portfolios, he says.

MediaTek has directly benefited from 
various U.S. sanctions on China’s semi-
conductor sector, which began in 2018 
and intensified during the final years of 
the Donald Trump administration. The 
U.S. in May 2020 banned Huawei’s chip-
making division HiSilicon from accessing 
U.S. chip design software and equipment 
used to make semiconductors, a move that 
effectively crippled HiSilicon. Its share 
of the global chipset market has fallen to 
just 1% from 23% in 2020, while Medi-
aTek now leads with 38%, according to 
global industry analysis firm Counterpoint 
Research.  

“Although China’s Unisoc is trying to 
catch up, their current mobile phone SoC 
specifications still lag behind the prior 
Huawei HiSilicon specs and current Medi-
aTek specs,” says Tseng. He reckons that 
“if the United States continues to put pres-
sure on China’s advanced semiconductor 
manufacturing processes, Taiwan’s SoCs 
can continue to lead China.”

Stephen Su, a senior vice president at 
the semi-governmental Industrial Technol-
ogy and Research Institute (ITRI), expects 

that “this trend of divided science and 
technology alliances due to geopolitics” 
could continue until 2030 and through 
the development of 6G communications. 

But in certain product segments, 
including TV SoCs, automotive ICs, AI 
ICs, Wi-Fi SoCs, and Bluetooth ICs, China 
is becoming more competitive. Chinese 
brands Xiaomi, Oppo, and Vivo have also 
begun developing their own chips. Never-
theless, Tseng reckons that “the propor-
tion of Chinese products with properly 
planned roadmaps is still not high. After 
all, after an IC is designed, subsequent 
product portfolio and product sustainabil-
ity capabilities cannot be ignored.” 

Navigating headwinds 

Taiwan’s IC sector will likely face some 
adversity in the short term, given the vola-
tile state of the global economy. In late 
July, the International Monetary Fund 
(IMF) said it expects the world economy 
to grow just 3.2% this year, compared to 
6.1% in 2021. Taiwan’s largest export 
markets are all showing signs of weakness, 
from China and the U.S. to Europe and 
Japan. DBS Bank recently cut its forecast 
for Taiwan’s 2022 GDP growth to 3.4%. 

In the second half of the year, Taiwan’s 
fabless industry will continue to face pres-
sure from downstream system manufac-
turers, agents, and brands set to cancel 
orders, while foundries are adjusting 

As Xi Jinping aims to reduce dependence  on foreign technology, semiconductor 
self-sufficiency has become a national priority in China.
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down the volume of wafer production, 
notes TrendForce’s Tseng.  

When facing a shortage of chip manu-
facturing capacity, IC designers must typi-
cally obtain chip capacity by either rais-
ing prices or signing long-term contracts, 
MIC’s Cheng observes. However, when 
downstream demand declines and orders 
are reduced or delayed, IC designers’ 
inventory and costs will increase. Mean-
while, high prices in wafer foundries will 
further exert pressure on IC designers, 
raising their operating costs. The degree 
to which consumer demand for electronic 
devices falls may be “significantly a¨ected 
by external factors such as changes in the 
pandemic, the Russia-Ukraine war, and 
global inflation,” he says. “It seems that 
the demand situation in the third quar-
ter is not promising, and the situation is 
likely to continue into the fourth quarter. 
It remains to be seen whether demand will 
rebound next year.” 

Despite the challenging macroeco-
nomic env i ronment , the long- term 
outlook for Taiwan’s fabless design sector 
remains bright. Analysts expect Taiwan-
based IC designers will gradually expand 
into new international markets for both 
economic and geopolitical reasons, a 
process that has already started for at 
least one company.  

In addition to its new partnership with 
Intel, MediaTek is expanding its U.S. 
footprint by collaborating with Purdue 
University. The newly established partners 
announced in late June that the fabless 
chipmaker would open its first semicon-
ductor chip design center in the Midwest 
at Purdue University’s College of Engi-
neering. 

MediaTek’s collaboration with U.S. 
universities on advanced chip research 
i s more than a decade o ld , but the 
tie-up with Purdue marks the first time 
a research center is located directly on 
an American college campus. The proj-
ect aims to give students the opportunity 
to contribute directly to product design 
and solutions for a global team during the 
course of their studies. 

“We believe strongly that being in Indi-
ana means we’ll have access to some of 
the best engineering talent in the world,” 
Kou-Hung Lawrence Loh, corporate 
senior vice president of MediaTek Inc. and 
president of MediaTek USA Inc., said in 
a press release. “Not just at Purdue, but 
West Lafayette is only four hours away 
from nearly a dozen of the top engineering 
schools in the country.” 

“As TSMC beings to expand its manu-
facturing base in the U.S., more IC design 
companies from Taiwan should begin to 

set up R&D centers there as well in order 
to leverage the abundant talent pool while 
being closer to their customers for better 
service support and joint collaboration,” 
says ITRI’s Su. 

Europe also presents opportunities for 
Taiwan’s fabless design houses. In June, 
Deputy Minister of Economic Affairs 
Chen Chern-chyi said that ITRI would 
share its experience and expertise with 
Lithuania as it develops its semiconductor 
industry, including IC design. 

When asked about the possibility of 
Taiwan working with Lithuania in IC 
design, Su shares a valuable lesson Taiwan 
learned when it began developing its semi-
conductor industry. He notes that in 
the mid-1970s, Taiwan sent a group of 
researchers from the fledgling ITRI (estab-
lished in 1973) to the RCA Corporation 
in the U.S. for training. These research-
ers returned home to conduct technology 
transfer and begin pilot chip production, 
and they later became the core team of 
TSMC. 

“As talent cultivation is a fundamental 
but highly impactful step towards semi-
conductor industry development, Taiwan 
could help European countries, includ-
ing Lithuania and others, to train young 
talents in IC design via course teaching 
and lab experimentation,” Su says.  
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Of t h e e - c o m m e r c e 
platforms that have 
m a d e  s u b s t a n t i a l 

gains during the pandemic, 
Shopee stands out for its savvy 
marketing and mobile-f irst 
strategy that have cemented 
i t s pos i t ion as the l ead ing 
e-commerce provider in several 
markets, including Taiwan. 

In view of the continuously 
evolving e-commerce market, as 
well as Taiwan’s and the world’s 
gradual movement toward coexisting 
with the virus, Shopee is promoting three 
major sales enablement trends for the 
second half of 2022: consumer protec-
tion, customer relationship management 
(CRM), and retail media advertising. By 
doing so, Shopee will continue helping 
brands expand their digital footprint and 
increase their order conversion volume.

Safeguarding consumers

As online shopping has been on the 
rise, e-commerce platforms have vied to 
dominate the market. Yet as the number 
of choices increases, consumer rights 
protection has become a key factor in 
online purchasing decisions. 

This year, in addition to Shopee 
Mall’s three major consumer guaran-
tees of a 15-day return period, return 
policy, and product authenticity, Shopee 
Mall has also expanded to include 
more than 600 Official Stores (

). Shopee Mall’s order volume has 
continued to increase, and brands that 
are labeled as an O�cial Store saw sales 
revenue of roughly double that of regular 
e-commerce merchants.

Furthermore, Shopee’s safe return 
mechanism has optimized the shop-
ping experience for consumers. After 
the service was extended to all Shopee 
sellers in March this year, the average 
processing time for returns fell by 20% 
within two months. With these new 
measures, consumer trust in Shopee has 
markedly increased. 

Managing customer relations

In the wake of the pandemic, many 
brands have begun carrying out digital 
transformation strategies, while an 
increase in online purchasing options has 
led to a drop in brand loyalty. Businesses 
have therefore begun asking how they 
can continue to attract consumer atten-
tion. A growing number of companies 
are now investing in the development 
of Customer Data Platforms (CDP) 
to better understand the interaction 
between customers and brands, thereby 
enhancing the customer experience and 
building loyalty.

In order to create win-win situations 
for both buyers and sellers, Shopee has 
created a brand membership system. This 
rewards program allows brands to enjoy 
the basic functions of a CDP, master 
the purchasing process, and understand 
customer needs. With these perks, brands 
can provide exclusive o�ers and services, 
encouraging first-time buyers to become 
loyal customers. 

According to statistics compiled by 
Shopee, since the system’s establishment, 
the repeat purchase rate for members has 
reached as high as 50%. Additionally, 
the number of brands joining the system 
in Q2 2022 increased sixtyfold from the 
same period last year, and order volume 
has grown by a considerable margin. 
This is a clear sign that CRM not only 
strengthens the connection between 
brands and consumers, but i t a lso 

increases growth momentum and 
improves brand performance.

Retail media advertising

One advantage of using retail 
platforms is their large troves 
of consumer data. Retail media 
advertising has thus emerged 
as a salient trend, with Forbes 
reporting that the scale of such 
advertising in the U.S. is expected 
to exceed US$50 billion in 2023. 

Taking advantage of the industry's fore-
sight, Shopee developed its own retail 
media as early as 2020. The company 
lists three major advantages of retail 
e-commerce media:

• E-commerce p la t forms possess 
first-party data: Shopee has built-
in search, dynamic, live broadcast, 
game, and sales data sufficient to 
create a c losed- loop market ing 
strategy. In addition to a one-stop 
shopping experience, the platform 
also o�ers a variety of interactive and 
entertaining content. 

