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Abstract 

The objective of Taiwanese government’s “One Town One Product” program is to 

promote Taiwanese specialties globally and to aid small enterprises in exporting their 

products to the world. It aims to make Taiwanese culture become more well-known and 

popular in an attempt to encourage consumption in OTOP products. However, due to the 

lack of knowledge about the local market and distribution channels, the huge cultural 

gap between European and Asian cultures, and the limited information about consumers, 

obstacles for OTOP products to be presented in French markets exist. These 

uncertainties then lead to companies’ unwillingness to export in European market since 

they might encounter great difficulties.  

This research aims to explore the potential of entering French market and to 

discover the possible entry modes that companies may choose taking into account of 

different factors which determine their success. By analyzing the distribution channels 

environment, competition, pricing strategies, consumer behavior and acceptance of new 

products and the cognition of Taiwanese cultures and products, this research offers 

useful information and recommendations for Taiwanese companies. Furthermore, a 

SWOT analysis is provided to define the strength, weakness, opportunities and threats 

that OTOP products may face in order to adopt the most appropriate strategy and to 

measure the risks involved. Different research methods are used in this research, such as 

literature review, field research and questionnaire.         

According to the research conclusion, French consumers feel interested in OTOP 

products and are willing to know more about Taiwanese products and culture. However, 

French consumer’s knowledge in Taiwan is generally insufficient and they usually find 
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difficulties in distinguishing Taiwan and China. As a consequence, Taiwanese 

government needs to focus first on promoting Taiwanese culture in order to increase 

people’s cognition in Taiwan. Besides, changing French consumers’ preference and diet 

habit may be a huge challenge for Taiwanese companies since French culture is 

influential and French consumers are usually very proud of it. Yet, as a country with 

many immigrants and under the influence of globalization, French consumers become 

more and more open and curious to exotic cultures. More, the increasing numbers of 

Asian students in France also stimulate the needs for Asian products.    

Finally, this research provides some recommendations for Taiwanese companies 

which seek to enter French market. Huge exporting and distributing costs and risks may 

be involved due to the unfamiliarity of the local distribution channels and the 

uncertainty of consumer’s behavior. Therefore, small enterprises should consider first 

exporting OTOP products to nearby countries in Asia. Once their products start to gain 

popularity and reputation is built globally, and French consumers have sufficient 

knowledge in OTOP products, they can start to consider entering French market. On the 

contrary, huge enterprises, which have more power and capital, can start with 

establishing close relationship with local distribution channels in France and 

communicating with them in order to meet each other’s goals and strategies, and to 

increase their interests and confidence in their products. What is more, the similarity 

between Taiwanese and Chinese cultures not only arouses difficulties for consumers to 

distinguish but also brings opportunities for Taiwanese companies. Since Chinese 

culture is becoming more and more popular, higher quality and safety could be the 

advantages of OTOP products to replace or compete with Chinese products    

Keyword: OTOP products, entry modes, distribution channels 
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Introduction 

1.1 Background and Motivation 

Nowadays, Taiwanese traditional industries are facing a downturn due to the 

emergence of modern industries and consumers’ decreasing interests. Products from 

these traditional industries are losing competitiveness since they cannot meet 

consumers’ needs anymore. As a consequence, companies in these industries are 

undergoing difficulties and fighting to survive by transforming themselves.  

In attempt to assist and preserve traditional industries which represent Taiwanese 

cultures and specialties, Taiwanese government conceived “One Town One Product” 

program which is based on “One Village One Product” program in Japan. This 

program aims to promote Taiwanese local products which are unique in terms of 

history, culture, art and special characteristics. These products are marketed and they 

usually symbolized Taiwan.  

The objective of this research is to discover French market in order to realize the 

possibility of entering into France and further into other countries in Europe. Existing 

researches rarely focus on European market. Thus, Taiwanese firms usually face 

difficulties for gaining the access to know more about European market and consumer 

behavior. Providing useful and practical information and analysis about French 

market and its distribution channels is then the motivation of this research. 

 As new entrants, OTOP companies may encounter these following challenges 

in French market: 

 Lack of knowledge in consumers’ preference and behavior. 
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 Unfamiliarity with distribution channels  

 Lack of competition information. 

 Difficulties in meeting French regulation and safety requirements. 

 Huge cultural gap between Europe and Asia.  

 Limited resources and high costs. 

