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Talwanese Fastener Suppliers
Challenges and Strengths After the
EU Repealed the AD Duties Against
Certain Chinese Fasteners
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Taiwan
Comparing Unit Prices Between [Exported (Quantity

i . Fasteners|(Tons) 2011 | 2012 2013 2014 | 2015
Taiwan and China to the 1,347,773|1,278,586|1,371,124|1,501,719| 1,470,992
Taiwanese fasteners are 50% more |//o'd
expensive than Chinese fasteners. It means in 2006 2007 2008 2009 2010
the whole world Chinese suppliers position -2 02 -2 80 -2 63 -2 36 -2 53
themselves through cheap fasteners; therefore, Value/Tons e 2012 2013 2014 2015

it does not work for Taiwanese suppliers.
Why? Marketing is a war between
companies, and the war field is

in the mind of consumers. When 4,500,000
a group of suppliers occupy a 4,000,000
position in the mind of consumers 3,500,000
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that Taiwanese prices are cheaper 1,000,000
than Western suppliers but they
are more expensive than Chinese
suppliers. In a simple word, they
are not really cheap.
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What are Taiwanese
Suppliers’ Challenges? 6,000,000

Opening the Western countries
market does not mean more costumers
for Taiwanese suppliers because of 4,000,000
the following challenges:
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3,000,000

A- Creating a new position:
Taiwanese fastener suppliers
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themselves in the mind of Western o
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from other business. In a simple
word, fastener business is a
CZERRIENSSEUCRE I U Value/ 5004 2007 2008 2009 2010 2011 2012 2013 2014 2015
wants to make a position for
itself, it should consider Philip Taiwan | 2.02$ | 2.80% | 2.63% | 2.36$ | 2.53% | 2.81$ | 2.80% | 2.67% | 2.70% | 2.64%
Kotler's book on “B2B brand
management”. In this book Prof.
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may improve the market of a B2B China
business. They are:

1- Risk Reduction: To reduce risks Price of Each Ton (USD)
involved in the buying process is 5.00
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2- Information Efficiency is of o /\-.\/3 *~—o
particular importance for the 2.00
purchase of very complex and
capital-intense items and systems.
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3- Image Benefit: The importance 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015
of added value is the highest for
being publicly visible.
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The percentage in the above graph shows the importance

| Inf ti Risk . . ..
B’L‘,?Sf?t "Ef‘}{c’{‘:n'c‘,’,“ Redl',ition degree of each item for a B2B business, and a companies is a
oo e mixture of the above three parameters. Some features like, price,
1% quality, delivery time, technology advantages, know-how are in

the risk reduction section.

Brand image is like the naming, mantra or visual identities,
B2B  aic. Most Taiwanese companies use their Chinese names that are
difficult to pronounce or abbreviations that are not memorable.

Normally, Taiwanese companies work in traditional ways, and
therefore, the information does not exist to transfer to the buyers,
and few modern companies do not like to transfer the information
to the outside of their factories.

B- Change is a difficult process. Taiwanese fastener suppliers should work on their positions and be patient for
entering the new markets.
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What is the Taiwanese Fastener Suppliers’ Opportunities?

Although low price always tempts any buyer in the whole world, it means low quality, too. Therefore, the combination
of low price and high quality can also be a strong leverage for suppliers to catch the mind of prospects. Taiwanese
suppliers and TAITRA in the head of them can introduce Taiwanese fasteners as an “Economical long lasting fasteners’
and this mantra can be a road map for Taiwanese fastener industry. o