• Attribution systems are integrated 
into the backend: Shopee’s “Brand 
Portal” allows brands to track store 
and external advertising performance 
in one platform, which can help them 
expand their e-commerce business on 
Shopee. 

• Access to onsite data: Consump-
tion patterns are unpredictable; 
brands thus need to be proactive in 
their sales and marketing strategies. 
To help brands effectively meet the 
needs of consumers, Shopee launched 
Shopee X Facebook Ads and Shopee 
X Google Ads, allowing brands to 
use de-identified consumer data for 
advertising purposes. 
Brands are increasingly making good 

use of Shopee's retail media advantages, 
gaining insight into the search intent and 
shopping journeys of consumers through 
data, improving the e�ectiveness of their 
advertising, and making e-commerce an 
indispensable key to their success.
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Prioritizing Consumer Insights and Safety has 
Propelled Shopee and Brands to Success
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How Shopee Became Taiwan’s 
Biggest E-Commerce Platform

BY JANE RICKARDS

For the past several years, Singapore-owned Shopee has 
been the island’s largest e-commerce platform. But as 
pandemic-induced surges in online shopping subside and 
local competitors catch up, Shopee may struggle to retain its 
stronghold in the market.

O wned by Singapore’s Sea 
Group and headquartered 
in the city-state, Shopee is 

essentially a foreign company oper-
at ing in Taiwan. Yet despite i ts 
outsider status, it has been the most 
popular online shopping platform 
among Taiwanese consumers since it 
burst onto the island’s e-commerce 
scene in 2015. 

This is a remarkable feat consid-
ering circumstances that should have 
put the company at a disadvantage. 
First, native managers and adver-
tising executives usually have a much 
better understanding of Taiwanese 
consumers’ idiosyncratic cultural 
preferences for products and adver-
tisements than foreigners do. Second, 
analysts consider Taiwan’s e-com-
merce market to be more mature than 
Singapore’s. 

Herbert Yum, a research man-
ager for market research provider 
Euromonitor International, notes 
that in 2019, before the onset of the 
pandemic, Taiwan’s e-commerce pen-
etration stood at 11.16%. While 
this was well below China’s 22.46% 
and South Korea’s 28.84%, it was 
sl ightly higher than Singapore’s 
9.19% – and the level is expected to 
rise exponentially. Yum predicts that 

Taiwan’s e-commerce market will 
keep growing at a compound annual 
growth rate of 10.8% to reach a 
value of NT$956 billion by 2026. 

A survey conducted this May by 
the Market Intelligence and Con-
sulting Institute (MIC) testifies to 
Shopee Taiwan’s continuing popu-
larity. Polling Taiwanese consumers’ 
preferences for business-to-consumer 
(B2C) platforms, MIC found that 
61% of respondents preferred Shopee 
Taiwan, with Taiwan’s Momo slightly 
behind at 59% and PChome 24h 
coming in third at 43%. 

The reasons for Shopee’s success in 
Taiwan are manifold. Unlike Taiwan’s 
local players, Shopee from its incep-
tion focused on the use of mobile 
apps as the entry-point interface for 
consumers. In 2015, when Shopee 
entered Taiwan and various Southeast 
Asian nations, it used mobile applica-
tions across all of these markets. 

“We came to Taiwan at a really 
good time, when mobile phones 
and smartphones were becoming 
widespread,” says William Liang, 
executive director at Shopee Taiwan. 

At that t ime, Taiwanese con-
sumers’ preferences for electronics 
were changing from personal com-
puters to mobile electronic gadgets, 
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but Taiwan’s own e-commerce players 
were slow to take note and update their 
virtual gateways. Instead, they remained 
focused on using their old websites, 
which were more suited for laptop and 
desktop computers, as entry points for 
consumers. 

Pioneering interactivity

Taiwan-made e-commerce com-
panies did not always lag behind in 
terms of internet trends. PChome, for 
one, was a pioneer in the online shop-
ping field. Established in 1996 as a web 
portal, it launched its e-commerce busi-
ness in 2000. The company claims on its 
website to be the first internet business 
listed on the Taiwan Stock Exchange (in 
2005), and it went on to launch one of 
the world’s first 24-hour delivery services 
in 2007. 

But by 2015, PChome and other Tai-
wanese e-commerce platforms had failed 
to keep up with the times. Their browser-
based approach was not on ly l e s s 
convenient for consumers than mobile 
apps, but also seemed outdated. This 

gave Shopee room to attract young Tai-
wanese consumers with spending power, 
according to Yum. 

“The sluggish growth before the 
COVID-19 pandemic gave e-commerce 
players in Taiwan little motivation to 
invest in product and services develop-
ment, resulting in old-fashioned user 
interfaces,” he notes. 

Taiwan companies were soon forced 
to copy Shopee’s strategy and develop 
their own mobile apps. But despite these 
developments, MIC’s recent survey found 
that a majority of Taiwanese consumers 
(64%) still prefer Shopee’s mobile app, 
with 40% preferring Momo’s and 24% 
preferring PChome’s.

Yum notes that Shopee entered 
Taiwan under favorable conditions, when 
the logistics infrastructure for e-com-
merce in Taiwan was already well-
established and consumers were used to 
the ease of picking up deliveries from 
nearby convenience stores. He adds that 
Shopee’s mobile app was also more user-
friendly than its competitors’ web-based 
portals. Shopee Taiwan’s Liang agrees 
that with his company’s app, “it was 

easier to find what you were looking for 
all in the one place.”  

As an example, Yum cites Shopee’s 
consumer-to-consumer (C2C) business 
model, which allows netizens to sell each 
other goods. While other platforms in 
Taiwan, such as Ruten and Yahoo! Auc-
tions, launched similar models before 
Shopee’s arrival, their brand images and 
landing pages seemed dated to young 
consumers. Shopee’s C2C function was 
easier to find and use on the app, which 
helped the company capture consumers. 
“Fewer steps taken by users to sell and 
purchase products via Shopee are what 
differentiates it from its competitors,” 
notes Yum.

Shopee’s young and fresh appeal was 
encouraged by its particular focus on 
mixing online shopping activities with 
entertainment, a strategy designed to 
keep consumers engaged with the com-
pany’s app and online platform, Shopee’s 
Liang notes. “We didn’t want people to 
come to Shopee just to shop – we wanted 
them to have fun in the process,” he says. 

Shopee Taiwan has its roots in online 
gaming. Parent company Sea Group also 

Shopee’s popularity has been partly attributed to its prioritization of a user-friendly mobile app over a browser-based approach.
PHOTO: SHOPPEE
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owns Garena, a leading online games 
developer with a presence across more 
than 130 markets. “Entertainment is 
probably in the DNA of the company,” 
says Liang. He notes that while other 
Taiwanese e-commerce platforms also 
include games, they are offered on a 
smaller scale. Shopee app users, however, 
can play a wide array of mobile games, 
including Shopee Pets, where players can 
care for a virtual pet and eventually win 
a prize, and Shopee Candy, which is sim-
ilar to the game Candy Crush, where 
users can match and clear candies to win 
virtual Shopee coins. 

In L iang’s analys i s , Shopee has 
brought more creativity to the Taiwan 
market than local e-commerce compa-
nies and has successfully leveraged social 
media platforms, such as Facebook. But 
the company does not adopt the same 
creative ideas universally across Asian 
markets, he says. Instead, Shopee makes 
a point of creating diverse marketing 
campaigns tailored to the local audience. 
Shopee Taiwan’s sta§ includes many cre-
ative Taiwanese who design campaigns 
aimed at domestic consumers, says Liang. 

For example, when China in March 
last year banned imports of Taiwanese 
pineapples, Shopee Taiwan snapped up 
45,000 pineapples and launched various 
promotions to attract Taiwan consumers 
angered by the ban. Pineapples became 
prizes as part of Shopee Farm, a game 
where players can plant their own virtual 

seeds and water them for prizes. 
 Shopee Taiwan is also noted for its 

aggressive brick-and-mortar promotions. 
Euromonitor’s Yum says Shopee’s o§er of 
free delivery charges when it entered the 
Taiwan market spurred its growth and 
encouraged local peers to follow. “We 
introduced free shipping campaigns, and 
this became the emphasis of other players 
as well,” Shopee Taiwan’s Liang adds.

 On December 12, 2020, Taipei ’s 
Mass Rapid Transit (MRT) system saw 
its turnstiles covered in Shopee’s trade-
mark red-orange color scheme and 
S-shaped logo. For half an hour that 
morning, holders of one of Taiwan’s four 
electronic tickets or wallets – EasyCard, 
iPass, iCash, or HappyCash – could get 
free transport between any two stations 
on the Taipei MRT. When they swiped 
their cards, the turnstiles did not give 
off their usual beep, instead squeaking, 
“Shopee free shipping!”