Therefore, this research also aims to offer some recommendations for Taiwanese 

firms and government as to choose from the most appropriate strategy and entry 

mode.  

1.2 Research Purpose 

 The purpose of this research is to gain further insight into the French market and 

consumer behavior in order to realize the potential for the promotion and marketing of 

Taiwanese local cultural products in French market. Furthermore, by collecting data 

of the market and consumers and analyzing the competition and opportunities for the 

new entry into the market, this research aims to provide some useful information and 

recommendation for those who seek to promote Taiwanese local cultural products in 

France.  

 The specific purposes of this research are as follow: 

1. To explore the distribution channels in two main cities in France. 

2. To realize the preference and consuming behavior of consumers in France. 

3. To analyze the competition and the pricing of the similar products. 

4. To determine the potential distribution channels for Taiwanese local 

products. 

5. To provide information for the new entry into French market. 
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1.3 Research Scope 

This research focuses mainly on the French market so as to discover the 

consumer behavior and the retailing channels in France, also to find out the potential 

strategies for entering the European market. As to the source of data and field research, 

two main cities in the north of France, Paris and Lille, are the main emphasis in this 

research.  

According to Small and Medium Enterprise Administration (SMEA), OTOP 

products are divided into six different categories as follow: 

1. Arts and handicrafts 

2. Processed food 

3. Innovative and lifestyle products 

4. Local gastronomy 

5. Leisure products 

6. Festival products 

Among the categories above, the principle types of products in this research are 

arts and handicrafts, processed food and leisure products. More specifically, the main 

focus of products in each of these three categories is shown below: 

Table 0-1 Main focus of OTOP products 

Category Product 

Arts and handicrafts Pottery and porcelain, bamboo, glasses 

Processed food Sauce, cans, biscuits, cookies, frozen food 

Leisure products Message oil, cosmetics 
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1.4 Research Process 

 The research process is shown in Figure 1-1. Firstly, this research begins 

with problem statement in order to determine the research topic, and then, specifies 

the purpose, dimension and method of the research. Next steps are literature review 

and data collection about consumers, distribution and competition through field 

research and questionnaire in order to have a better grasp of the market. Then, based 

on the information collected, a further market analysis is completed. The research 

concludes with the results from the questionnaire and market analysis, then it states 

the challenges and opportunities. Finally, it provides recommendations for new entry 

into French market. 

More detailed explanation of each process is indicated as in the following. 

(1) Problem statement 

The problem statement is the topic of this research which is based on its 

background and motivation. In an effort to facilitate the promotion and marketing of 

Taiwanese local cultural products in Europe, especially in France, this research is 

conducted. The topic is to analyze the potential for new entry of Taiwanese local 

cultural products into French market.  

(2) Determining the research purpose, dimension and method 

The main purpose of this research is to gain further insight into the French 

market and its consumer behavior in order to provide useful information for 

Taiwanese companies who attempt to export Taiwanese local cultural products into 

European market. The dimension is French market and the source of data collection is 

in Paris and Lille. Field research and questionnaire research are both adopted for 



 

5 

 

exploring the market and consumers. 

(3) Literature review                                              

Researches and literature in promotion and marketing of Taiwanese local cultural 

products, market entry mode, and distribution channels strategies are reviewed and 

mentioned in an attempt to relate to the problem statement of this research. 

(4) Exploring the market and distribution channels in France 

Through information collected from different literature and articles, this research 

explores the market environment in France and its most dominating distribution 

channels which are the easiest and most efficient mediums to promote new products 

in order to catch the attention of potential consumers.  

(5) Field research in two main cities        

A field research is conducted in two main cities, Paris and Lille, in an effort to 

realize the intensity of competition and the retailing channels. The focus of this field 

research is on the channels where Asian products can be purchased, such as: large 

shopping malls, department stores, supermarkets, China town, Chinese supermarkets, 

furniture and decoration shops,                 

(6) Questionnaire design                                          

A French questionnaire is designed and divided into five parts for discovering 

consumers’ purchase intention and behavior, and to evaluate the degree of importance 

for consumers regarding to Taiwanese local cultural products when purchasing.   

(7) Data processing and statistical analysis about consumers               

After conducting a questionnaire survey, a statistical analysis is completed in 
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order to process data collected and to indicate consumers’ reaction and feedback after 

purchasing and potential consumers’ intention to purchase in the future.  