The company has also enlisted celebri-
ties for promotions, such as Jeanie Hsieh, 
a Kaohsiung-born singer and actress. 
In mid-2022, Shopee released a video 
of Hsieh singing about the advantages 
of Shopee. In the video, she performed 
in front of scantily clad young women 
dancing and wearing headgear printed 
with the Shopee “S.” Liang says the 
company also offers regularly occur-
ring special promotions to encourage 
consumers to make a habit of checking 
Shopee monthly. 

Trials ahead

Despite its success in Taiwan, Shopee 
now faces several challenges that could 
threaten its market dominance. To begin, 
local e-commerce companies are playing 
catch-up. 

“Since 2020, the threat from Shopee, 
as wel l as the uncertainty brought 
on by COVID-19, has triggered Tai-
wan’s domestic e-commerce players to 
take action,” says Yum. He adds that 
in general, Taiwan’s native e-commerce 
companies have improved their user 
interfaces by simplifying their landing 
page layouts with more visual imagery of 
products and less wordy designs. They 
have also expanded payment options and 
rolled out eye-catching flash sales items 
on the top of their pages.

Unlike neighboring markets such as 
China and Japan, where e-commerce 
was boosted by the outbreak of the pan-
demic, e-commerce logistics in Taiwan 
remained more or less steady until mid-
2021, when a surge in COVID-19 cases 
and subsequent social distancing and 
lockdowns resulted in increased demand 
for e-commerce products, says Yum. This 
prompted local players such as Momo to 
improve the e©ciency of their logistics. 

According to Yum, Momo hired 
over 700 people to expand product 
development, warehousing, and other 
internet technology operations. It built 
30 new warehouses in 2020 and last 
year announced plans to build 10 more. 
Momo also set up a new logistics sub-
sidiary, Fu Sheng Logistics, to help the 
company operate same-day deliveries 
in major cities like Taipei, New Taipei, 
Kaohsiung, and Tainan. 

“Taiwanese players’ ability to speed 
up deliveries will be one of their key 
advantages when facing challenges from 
foreign players such as Shopee,” notes 
Robin Hu, a senior industry analyst at 
MIC. Hu adds that Taiwan’s top local 
e-commerce players Momo, PChome, 
and ETMall all enjoyed double-digit rev-
enue growth in 2021, mainly due to the 
pandemic.

PChome has also instituted various 
changes since Shopee Taiwan entered 
the market. Yum notes that the com-
pany has boosted its popularity with 
Generation Z by introducing Pi Wallet, 
a mobile payment platform created by Pi 

Shopee Taiwan’s Executive Director William Liang says the company has brought 
more creative approaches to the Taiwan market than its local competitors.

PHOTO: SHOPPEE
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Mobile Technology, which merged with 
PChome Pay in 2020. PChome in 2021 
also launched PChome (Fresh) to sell 
and deliver fresh food. Simultaneously, 
PChome is expanding in Southeast Asian 
markets and is the only native Taiwanese 
e-commerce player engaging in a thriving 
cross-border trade.

Sam Tsai, CEO of PChome Thai, 
says that the company launched a plat-
form in March this year for Taiwanese 
to buy products directly from Thailand, 
often at a lower price than similar goods 
from Taiwan. Meanwhile, PChomeSEA 
is dedicated to expanding the company’s 
presence in Southeast Asia’s e-com-
merce market. Tsai notes that rather 
than competing with big e-commerce 
players in Southeast Asia and selling a 
wide variety of products from across the 
globe, PChomeSEA has decided to hone 
its comparative advantage. Subsequently, 
the company has adopted a strategy of 
marketing only distinctly Taiwanese 
products, such as high-quality oolong tea 
and pineapple cakes, to Southeast Asian 
consumers. 

Another problem Shopee Taiwan 
faces, says MIC’s Hu, is a high number 
of consumer disputes. According to 
statistics from the Executive Yuan’s Con-
sumer Protection Committee, Shopee 
was the e-commerce platform in Taiwan 
with the most consumer disputes in 
2020 – 2,029, an increase of 65% from 
the year before. In 2021, the Criminal 
Investigation Bureau under the National 
Police Agency ranked Shopee third 
among Taiwan’s top-five high-risk online 
e-commerce platforms. Shopee’s Liang 
responds that it is normal for the com-

pany to have more consumer disputes as 
it has a higher number of transactions 
than other companies. 

“While customers may sometimes 
have bad experiences on our platform, 
we always strive to learn from these to 
improve future experiences,” he says. 
But, Liang adds, Shopee Taiwan began 
o§ering new service provisions regarding 
refunds and purchases in mid-2021. After 
the service was extended to all Shopee 
sellers in March this year, the average 
return processing time fell by 20% within 
two months. 

Some of Shopee Taiwan’s other future 
plans include reaching out to domestic 
brick-and-mortar businesses that are 
not already on e-commerce platforms 
and encouraging them to sell their prod-
ucts with Shopee Taiwan, Liang says. 
The company will also increase corpo-
rate social responsibility (CSR) activities 
and engage more with customers. Liang 
notes that Shopee Taiwan is rolling out 
a scheme for eco-friendly delivery boxes 
that can be recycled at Shopee Xpress 
service points. Customers take a bag to 
the store to pick up their delivery and no 
longer bring the box home. 

MIC’s Hu warns that Shopee Taiwan 
could also be a§ected by its parent com-

pany operations. Shopee is facing several 
macro headwinds, including rising global 
inflation and interest rates, as well as 
an increasing number of Asian nations 
emerging from pandemic restrictions, 
all of which may dampen appetites for 
e-commerce. 

“Although Shopee Taiwan has stated 
that its operations and services will not 
be affected, the operation of its parent 
company is still a threat to the develop-
ment of Shopee Taiwan in the future,” 
Hu says, pointing to reports from sev-
eral Asian news outlets about layoffs in 
other markets. A report from Channel 
News Asia, for example, says the e-com-
merce giant plans to lay off employees 
in its food delivery service ShopeeFood 
and online payment ShopeePay teams in 
Southeast Asia. It will also cut staff in 
Mexico, Argentina, and Chile, as well 
as a cross-border team supporting the 
Spanish market.

Yum, meanwhi l e , s t r e s s e s tha t 
while Taiwan’s e-commerce market 
is still expected to be fast-growing, 
“competition will be intensive, where 
user experience, timely delivery, and 
brand-building strategy are three crit-
ical battlegrounds for the e-commerce 
market in the future.” 

Shopee’s collaboration with Taipei’s Mass Rapid Transit (MRT) system is one of the 
company’s viral campaigns in Taiwan.

PHOTOS: SHOPPEE
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Luxury Retailers Rise Above Pandemic Challenges

T imes have never been better for 
Taiwan’s luxury goods industry, 
which has been insulated from 

pandemic-induced pain by its reliance 
on wealthy and high-spending domestic 
clientele. Data compiled by market 
research provider Euromonitor Inter-
national show that luxury goods sales 
– including luxury automobiles – have 
grown steadily since 2019 and are set to 
reach a new high of NT$468.5 billion 
(US$15.7 billion) this year. 

Business is booming across most 
of the luxury categories Euromonitor 
tracks. Personal luxury, which includes 
high-end designer clothing, leather 
goods, jewelry, eyewear, timepieces, 
writing instruments and stationery, con-
sumer electronics, and personal care 
products, is expected to hit a record 
NT$259.2 billion this year. Meanwhile, 
fine wines, Champagnes, and spirits are 
forecast to reach NT$19.4 billion. 

Regent Galleria, the luxury shopping 
center in the five-star hotel Regent Taipei, 
has achieved record-breaking sales 
during the pandemic, says General Man-
ager Simon Wu. With domestic shoppers 
accounting for 80% of sales, it was able 
to adapt to the lack of international visi-
tors without too much di©culty. 

Taiwan’s luxury goods market has 
never been dependent on tourists, in con-
trast to Hong Kong, where they account 
for 80% of sales, notes Anna Dai, a 
Hong Kong-based beauty and fashion 
analyst for Euromonitor International. 
Taiwan’s luxury consumers also tend 
to be from its wealthiest demographic, 
which has been less impacted by pan-

BY MATTHEW FULCO

Unencumbered by Taiwan’s strict border controls, the luxury sector’s sales this year 
are set to reach a new high across a wide range of categories.

As many grew reluctant to visit crowded places during the pandemic, brands in the 
Taipei 101 Mall began offering home delivery of certain luxury goods to their VIP 
customers.

PHOTO: MATTHEW FULCO
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demic-related disruptions. Additionally, 
these ultra-high net worth (UHNW) indi-
viduals have not been able to travel easily 
internationally for the past two-and-a-
half years. “Their high purchasing power 
is stuck in Taiwan,” Dai says. 

At the same time, the pandemic’s dis-
ruption of society has been less severe in 
Taiwan than in most other countries. By 
pursuing a de facto zero-COVID policy, 
Taiwan kept the capricious contagion 
at bay until almost 80% of the popula-
tion had been fully vaccinated and 60% 
boosted, providing a strong level of pro-
tection from adverse outcomes. Though 
infections have skyrocketed since April 
when the elimination strategy was quietly 
abandoned, 99.5% of those cases have 
been mild or asymptomatic. 

“In 2022, the vaccination rate is high, 
and people are less concerned as they 
learned from their experience last year,” 
Dai says, referring to the outbreak that 
began in May 2021. That outbreak, 
which occurred when Taiwan’s popula-
tion was largely unvaccinated, was the 
only time during the pandemic when 
luxury brands across di§erent categories 
saw a pronounced drop in sales. 

Fo r th e f i r s t 16 month s o f t h e 
pandemic, Domaine Wine Cellars, a spe-
cialist in Champagne and Burgundy, had 
been doing brisk business selling its prod-
ucts to high-end restaurants, which were 
benefiting from the same local spending 
power as other luxury segments. David 
Pan, Domaine’s owner, notes that Taiwan 
saw “an explosion in high-end dining 
in 2020 and 2021 as people were not 
able to go abroad and young chefs were 
plotting their next steps.” In hindsight, 
“some new restaurants opened at an 
inopportune time,” he says. 

Though case numbers in the 2021 
outbreak peaked at around 700 a day, 
“that wave was severe by Taiwan’s 
standards,” Pan says. Noting the low 
vaccination rate (less than 1% when the 
outbreak began), Pan says “there was 
a lot of fear and the restaurant scene 
shut down from mid-May to August.” 
During that period, Domaine’s restaurant 
channel sales plummeted, he adds.  

VIP focus 

Luckily for Domaine, its customers 
did not stop enjoying fine wine just 

because restaurants were temporarily 
closed. Both its retail and VIP sales 
picked up, helping significantly o§set the 
revenue lost from the lack of restaurant 
sales. “The same consumers still drank; 
they just drank at home instead of in res-
taurants,” Pan says.  

Of the VIP segment, he notes that 
they benefited from the long bull run in 
the stock market and their investments 
in Taiwan’s property market that have 
appreciated throughout the pandemic.  
“They had just as much buying power as 
before and continued to buy in similar 
volumes.” 

Regent Galleria has been able to retain 
its existing VIP customers while adding 
new ones during the pandemic, says gen-
eral manager Wu. He says the luxury 
mall did so “by constantly improving 
and di§erentiating our VIP services from 
others, with reward programs, exclusive 
events such as the annual Gala Night, 
monthly activities and premier benefits 
such as our shopping butler service.” The 
latter refers to personal shopping atten-
dants that assist Galleria customers with 
arranging “private jewelry viewings, per-
sonal tours, provide fashion advice, and 
gift delivery services,” according to a 
company press release. 

In some cases, luxury goods sellers 
had to adapt their sales channels to the 
circumstances. While Taiwanese gener-

ally tend to be cautious about exposure 
to COVID, VIPs, who are the biggest 
sales drivers in Taiwan, tend to be older 
(mostly in their 50s and 60s) and are 
thus more concerned about infection, 
says Catherine Sun, director and head of 
mall operations at Taipei 101. Younger 
luxury consumers have concerns of their 
own, as some have unvaccinated young 
children. 

B rands i n t h e Ta ipe i 101 Ma l l 
adapted to the challenging circumstances 
by hand-delivering certain luxury goods 
to the homes of VIP customers who did 
not want to go out. “Certain items, like 
watches and handbags, can be sold more 
easily without the customer entering 
the store because it is not essential that 
they try them on for size,” she says. 
Some watch buyers purchase the time-
pieces for their personal collections or as 
investments and are thus not focused on 
the fit. 

To be sure, clothing and shoes are 
less conducive to this type of sales. How-
ever, Sun notes that the American fashion 
house Coach, a specialist in leather 
luxury goods, has a dedicated sales 
channel on the LINE messaging app for 
its VIP customers in Taiwan, allowing 
them to select various clothing and acces-
sories that Coach will then deliver to 
them at home. If they like the items, they 
can pay Coach later. Otherwise, the com-

Sales revenues of luxury goods are expected to fall once customers can enjoy 
restriction-free travel to Europe, where such products are cheaper.

PHOTO: MATTHEW FULCO
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Fintech Brings Migrant Worker Remittance 
Business Above Ground

BY JENS KASTNER

Long forced to send money back home through an inefficient and expensive gray-market 
system, migrant workers in Taiwan now have access to a growing number of convenient, 

secure mobile app-based remittance services enabled by recent regulatory changes.

F or many years, Taiwan’s finan-
cial sector paid little attention to 
the more than 700,000 migrant 

workers from Indonesia, Vietnam, the 
Philippines, and Thailand who cur-
rently live and labor on the island. Each 
of these workers typically remits around 
US$500 per month to relatives back 
home, constituting a whopping annual 
overseas remittance flow of more than 
US$4 billion. 

Without the means to conduct their 
remittance transactions through local 
banks, these migrant workers have long 
had to resort to less secure measures for 
sending money back home. Many bring 
their hard-earned cash to places like 
Indonesian-run grocery stores and Fil-
ipino karaoke bars, where brokerage 

pany will take it back free of charge. 
Euromonitor’s Dai expects that Tai-

wan’s luxury retailers will continue to 
cultivate the VIP market because of its 
unparalleled spending power. While 
some brands may offer enhanced online 
shopping, unlike in some other retail seg-
ments, digital sales will not be the focus. 
Flagship physical stores will continue to 
play a crucial role in sales. For luxury 
brands, “online channels mean providing 
options,” Dai says. “It’s part of offering 
good service, but it’s not their focus.”  

She expects that luxury brands will 
step up efforts to woo VIP customers as 
Taiwan prepares to relax its remaining 
border controls. Currently, all arrivals 
are required to quarantine for three days 

and do “self-health monitoring” for an 
additional four. However, that could be 
replaced by a “0+7” policy of no quar-
antine and seven days of self-health 
management by the fall. 

Outbound travel is expected to accel-
erate quickly when remaining border 
controls are eased. While many busi-
nesses will breathe a sigh of relief, for 
luxury brands in Taiwan the change will 
pose a challenge, Dai observes. “Sales 
revenue is expected to fall as consumers 
travel to Europe to purchase luxury 
goods that are cheaper,” she says. 

Not only are luxury products gen-
erally less expensive in Europe than 
Taiwan, but non-European Union tour-
ists who visit countries in the EU can also 

claim a value-added tax (VAT) refund on 
goods they purchase during their trip as 
long as they depart within 90 days.  

Anticipating a surge in outbound 
travel from Taiwan, luxury brands are 
trying to offer more product selection, 
including products exclusive to Taiwan. 
“The idea is that you don’t have to go to 
Italy or France to get something exclu-
sive,” Dai says. 

For his part, Domaine Cellars’ Pan 
believes many luxury retailers will have 
to grapple with a temporary fall in sales. 
For the luxury consumer segment, “inter-
national travel is an avenue of spending 
money in ways they have not had access 
to for almost three years,” he says. “A lot 
of people are hungry to do it.” 
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firms then bundle hundreds of remit-
tances together and send them to banks 
in the migrant workers’ home countries. 
The agencies usually charge hefty fees for 
this service, and transactions can take 
days or even weeks to complete. 

T h e  s i t u a t i o n  a p p e a r s  t o  b e 
improving, however, as Taiwan’s agile 
fintech sector has recognized the poten-
tial business opportunities and Taiwan’s 
authorities worry that the overseas remit-
tance flow has become too large to be left 
in the legal gray zone forever. 

In 2019, Taiwan launched a reg-
ulatory sandbox for novel f intech 
applications. This led to the amendment 
in 2021 of the Act Governing Electronic 
Payment Institutions and the enactment 
of Regulations Governing Small Amount 
Remittance Services for Foreign Workers. 
Migrant workers can now remit money 
from Taiwan using electronic payments 
through mobile apps designed specifically 
for that purpose. 

In addition, the Financial Supervi-
sory Commission (FSC) last October 
expanded its definition of financial ser-
vices companies to include foreign-
worker remittance businesses, a change 
that allows migrant workers to seek the 
help of an ombudsman under the Finan-
cial Consumer Protection Act in case of a 
dispute. 

“It was often not easy for migrant 

workers in Taiwan to access formal 
banking services due to the high costs of 
banks’ foreign currency remittance ser-
vices and limited business hours, as well 
as hindrances related to travel, work pat-
terns, and language,” a spokesperson for 
the FSC explains. “The new measures are 
expected to lead to small-amount remit-
tance services being operated through 
legitimate, secure, and transparent chan-
nels while incentivizing migrant workers 
to remit money through those channels, 
which may prevent them from getting 
scammed or resulting in disputes,” 

Service pioneers

As of mid-June, only two compa-
nies – Welldone Company and Eastern 
Union Interactive Corp. (EUI) – have 
been granted the new permit by the 
FSC. Welldone, which got its start as a 
contract manufacturer of batteries for 
Toshiba, launched its remittance business 
in October last year, followed by EUI 
this May. Welldone’s online micropay-
ment platform, Quickpay, generates a 
barcode that can be scanned at any of 
Taiwan’s main convenience store chains, 
after which the funds to be remitted are 
collected by the clerk. The recipient in 
the migrant worker’s home country col-
lects the payment from a local bank or, 
in remote areas, a cash-pick-up counter 

using another barcode on the same app. 
EUI, a local fintech firm, has devel-

oped several apps marketed to migrant 
workers from major labor-exporting 
countries to Taiwan, including Vietnam 
(VietMoney), the Philippines (PhilM-
oney), and Indonesia (IndoMoney). Their 
apps function similarly to Welldone’s 
Quickpay. 