(8) Competition analysis for OTOP products in France 

By indicating the existing competitors for similar products and comparing 

different pricing strategies, this research aims to analyze the intensity of the 

competition in the market which could be an obstacle for new entrants. 

(9) Challenges and opportunities analysis for new entry 

A SWOT analysis is adopted for demonstrating the strength and weakness of 

Taiwanese local cultural products, and for showing the challenges and opportunities 

new entrants might encounter in the future.  

(10) Conclusions and recommendations                                          

According to the results of statistical analysis and the market analysis regarding 

consumers and distribution channels, this research concludes by indicating the 

potential for promoting Taiwanese local cultural products in France, and provides 

recommendations for new entrants into French market. 
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1.5 Research Concept 

 The research concept in this study is through three different means as shown in 

Figure 1-2: Literature and papers review, field research, questionnaire. 

  

Figure 0-2 Research Concept 

 

(1) Literature and papers review 

Both domestic and international literature and papers on the subject of market 

entry mode, French market environment, distribution channels and consumer behavior 

are reviewed and studied so as to be served as references in this research and to obtain 

a further analysis about French market and its consumers.  

(2) Field research 

For verifying the viewpoints from the papers reviewed and providing a more 

concrete analysis, a field research is carried out in Paris and Lille. The main focuses in 

this research are shopping malls, department store, supermarkets, Asian supermarket 

Research Method

Literature and 
papers review

QuestionnaireField research
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and handcraft shops. Although statistical data cannot be obtained through a field 

research, consumer behavior, prices, similar products, how products are presented in 

different distribution channels can be observed in order to have a better understanding 

of the market.      

(3) Questionnaire 

A French questionnaire with 32 questions from five different parts is designed to 

obtain the subjective opinions of people being surveyed in order to reflect general 

consumers’ purchase intention and purchasing behavior. A further statistical analysis 

is conducted for interpreting the data collected and for getting more concrete results. 

These data are collected in Paris and Lille which are two main cities in the north of 

France.   
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Literature Review 

2.1 Reasons for entering new markets 

 Firms usually have different motivations for entering into new markets. 

According to Root (1994), the new global economy has created business 

environments that require firms to abandon the traditional thinking of the domestic 

market but to look at business from a more international perspective. That is to say, 

firms are pushed to react differently in order to catch up with the new trend and to 

survive globally. Globalization is not only a new way of doing business but also 

brings tremendous opportunities and benefits to firms as stated Friedman (1999). 

Therefore, expanding into different markets in the world is the key to success since 

firms will benefit from it.   

(1) Theory of Hollensen (2008) 

Hollensen (2008) suggested two main motivations for internationalization as 

indicated in Table 2-1. These are proactive motives and reactive motives. Proactive 

motives aim to increase a firmr internatioe key ces and to lead in a market while 

reactive motives are reactions to pressure and competition. 

  



 

11 

 

Table 0-2 Motives for going internationally 

Proactive motives Reactive motives 

- Profit and growth goals 

- Managerial urge 

- Technology competence/unique 

product 

- Foreign market opportunities 

- Economies of scale 

- Tax benefits 

- Competitive pressure 

- Domestic market: Small and saturated 

- Overproduction/ excess capacity 

- Unsolicited foreign orders 

- Extend sales of seasonal products 

- Proximity to international customers/ 

psychological distance 

Source: Hollensen (2008), Jaroslav Ďaďo, Jan W. Wiktor, Agnieszka Żbikowska 

Generally speaking, reasons for going internationally can be categorized into 

three groups as following. 

 Economic reasons: To increase sales or to reduce production costs. 

 Market-related reasons: To increase market expansion and to seek out 

new customers. 

 Political reasons: To avoid restriction and regulations.  

(2) Theory of Liu (2010) 

 According to Liu (2010), firms have mainly 8 motives for going internationally. 

 International market expansion  

 Access to cheaper raw materials 

 Access to cheaper labors  

 Benefits in foreign countries 

 Increase synergies 

 Cost reduction 

 Avoid governmental regulation 

 Tax benefits 
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(3) Theory of Harrison, A. L., Dalkiran, E. and Elsey, E. (2000) 

 Harrison, A. L., Dalkiran, E. and Elsey, E. (2000) suggested two main 

factors as drivers for firms to go international. These are overarching factors and 

firm-specific factors. Overarching factors include primary motives (a firm’s objectives 

and aims), the changing international environment, country-specific factors. 