“Compared to traditional banks 
and grocery stores, where people have 
to show up in person during oper-
ating hours to initiate transactions, and 
where the need for instant transfer of 
small amounts cannot be met, foreign 
workers can now wire their money over-
seas instantly by using the apps and 
completing the transaction at conve-
nience stores or ATMs,” says attorney 
Jaclyn Tsai, chairperson of the Taiwan 
FinTech Association and a former Min-
ister Without Porfolio. “It saves them 
the inconvenience of having to overcome 
the language barrier to communicate 
with someone in person and provides 
the added benefit of allowing foreign 
workers to send money 24/7.” 

Nevertheless, Tsai notes that statistics 
published by Taiwan’s Business Today 
magazine show that remittances made 
through Welldone and EUI currently 
account for only around 20% of money 

Local fintech firm EUI has developed several apps for migrant workers from major 
labor-exporting countries to Taiwan.

PHOTO: EUI

Attorney Jaclyn Tsai says that although 
apps for international money wiring are 
more convenient than traditional meth-
ods, utilization has been slow to grow.

PHOTO: LEE, TSAI & PARTNERS
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remitted by foreign workers from Taiwan 
to their home countries. “Given that the 
laws and the license are relatively new, 
there is still substantial room to grow 
foreign workers’ awareness of and trust 
in these new tools,” she says. 

More than 10 companies have since 
inquired with the FSC about the new 
permits. Among these is Taipei-based 
FastPay, a spinoff of a migrant worker 
brokerage firm that for now serves only 
the Filipino community. FastPay, which 
currently holds a manpower agency 
license and a mobile app security license, 
offers an app similar to those developed 
by Welldone and EUI. 

In addition to cash remittances, Fast-
Pay’s app also allows migrant workers 
to pay into the Filipino pension fund, 
make church donations, maintain an 
e-wallet, and pay their relatives’ utility 
bills. “The latter function is increasingly 
popular, as many migrant workers worry 
that their loved ones back home may 
spend the money in ways that were not 
agreed upon,” says Kate Valencia, Fast-
Pay’s operation manager. “The pandemic 
served as the underlying booster for our 
services, as the places where the foreign 
workers used to congregate were shut 
down, and many employers didn’t allow 
their foreign employees to go out.” 

FastPay charges between NT$99 
and NT$149 per transaction, compared 
to Taiwanese banks’ typical range of 
NT$350-500. Domestically, it promotes 
its service through sponsorship of cul-
tural events, such as the 2022 Fun Run 
held at the New Taipei Metropolitan 
Park on Philippine Independence Day in 

June. The company is also preparing to 
enter the foreign-worker remittance mar-
kets in the U.S., Canada, New Zealand, 
and Japan. 

Joseph Tseng, a corporate lawyer 
at the Taipei office of K&L Gates, con-
firms that Taiwan’s legal framework 
for the remittance business is at this 
point sound, as the service providers are 
required to perform KYC (know your 
customer) procedures – for instance, by 
requiring customers to present their ID, 
work permit, and passport in order to 
complete a transaction. This, he says, 
greatly reduces the risk of money laun-
der ing and fraud compared to the 
conventional way of sending the money 
through grocery stores and karaoke bars. 

Additionally, the funds received by 
the foreign worker remittance companies 
are secure, as they are either handed over 
to a trustee or backed by a guarantee 
from a financial institution. Such funds 
are prohibited from being commingled 
with the remittance company’s assets. 
The FSC is also authorized to, at any 
time, require companies to submit finan-
cial and asset reports and audits or retain 
an auditor to conduct an inspection of 
the company’s operations and financial 
reports. The commission mandates that 
overseas remittance services are limited 
to foreign workers only. 

“The main concern of Taiwan’s Cen-
tral Bank is not primarily anti-money 
laundering, but that the foreign exchange 
rate could be affected by a disorderly 
large capital outflow,” Tseng says. 
“Therefore, foreign worker remittance 
companies still need to complete cross-

border remittances through the banks.”
Tseng predicts that current limits for 

each foreign worker of NT$30,000 per 
transaction, NT$50,000 per month, and 
NT$400,000 per year will prove too low, 
and that they will thus need to be raised 
in the medium term.

On the macroeconomic side, Taiwan 
relies heavily on foreign workers to keep 
up with the surging global demand for 
consumer electronics, as well as for care-
giving, farming, supporting the island’s 
fishing fleet, and construction. The 
workers’ home countries, for their part, 
rely heavily on their remittances, with the 
Philippines, for example, earning 9.6% 
of its GDP through such transactions in 
2020, according to the World Bank.  

Nick Marro, the Economist Intelli-
gence Unit’s lead for global trade, notes 
that up until the advent of COVID-19 in 
2019, the number of foreign workers in 
Taiwan steadily increased annually. He 
predicts that this trend will reemerge as 
Taiwan gradually eases its border restric-
tions on inbound travelers. 

“The relatively stable economic out-
look for the next five years suggests a 
decent amount of job and income oppor-
tunities, particularly for foreign workers 
from developing Southeast Asia, given 
that salaries in Taiwan may be higher 
than what they might get back home,” 
Marro says. “As a result, we can likely 
expect the number of remittance trans-
actions to expand in parallel, creating 
some opportunities for fintech compa-
nies who want to get involved in this 
space, including by facilitating these 
transfers.” 

Taipei-based FastPay uses events such as the New Taipei migrant workers’ run to reach out to new customers.
PHOTOS: FASTPAY
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L ife in China was pretty good for 
Liu Yi-teng. During his six years 
there, he built a prolific career 

running a shoe factory. The salary was 
high: he was able to a�ord a house and 
a car, and his wife and two daughters 
were happy. 

B u t h i s f a m i l y membe r s ba ck 
home in Taiwan were getting old. “I 
didn’t want to have any regrets,” he 
said. So he moved back to Taiwan to 
take over the family business: coffee 
growing on a farm in Yunlin County’s 
Hebaoshan area.

That was over a decade ago. Since 
his return, Liu has used the busi-
ness chops he acquired in school and 
working abroad to cultivate his family’s 
coffee business – Guquan Coffee Farm 
in Yunlin County – into a more prof-
itable endeavor by turning it into an 
yitiaolong ( ), or one-stop enter-
prise. He does everything himself, from 
the growing to the roasting and pack-
aging, and has added tours, classes, and 
a co�ee shop to the business model. 

Without that model, he might have 
been unable to survive. Taiwan’s co�ee 
industry, while growing quickly, is still 
small. Domestically grown coffee rep-
resents only 10-15% of local demand, 
and much local coffee is purchased or 
consumed by local businesses or tourists 
visiting farms like Liu’s.  

Liu’s 2,500 Arabica, Robusta, and 

Liberica co�ee trees can produce about 
1.8 tons of coffee beans a year. High 
labor costs, he says, have presented a 
barrier to expanding his output. The 
other major stumbling block? The 
plants themselves.

The coffee plants used in Taiwan 
originally hail from regions like Central 
and South America, and researchers say 
these plants have not been able to thrive 
and meet their full potential in Taiwan’s 
climate, where only 35% of arable land 
lies in the middle to high altitudes. Liu’s 

farm in Hebaoshan, which sits at only 
200 meters above sea level, is far from 
what most co�ee experts would consider 
the ideal climate for growing co�ee.

Still, coffee used to thrive here. The 
Japanese made Yunlin a co�ee-growing 
region, exporting most of it as a luxury 
good during the colonial era.

“When I was a kid, the reason we 
could grow so much co�ee was because 
there was frost during the winters and 
the temperature difference between 
night and day was much greater, so 

STORY AND PHOTOS BY JORDYN HAIME

Can a New Bean Make Taiwan's 
Coffee Industry Boom?

Taiwan’s first domestically bred coffee bean could potentially help the island’s coffee 
farmers overcome agricultural and climate challenges.

S P E C I A L  R E P O R T

Fang Cheng-lun, known as Taiwan's coffee prince, showing off his coffee trees, 
already bearing fruit as early as April. 
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the coffee grown here was very high 
quality,” Liu says.

By the time Liu had returned from 
China, the climate had changed. 

“In the 10 years I’ve been back, I 
haven’t seen any frost, so the speed 
of growth is a little bit exaggerated,” 
he says. “When I was small, the time 
between flowering and maturing was 
about 10 or 11 months and then the 
beans could be picked. But now, the 
coffee is mature after only about eight 
months, so it’s much faster.”

This change has negatively affected 
the quality of Liu’s beans. So for the 
past decade, he’s been diligently exper-
imenting with di�erent co�ee varieties 
and processing methods to find which 
plants are most suitable to produce the 
highest quality and best flavor in this 
climate.

Chang Shu-fen, a researcher at the 
Council of Agriculture’s Chiayi Agri-
cultural Experiment Station, believes 
she may have the answer. For the past 
15 years, she and other researchers 
have been experimenting with coffee 
breeding to solve the problems that 
farmers like Liu have been experiencing. 