Firm-specific factors includes access to markets and resources and the need to reduce 

costs. 
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 Figure 0-3 Drivers to go International 

Source: Harrison, A. L., Dalkiran, E. and Elsey, E. (2000) 
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2.2 Entry strategy 

1. Internationalization process 

(1) Theory of Kotler and Armstrong (2001) 

According to Kotler and Armstrong (2001), there are five stages for a firm to go 

internationally as shown in Figure 2-2. Firstly, a firm should assess the pros and cons 

for going internationally in order to realize the potential opportunities and risks it 

might face. In other world, it needs to know if the firm is able to survive and to finally 

success globally. Second, it has to decide which market to enter according to its 

comparative advantages and strategies. Then, different entry modes should be 

considered so as to choose the most appropriate one which meets a firm’s strategy. A 

firm usually makes entry modes decisions depending on the level of controls, resource 

commitments and dissemination risks they would like to engage in the new market. 

Next, it moves to the question of using either a standardized marketing strategy or 

creating a new one for adapting to the new market since consumers in different 

markets might have completely different preference. Finally, it has to decide a global 

marketing organization which takes care of its international activities. According to 

Kotler and Armstrong (2001), a firm usually begins with setting up an export 

department, then an international division is created and finally they grow into a 

global organization.  
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Figure 0-4 Internationalization process 

Source: Kotler and Armstrong (2001) 

 

(2) Theory of Root (1994) 

According to Root (1994), in order to success, the selection of entry mode 

involves 5 steps as shown in Figure 2-3.  

A. Assessing products and foreign market: 

Firstly, a firm should choose products and target market they would like to 

engage in by assessing the risks and potentials.  

B. Setting objectives and goals. 

Objectives and goals of entering new market should then be set in order to 

direct employees and its management team. 

C. Choosing the entry mode. 

After assessing its competitive advantages, a firm should choose the best entry 

mode and strategies to assure its success. 

Decide whether to to go international or not

Decide which markets to enter

Decide how to enter the market

Decide global marketing programs

Decide global marketing organizations
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D. Designing the marketing plan. 

Specific marketing plan should be conceived for reaching and communicating 

potential consumers in new market. 

E. Establishing control system. 

 Operational activities should be closely monitored and controlled in order to assess 

the result. 

 

Figure 0-5 Elements of the entry strategy 

Source: Root (1994) 

2. Entry mode 

 Selecting a mode for entering a new market has become one significant strategic 

decision an international firm needs to make in today’s rapidly growing and 

internationalizing market as stated Hollensen (1998). Ekeledo and Sivakumar (2004) 

stated that the foreign market entry selection is highly significant for the company’s 

future performance and survival on the international markets. Companies have to take 

into account of different entry strategies for different target markets. According to 

Deresky (2000), managers should consider the best strategy to enter a specific market 
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and evaluate the risks and factors that different entry strategies might bring.  

As Root (1994) stated, an international market entry mode creates possibility 

for a company's products, technology, human skills, management or other resources to 

enter into a foreign country. That is, according to Bradley (2002), a decision of the 

level of resource commitment and control in the new market. This decision also 

relates to the risk of a firm depending on the strategy it takes. 

(1) Theory of Root (1994) 

Root (1994) suggested 3 market entry modes as shown in Table 2-2. These 

entry modes are mainly based on two concepts which are exporting its products to the 

target country from a production base outside the country, or transporting its resources 

in technology, capital, human skills to the target country and use the local resources to 

produce products for sale in local markets. 

Table 0-3 Entry mode  

Entry mode Export entry modes Contractual entry modes Investment entry modes 

Strategy 

● Indirect 

● Direct agent 

(Distributors) 

● Direct branch 

(Subsidiary) 

 

● Licensing 

● Franchising 

●Technical agreements 

● Service contract 

● Management contracts 

● Construction or turnkey 

contracts 

● Contract manufacture 

● Co-production 

agreements 

● Solo venture- 

New establishment 

● Solo venture- 

Acquisition 

● Joint venture- New 

establishment or 

acquisition 

 

Source: Root (1994) 

According to Root (1994), in export entry modes, a firm’s product is produced 

outside the target country and is transferred to it for the sale. As to contractual entry 
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modes, a firm aims to establish long-term non-equity relationship with a company in 

the target country in order to facilitate its sales and operation. On the contrary, in 

investment entry modes, it involves a firm’s high level of engagement and ownership 

in the target market.      