Years of painstaking research finally 
bore fruit last year with the develop-
ment of Tainung No. 1 ( ), 
Taiwan’s first domestically bred coffee 
bean, suitable to grow in high-, middle-, 
or low-altitude climates.

To create Tainung No. 1, researchers 
mutated an Arabica Bourbon plant until 

they ended up with a variety that exem-
plifies its most desirable traits. The 
result is a plant with smaller leaves, a 
co�ee berry yield 1.2 times greater than 
average, and a pure taste with a thick 
body and rich, nutty aroma.

“It should help farmers who are 
growing co�ee in this part of Taiwan,” 
Chang said. “There’s an opportunity 
for Tainung No. 1 to become the major 
co�ee variety in Taiwan.”

A growing industry

Many other coffee farmers have 
chosen a route similar to Liu’s, creating 
yitiaolong businesses and incorporating 
tourism as part of the business model. 

It’s a trend that’s grown alongside 
Taiwan’s blossoming US$2.76 billion 

co�ee-drinking market, which has been 
expanding by 20% a year, according 
to the U.S. Department of Agriculture. 
According to the International Coffee 
Organization (ICO), Taiwanese con-
sume about 2.85 billion cups of coffee 
annually and imports of coffee beans 
were worth US$263 million in 2020, an 
11% increase from the year before.

By comparison, Taiwanese drank 
about 204 cups per year in 2018 and a 
mere 36 in 1990.

Taiwan’s domestically produced 
green beans – or unroasted co�ee beans 
– represent only 3% of the imported 
volume. Still, the market has been 
growing: the annual yield has increased 
from about 700,000 kilograms in 2010 
to almost 1 million kilograms in 2020, 
according to statistics from the Taiwan 

Liu Yi-ting, left, shows off peeled coffee beans 
and holds up a just-picked berry, right, at the 
Guquan Coffee Villa in Yunlin County.

Below: Tainung No. 1 coffee berries in the early 
stages of growth.
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Co�ee Association (TCA).
Seeing these trends, more local 

farmers are trying to break into the 
market. Chang says some are even 
giving up growing tea to pursue coffee 
growing, which is seen as a more profit-
able endeavor. 

But high costs have also limited the 
local beans’ access to international mar-
kets and even domestic coffee shops, 
says Van Lin, known as the “godfather” 
of Taiwan’s coffee scene and owner of 
GABEE Cafe in Taipei. “When I go 
to buy coffee, I can actually spend the 
same amount of money to get a better-
quality foreign co�ee,” Lin says. 

“The challenge farmers are facing 
right now is the economy of scale,” 
says Alex Chou of Oklao Co�ee, a Tai-
wanese company that grows, roasts, 
and exports coffee. “One estate can 
be responsible for one to two acres of 
co�ee. But after their yearly yield, they 
might not earn their balance.” 

Climate change, too, has forced 
Oklao to raise its coffee prices after 
frosts and floods in Brazil damaged 
crops in recent years. Oklao also grows 
its own coffee on a farm in Laos, but 
has plans to start farms in Taiwan soon.

The Chiayi research team hopes 
Tainung No. 1 can resolve all of these 
tough agricultural and climate chal-
lenges. “Because Tainung No. 1 can 

adapt better and can be planted in low 
altitudes at high quality, it belongs to 
specialty coffee,” says Chang Jer-way, 
director of the Horticulture Division at 
the Chiayi Agricultural Experiment Sta-
tion. “This means that the farmers in 
lower altitudes can make more money 
because of the cost of the coffee. Their 
profits will be higher. That’s our pur-
pose. We hope much of what we grow 
can make a good profit.”

Some in the industry, like Wu Yi-
ling, vice president of the Taiwan Co�ee 
Association, say that this may be a lofty 
goal and remain skeptical of exactly 
how much Tainung No. 1 can do for 
the market. She says some farmers, 
many of whom get coffee plants from 
neighboring farms, still don’t know 
what co�ee varieties they are planting.

“I think it ’s a beautiful dream; 
whether it will come true or not, maybe 
in the future,” she says. “But I think the 
first thing you have to do is know what 
variety the farmers are planting right 
now. Because in Taiwan there are more 
than 20 different varieties; farmers are 
making hybrids by themselves.”

Coffee farmers, as well as Chou 
and Wu, all say that flavor is the most 
important factor, not just production 
yields. After all, as demand for specialty 
co�ee grows and farmers have to figure 
out how to balance costs, they’re more 

concerned with cultivating high quality 
rather than quantity. 

But Ta inung No. 1 s t i l l needs 
time before it hits local coffee shops. 
Researchers on the project say the 
variety was licensed to a company to 
produce more seedlings in October. 
From there, it could take at least three 
years for fruiting to begin after field 
planting, meaning the earliest it may be 
available for the public to try is 2025.

And tr ials are st i l l ongoing, as 
researchers want to continue experi-
menting with Tainung No. 1’s flavor and 
its resistance to diseases like co�ee rust. 
As of now, the trees have been grown 
only at the Chiayi Agricultural Exper-
iment Station, which sits at about 17 
meters above sea level. Even though it 
survives in this climate, “we predict that 
Tainung No. 1, if we planted it in higher 
altitudes, would maybe perform better,” 
Chang Jer-way says. “Of course, we 
must try first. But based on our research 
and our experience, it will.”

Lin of GABEE eagerly awaits the 
arrival of Tainung No. 1 to the market. 
“This will be a positive development 
for Taiwan’s coffee industry,” he says. 
“When we drink Guatemalan, we 
immediately know this is Guatemalan. 
So we look forward to, when we drink 
a cup of Taiwan-grown co�ee, thinking 
‘this is Taiwan’s distinctive flavor.’” 

Coffee trees in the high mountains of Alishan. Award-winning coffee farmer Fang Cheng-lun has installed a self-watering system 
that he says has helped his plants resist the impacts of climate change such as last year’s drought. 
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The global trend toward sustain-
ability and carbon reduction in 
industrial operations has attracted 

a growing number of companies in recent 
years. Significant among these enthusiastic 
new boosters for sustainable produc-
tion are major firms in the semiconductor 
sector, one of the world’s most resource-
intensive industries. 

Micron, a U.S.-headquartered manu-
facturer of computer memory and data 
storage products, has made substantial 
progress in implementing environmental, 
social, and corporate governance (ESG) 
principles at its operations worldwide. 
The company’s recent efforts are high-
lighted in its annual sustainability report, 

released this July. Some achievements 
covered in the report include securing a 
40% reduction in greenhouse gas inten-
sity between 2018 and 2021, as well as 
ensuring that 90% of waste was recycled, 
reused, or recovered last year. 

Now, Micron has established new 
targets to reach net-zero greenhouse gas 
emissions by 2050. In line with the Paris 
Agreement, the company seeks to achieve 
by 2030 a 42% absolute reduction in 
scope 1 emissions from calendar year 
2020. It also plans to expand the amount 
of renewable energy it purchases (scope 2) 
through steps such as its first renewable 
energy power purchase agreement (PPA), 
a 40MW solar project in Idaho that was 
announced earlier this year.

In Taiwan, where Micron stands as 
the largest foreign investor and employer, 
the company’s implementation of sustain-
ability measures has borne serious fruit. 
For example, its Taiwan facilities have 
reached 100% local waste abatement, and 
it has effectively reduced overall scope 1 
emissions intensity. In addition, this May 
Micron signed a PPA to construct a solar 
power installation in Taiwan that will 
boast 55MW of installed capacity. 

As for water, a heavily used resource in 
chip and electronics production, Micron 

has set an aspirational goal of reusing, 
recycling, or restoring 100% of the water 
used in its operations, with an interim 
goal of 75% by the end of 2030, despite 
expected double-digit annual produc-
tion growth. When Taiwan experienced 
a 286-day drought between October 
2020 and July 2021, impacting numerous 
businesses and residents, the response 
measures Micron implemented at its fabs 
ensured that they were able to continue 
operating unimpeded throughout the 
water shortage. It also joined hands with 
government agencies to cooperate in 
searching for water resources, demon-
strating its dedication to water restoration 
in Taiwan.
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A D V E R T O R I A L

Micron is Working to Enable a 
Sustainable Future for All
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Micron’s sustainability efforts extend 
to the facilities it maintains in Taiwan. 
Last year, the company’s new A3 plant in 
Taichung became its first facility to incor-
porate sustainable design concepts and 
was awarded LEED Gold, WELL, and 
Taiwan Green Building Material Council 
EEWH certification. The plant generates 
additional energy through roof-mounted 
solar panels, and it is specially designed to 
collect rainwater for various uses. Addi-
tionally, around 30% of the external area 
of the building is covered in foliage, and 
its modern design can help save up to 90 
million watts of electricity each year – 
equal to the annual electricity usage of 
25,685 Taiwanese households. 

A3’s d e s i gn a l so con t r i bu t e s t o 
Micron’s push to use water more sustain-
ably by conserving up to 16.3 million liters 
of water per year, enough to fill 6,500 
Olympic-sized swimming pools. Given the 
comprehensive nature of A3’s sustainable 
design, Micron plans to use the plant as a 
benchmark for future facilities to surpass 
as the company seeks to fulfill its sustain-
ability commitments.

Understanding that sustainable devel-
opment is not accomplished by any one 
organization or individual, but rather is 
a collective effort, Micron consistently 
works to influence its upstream and down-
stream suppliers to also adopt sustainable 
practices and seek out opportunities to 
cooperate with local governments. It also 
recently refinanced nearly US$3.7 billion 
in credit facilities, tying the interest rates 
to specific ESG performance metrics, 
a move that has positioned it as a top-
five corporate sustainability-linked credit 
issuer in the U.S. In October 2021, Micron 
published a green bond framework aligned 
with globally recognized Green Bond Prin-
ciples and in November issued a US$1 
billion green bond. 

In the future, Micron will continue 
to focus its efforts on several ongoing 
s u s t a i n a b i l i t y p r o j e c t s ,  i n c l u d i n g 
increasing the rate of recycling, reuse, or 
recovery of waste it generates globally 
to 95% by 2030. In fact, the company’s 
Taiwan operations stand out for already 
having exceeded this threshold, further 
evidence of the attention and investment 
the company has devoted to sustainability 
in Taiwan. 

A D V E R T O R I A L
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M ultinationals are currently buf-
feted by four forces of creative 
destruction (See Figure 1). Of 

these, the first and foremost is relent-
less competition that occupies so much 
of management’s time that little is left 
for anything else. Multinationals face 
not only the traditional competition 
from each other, but also from an ever-
growing number of new regional and 
local players. 

How has it become so easy for new 
market entrants to join in the com-
petition? One answer is the greatly 
expanded access to knowledge afforded 
by the internet. Before the advent of the 
internet, acquiring expert knowledge 
required spending years in universities 
in the U.S., Europe, or Japan. Now, you 
don’t have to travel overseas to get a 
degree from Harvard, MIT, Cambridge, 
or Oxford; all you need is a Wi-Fi con-

nection and a smartphone or laptop to 
take classes at these universities through 
platforms like Coursera.org or Edx.org. 
There is no need to take the SATs or 
fill out admissions forms. In fact, if you 
don’t require a certificate of course com-
pletion, you don’t even need to pay. It’s 
an all-you-can-eat buffet of knowledge, 
for free. This commoditization of knowl-
edge is one of the main drivers of the 
competition most incumbents face today.

The second reason behind the recent 
push for creativity and innovation is 
the digitalization of well-defined, rou-
tine tasks. Netscape founder Marc 
Andreessen expressed this idea memo-
rably in this quote: “Software is eating 
the world.” Armed with expert knowl-
edge, new entrants are using software 
to breach entry barriers that protected 
incumbents in the past. Think of the 
impact Uber’s business model has had on 
legacy businesses like Taiwan Taxi (

) – and Uber is not an outlier.
Software – and the speed and con-

venience it provides customers and 
suppliers – is challenging the deeply 
ingrained management practices of the 
Industrial Age. Those practices, though 
once a source of competitive advan-
tage, are now becoming a liability. For 

BY WILLIAM ZYZO

Encourage Creativity and Innovation in 
Your Organization

Management and leadership expert William Zyzo describes the four forces spurring multinationals 
to pursue creativity and innovation as a strategic imperative and provides advice on how global 

firms can overcome related challenges to retain their competitive advantage.

M A N A G E M E N T  P E R S P E C T I V E S

Figure 1
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example, digital natives – especially 
those who can design two-sided plat-
forms – are undermining the knowledge 
traditional executives and managers 
use to compete, lead, and manage their 
people and firms.

Third, routine work that cannot yet 
be digitalized is being outsourced to 
lower-cost markets. For Taiwan, that 
means to countries like Malaysia and 
the Philippines. These locations not 
only have a highly educated workforce 
that can work for lower wages, but they 
also have citizens who are fluent in both 
Mandarin and English (a quality that 
many talents in Taiwan still lack). 

Finally, work that cannot yet be auto-
mated or outsourced now consists of 
initiatives, projects, and tasks that are 
ill-defined, fragmented, dynamic, and 
unfamiliar. In Figure 2, these are the 
tasks that fall into Quadrants 2, 3, and 
4. Much of the work in Quadrant 1 is 
either already digitalized or outsourced 
or is in the process of becoming so.  

These four forces – increasing com-
petition, digitalization, outsourcing 
of routine work, and increasing com-
plexity and fragmentation of remaining 
work – are now becoming so pressing 
that multinationals in advanced econ-

omies like Taiwan cannot put them off 
any longer.

Sea change
 
For tunate ly , a so lu t ion to th i s 

dilemma already exists. The theory of 
knowledge for managing creative and 
innovative endeavors can be adapted to 
overcome the challenges being gener-
ated by the above-mentioned four forces. 
However, introducing creativity and 
innovation into an organization calls for 
systemic change. Because most organi-
zations lack experience enacting such 
changes, I recommend that managers 
and leaders first read Thinking in Sys-
tems by Donella Meadows. In addition, 
implementing this kind of transfor-
mation wil l require systematical ly 
integrating the following three ele-
ments: mindset, upskilling, and enabling 
resources (See Figure 3). 

A g o o d p l a c e  t o  s t a r t  i s  w i t h 
adopting the requisite mindset. In com-
pany cultures that promote creativity 
and innovation, the attributes for a 
mindset shift typically include curi-
osity, empathy, and agility. However, 
I advise against using an off-the-shelf 
list of attributes from another currently 

successful company, such as Netflix, 
SpaceX, or Spotify. Instead, kickstart an 
open-ended discussion and debate after 
reading Mindset: The New Psychology 
of Success by Carol Dweck of Stanford 
University and Teaming: How Organi-
zations Learn, Innovate, and Compete 
in the Knowledge Economy by Amy 
Edmondson of Harvard Business School.

The second and most challenging of 
the three-part solution will be upskilling. 
Every organization uses a tacit theory 
of knowledge that underpins how 
its people frame opportunities, chal-
lenges, and problems; how they lead 
and manage people and resources; and 
how they interact with each other and 
their customers, suppliers, and regula-
tors. This overarching philosophy, which 
management scholars often identify as 
“company culture,” is deeply ingrained 
in the organization. 

The prevailing theory of knowledge in 
most multinationals remains “command 
and control,” characterized by central-
ized decision-making. When market 
conditions are reasonably predictable 
and the work within the organization 
is mostly routine, “command and con-
trol” works like magic. However, when 
market conditions are dynamic and work 

Figure 2
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is non-routine, fragmented, and com-
plex, “command and control” is not as 
effective as some of the emerging new 
models. To get a sense of what your 
organization may need and how to get 
there, I recommend The Crux: How 
Leaders Become Strategists by Richard 
Rumelt and The Design Thinking 
Toolbox by Michael Lewrick, Patrick 
Link, and Larry Leifer. 

Now, the place where lasting changes 
in mindset and skillset show up is in 
both our behavior and action. What is 
the di�erence? By behavior, I mean how 
we interact with others; action is the 
work we do that contributes directly to 
the business results we seek. 

While actions should be self-explan-
atory, to instill conducive behavior I 
recommend role modeling, immediate 
coaching and feedback, and the use of 
enabling resources. 

Behavioral role modeling is inte-
gral to organizational progress. Without 
respectable role models, the proba-
bility of the initiative’s success declines 
precipitously. It is only when most of 
us see in our role models the expected 
behavior and its resulting response from 
others that we are willing to try some-
thing new. While a role model can be 

anyone, the recommended models are 
members of the leadership team, as 
their behavior tends to be emulated 
most readily. A good source of inspi-
ration on this topic is Simon Sinek’s 
Leaders Eat Last: Why Some Teams 
Pull Together and Others Don’t. 

Next, as with learning any complex 
skill, two things are essential: sus-
tained practice and immediate feedback. 
During practice sessions, you want to 
make sure that your people are asking 
for and receiving meaningful feedback. 
After learning a new skillset in a “safe 
space,” such as during a workshop, are 
they applying the new skillset in a real 
situation at work – for example, during 
a problem-solving meeting? Are people 
encouraging and supporting the transfer 
of the skills, language, and behavior? 
And are senior people deliberately 
point ing out which language and 
behavior they find helpful and why? 

Finally, in addition to transferring 
the requisite skillsets, your people will 
need resources they can access when 
in doubt. Do you have in place, for 
example, a dedicated in-house coach 
with whom they can set up a one-
on-one to clarify their concerns? Are 
relevant online resources easily avail-

able to them?
To confront the challenges facing 

most multinationals, we need to make 
our teams and organizations “creative 
and innovative.” The effort requires 
an integrated approach comprising a 
learning mindset, reskilling for collab-
oration, and behaviors that encourage 
and capitalize on the diversity of ideas, 
knowledge, and resources that currently 
lay unexploited in most organiza-
tions. However, as with any complex 
learning effort, this initiative also calls 
for vigorous debate, deliberate learning, 
and indefatigable persistence. Those 
who pull it off find that the results far 
exceed the toil and tears that the e�ort 
requires. 