(2) Research of C. W. L. Hill et al.(1990) 

 In the research of C. W. L. Hill et al.(1990), they identified that much of 

international business literature focuses mainly on three different entry modes as 

shown below. Each entry mode has different level of control, resource commitment 

and dissemination risk. 

 Licensing or franchising: Non-equity contractual mode. 

 Joint-venture: Equity-based cooperative venture. 

 Wholly-owned subsidiary: Totally-controlled entry mode 

Different entry modes involves a different level of control over the foreign 

operation (Anderson and Gatignon, 1986; Calvet, 1984; Caves, 1982; Davidson, 1982; 

Root,1987). Control includes authority over significant decision-making about 

operation and strategies. The level of control is lowest for licensing and highest for a 

wholly owned subsidiary. Besides, according to Vernon (1983), each entry mode 

requires different resource commitments which lead to costs and assets dedication in 

the target market. Resource commitments are the lowest for licensing and highest for 

wholly-owned subsidiary which needs to invest largely in order to be presented in the 

new market. Finally, dissemination risk implies the risk that a firm’s specific 

advantages in know-how will be expropriated by a licensing or joint venture partner 

(Hill and Kim, 1988). Since a firmrce commitments which lead to costs and assets 
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dedicaadvantage (Casson, 1982, Caves, 1982), it should be careful when choosing the 

entry mode for new market so as to protect itself. The risk of dissemination is lowest 

for wholly-owned subsidiary and highest for licensing. Characteristics of different 

entry modes can be found in Figure 2-4. 

 

 

Source: C. W. L. Hill et al.(1990) 

 

Figure 0-6 Characteristics of different entry modes 

Source: Anderson and Gatignon (1986), V. Kumar – A contingency framework for 

the mode of entry decision 

(3) Theory of C.Y., Liu (2010) 

According to C.Y., Liu (2010), there are mainly two modes for entering new 

market. These are production in home country and production in target country. 

Production in home country implies using a firm’s resource at home country to 

produce and then export products to the target country. On the contrary, production in 
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target country implies transferring a firm’s technology, human resources, equipment 

and capital in the target country and combining the local resources in order to produce 

and sale at the target market. In addition, entry mode decisions can be divided into 

direct and indirect activities. Direct strategy involves high level of risks and 

complexity while indirect strategy involves lower commitments and risks. Generally, 

an international firm starts with production in home country and indirect investment 

in order to avoid the uncertainty and risk it might face when going internationally. 

After being more familiar with the target market, it would decide to engage itself 

more in it in order to increase its control. As indicated in Figure 2-5, production in 

home country includes indirect and direct exports while production in foreign country 

includes contractual mode – indirect, and investment mode – direct. 

 

 

Figure 0-7 Two foreign market entry modes 

Source: http://www.slideshare.net/kkjaisawal/ibl-42738813 
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2.3 Factors in the entry mode decision 

(1) Theory of Root (1994) 

 According to Root (1994), there are 4 external factors and 2 internal factors 

which affect manager’s foreign market entry mode decision as demonstrated in Figure 

2-6. 

 

 

Figure 0-8 Factors in the foreign market entry mode decision 

Source: Root (1994)  

 

(2) Theory of Hill, Kim and Huang (1990) 

Hill, Kim and Huang (1990) suggested three main variables which determine 

and influence the entry mode decision: strategic variables, environmental variables, 

and transaction-specific variables. These variables are shown in Figure 2-7.  
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Figure 0-9 Eclectic framework of the entry mode choice 

Source: Hill, Kim and Huang (1990) 

A. Global strategic variables 

 Global concentration 

When global competitive interdependence exists, firms can influence each other 

in any national markets in which they compete (Waston 1982; Kim and Mauborgne 

1988). Therefore, high control entry modes will be preferred since a frim cans have 

the ability to ask its subsidiaries in different countries to assist in the competition in 

order to benefit the firm as a whole.  