Figure 3

William Zyzo is Managing Director of Z&A 
Knowledge Solutions, a firm specializing 
in customized solutions for management, 
managerial, and leadership communication 
challenges confronting American, Euro-
pean, and Japanese multinationals in Asia 
Pacific.
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Hong Kong native Antony Leung is a seasoned leader in the food and beverage (F&B) and retail 
industries, having developed and managed numerous multinational brands throughout Asia 
and Europe for more than 22 years. In 2019, Leung made a bold career change from fast-moving 
consumer goods to F&B when he accepted the position of General Manager of Pizza Hut Taiwan, 
and under his leadership the chain has experienced double-digit growth for three consecutive 
years. Leung attributes much of his managerial success to his people-centered management 
approach, love of food, and his team’s unrestricted creativity.

TOPICS Associate Editor Julia Bergström met with Leung at the Pizza Hut Taiwan office in July, 
where they discussed the importance of investing in employees, how to remain motivated at 
work, and the secret recipe for Pizza Hut Taiwan’s creations that have gone viral online. An 
abridged version of their conversation follows.

E X E C U T I V E  S U I T E

What prompted you to enter the 
F&B industry? What have been the 
most rewarding aspects of working in 
food and beverage?

I was drawn to the F&B industry 
firstly because I have a passion for food. 
What’s more, the food sector gives 
you the creative freedom to develop 
local flavors and concepts, so new ini-
tiatives start from the ground up. As 
a local GM, you get to see a project 
through the whole process, from idea to 
product, which allows you to develop 
an entrepreneurial spirit and gives you 
the satisfaction of completion. The 
most rewarding aspect of working in 
F&B is the explosive growth that I’ve 
experienced. When I started in my cur-
rent position, I had a lot to learn about 
everything, from food innovation to 
operation, and from digital transforma-
tion to growth of our physical outlets, 
and I’m still learning every day. Lastly, 
F&B is a people-oriented industry. It’s 
a rewarding challenge to figure out how 
to engage a team of thousands to work 
toward a common goal. 

What’s your biggest motivation at 
work? How do you work to motivate 
your team?

Apart from my passion for food, I’d 
say it’s the growth opportunities, which 

I would divide into three areas: my per-
sonal growth, my team’s growth, and 
business growth. I used to get bored 
with any assignment after about three 
years. The first year you learn, the 
second year you accumulate experience, 
and by the third year you’re basically 
on autopilot. But after stepping into this 
rapidly transformative industry, I find 
that I never stop learning. Growth of 
people is also a major source of moti-
vation for me. Our people are genuine 
and hardworking, and we coach them 
to shift from “work hard” to “work 
smart.” Over the past three to four 
years, I’ve seen people develop in their 
roles and witnessed their satisfaction 
with this. And if you and your people 
continue to develop, your business will 
grow as well. 

To motivate others, you need to 
be approachable and communicative, 
and to ensure that your people know 
you understand them. I spent my first 
six months in Taiwan traveling from 
region to region just talking to our 
employees. When I do this, I always 
ask them to tell me three wishes they 
hope I can help them fulfill. In Taiwan, 
there’s a culture of hesitancy toward 
raising a concern or request with one’s 
manager because it’s viewed as impo-
lite, so I like to challenge people to 

make wishes. Sometimes, colleagues 
may say they don’t understand why 
headquarters makes certain decisions, 
and it’s your job as a manager to both 
explain decisions and address con-
cerns. I still regularly go out with my 
Operations and Regional Coaches to 
listen to the teams. 

We have an excellent culture of rec-
ognizing achievement at Pizza Hut 
Taiwan, which is also important. F&B 
used to be a very disciplined industry 
that sparsely distributed praise, but 
now we organize a celebration after 
every milestone and breakthrough. 
Lastly, offering proper training is 
an essential aspect of maintaining 
employee motivation. 

Who would you say has had the big-
gest impact on you as a professional? 
What lessons did they teach you about 
doing business?

I would say Hanno Leung, my man-
ager at Proctor & Gamble (P&G) in 
Hong Kong when I started working 
there. Because internal promotions are 
common at P&G, your supervisor will 
likely invest a lot of time in coaching 
you – I would say half the time is 
spent doing business and half is spent 
coaching. Because of this culture, my 
boss imbued me with a strong belief 

Meet Antony Leung of 
Pizza Hut Taiwan
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that if you look after your 
employees, they will look after 
the business. Some may tend 
to focus on the business and 
ignore the people, but people 
are the key drivers of success. 

A t  J a r d i n e  R e s t a u r a n t 
Group and Pizza Hut Taiwan, 
we believe that the customer 
experience should exceed our 
employees’ experiences – if you 
don’t motivate your staff, your 
customers will never be happy. 
But it’s easier said than done, 
which is why Hanno had such 
an impact on me. Every week, Han-
no’s team would leave the office to do 
sports and other activities together. We 
became like a family – the bond was so 
strong that I really treated him like my 
big brother, and that brotherhood has 
persisted to this day. I was the first to 
be promoted at the time, and my team 
was the fastest growing because I was so 
motivated. That’s proof that if you take 
care of people, people will take care of 
business. 

The industry is currently facing a 
talent crisis. You might find investing 
in your staff risky, but consider the 
costs involved in finding good talent – 
headhunting fees, interview time, HR 
expenses – and if you can’t retain your 
talent, you will continue losing money 
because it’s a repeated cost. That’s why 
I believe it’s a worthwhile investment. 

When it comes to developing new 
flavors, Pizza Hut Taiwan is undoubt-
edly one of Taiwan’s most inventive 
franchises. How do you develop new 
flavors and concepts?

Taiwan is a crazy food market, and 
people are enthusiastic about food 
here. It’s also a digitally savvy market 
– on average, people in Taiwan spend 
more than eight hours per day on their 
phones, which is at least one hour more 
than the global average. That’s why 
we started looking at the social-digital 
sphere to understand our consumers 
via social listening. We found that local 
ingredients are the best driver for social 
buzz here, so we made use of big data 
to research the most searched-for ingre-
dients. We then put those ingredients 
on a table and asked ourselves, “can we 

match this with our pizza?” Of course, 
not all ingredients work, so we work 
with a “fail fast, learn fast” mindset. 
That’s how the stinky-tofu and bubble-
tea pizzas were born. After that, we 
started exploring foods that the Tai-
wanese enjoy eating, which is how the 
ramen pizza came about. Next, we 
began working with regional ingredi-
ents like coriander from Yunlin, which 
we also picked because it’s a real divider 
– you either love it or hate it. 

My team is truly passionate about 
food and loves to try different things. 
They’re unafraid to fail, and they’re 
digitally savvy, so they’re comfort-
able with finding new food trends and 
trying them out. One example is pop-
corn chicken, which remained in our 
pipeline for a year because we strug-
gled with how to launch it. But when 
a team member said they went to the 
night market and saw someone pair 
Oreos with popcorn chicken, we asked, 
“can we put it on pizza?” We ended up 
adding tempura and fried squid rings to 
the flaming popcorn chicken and Oreo 
cookies, and the pizza went viral. 

More than 60% of Pizza Hut Tai-
wan’s orders are placed online, making 
digitalization and digital marketing 
imperative for the brand’s success. How 
have you worked to transform your 
online presence in this market? 

The first step is to build a strong 
foundation with the right people and 
the right mindset – a growth mindset 
and a collaborative approach are vital 
to adapt to the everchanging dig-
ital experience. Pizza Hut Taiwan also 
invests heavily in innovation. As an 

early adopter of Appier (an 
AI-based digital marketing 
platform), for example, we 
improved our online conversion 
rate by 15% by pinpointing 
hesitant customers and pushing 
the right offer. Lastly, we want 
repeat customers, which is 
where our membership comes 
in. Pizza Hut Taiwan has a 
membership app with over four 
million members, which means 
one in six people in Taiwan is a 
member. 

How would you describe your man-
agement style? What are your strengths 
as a manager, and what would you like 
to improve?

I believe that if you take care of 
your people, your people will take care 
of business. You need to take the time 
to understand each individual’s needs 
and develop a plan that fits them. I 
strongly believe in empathy leader-
ship – being sensitive to your team 
members’ reactions and feelings. Some 
people will have one-on-one conver-
sations but not really listen, which is 
a waste of everyone’s time. I have a 
lot of conversations where I just ask, 
“do you have any wishes?” or “what’s 
the problem?” If you take action after 
those conversations, your team will 
know that you’re listening. 

Regarding areas of improvement, I 
think a problem for all managers is how 
easily connected we are through direct 
messaging. Every time I see something 
exciting, I’m tempted to forward it to 
my teammates, but if it’s the weekend 
or after office hours, some people 
may feel pressured to reply when they 
receive my messages.

What is your favorite way to unwind 
after a long week at work? What gets 
you recharged?

I like to travel to the mountains and 
seaside, either alone or with friends. 
Spending time in nature provides a 
peaceful feeling and a break from all 
the emails. I also enjoy hot springs, 
especially in Yangmingshan, and mas-
sages. Taiwan offers very professional 
massages at a reasonable rate, and I 
believe it’s good for your health, too. 
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