 Global synergies 

According to Willing (1978), global synergies increase when the firm’s 

resources are shared between the firm and its partners. The positive impact of global 

synergies can be actualized through enhanced innovative capability or cost reduction 

(Baumol, Panzer and Willing 1982). Therefore, when global synergies can be created 

and benefit the firm, it will choose entry modes with high level of control. 
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 Global synergy motivation 

Global synergy motivation involves the motivation to set up a strategy for 

future global expansion, a better position in competing with its rivals and to create 

efficiency maximization. Firms exercising global strategic motivations will prefer 

entry modes with high control since tight coordination is required for benefiting the 

overall organization (Hedlund 1986). 

B. Environmental variables 

 Country risk 

When the country risk of the target market is high, a firm would avoid its 

exposure to it by limiting its resource commitments in that country (Kobrin 1983; 

Vernon 1983; Bradley 1977). 

 Location unfamiliarity 

The greater the distance between the home and target country in terms of 

culture, economic system and business practices, the more likely a firm will prefer 

licensing or joint venture in order to limit its resource commitment due to the 

uncertainty of success (Anderson and Coughlan 1987; Davidson 1980; Green and 

Cunningham 1975; Johanson and Vahlne 1977; Kobrin 1983; Stopford and Wells 

1972). 

 Demand uncertainty 

As indicated Harrigan (1983), when future host demand for a firm’s product in 

the target country is unpredictable, a firm may be unwilling to invest huge resources 

since it can keep its sunk costs low when it decides to exit the market at the end. 
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 Intensity of competition 

When the intensity of competition in the target market is high, a firm will prefer 

entry modes which require low resource commitments since the target market will not 

be profitable. 

C. Transaction-specific variables 

 Value of firm-specific know-how 

When the value that can be generated and earned from firm-specific know-how 

is large, a firm will prefer to choose an entry mode with high control in order to 

protect its know-how from being expropriated by licensees or venture partners. 

 Tacit nature of know-how 

According to Nelson and Winter (1982) and Teece (1977), when the nature of a 

firm’s know-how is tacit, it is difficult to articulate. As a consequence, licensee or 

venture partners usually find difficulties to operate as expected. Therefore, in this case, 

a firm will favor high control entry modes so as to ensure the success of its 

international activities.  

(3) Ravelomanana, F., Yan, L., Mahazomanana, C. and Miarisoa, L.P. (2015) 

Ravelomanana, F., Yan, L., Mahazomanana, C. and Miarisoa, L.P. (2015) 

summarize factors influencing choice of foreign entry modes as indicated in Figure 

2-8. 

A. External facotrs 

According to Hollensen (2001) , there are six external factors influencing 
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company’s choice of foreign entry mode. These are showed below. 

 Socio-cultural distance 

 Country risk and demand uncertainty 

 Market size and growth 

 Direct and indirect trade barriers 

 Competitive environment 

 Small number of relevant intermediaries available 

 

In addition, De Búrca, Brown & Fletcher (2004) suggested the following 

additional external factors. 

 Laws and regulations 

 

Root (1994) also includes another additional factor as following. 

 Geographical distance 

 

B. Internal Factors 

Brassington & Pettitt (2000) suggested some internal factors which influence 

the choice of foreign market entry mode as shown below. 

 Speed 

 Costs 

 Payback 

 Long-term objectives 

 

Besides, according to Hollensen (2001), some additional factors are mentioned 

as following. 

 Company size 

 International experience 

 Product complexity and differentiation 

 Risks 

 Control 

 Flexibility 
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De Búrca, Brown & Fletcher (2004) includes one more internal factor:  

 Managerial Reasons 

 

Fredrik & Webster (1992) suggested another internal factor: 

  Relationships 

 

 

 Figure 0-10 Factors influencing choice of foreign entry modes 

   Source: Ravelomanana, F., Yan, L., Mahazomanana, C. and Miarisoa, L.P (2015) 
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French Market and Distribution Channel 

Analysis 

3.1 Market Overview 

1. France and the main cities 

As the largest country in Western Europe, France plays a significant role in the 

world economically, politically and culturally. It is a well-developed country with its 

GDP being the sixth largest and its economy being the fifth largest globally (World 

Bank, 2014). In addition, it is also one of the founding countries of European Union 

and has the second largest population in EU, amounted to 66,206,930 (World Bank, 

2015). People have high standard of life quality, education, social security system, 

human rights and freedoms.  

Its rich culture attracts more than 80 million of tourists every year into the 

country and makes it the most visited country in the world (World Bank, 2015). 

Tourism becomes one of the most important industries in France and this contributes 

enormously to its economy growth as well. With a capitalist economical system, 

French government processes a certain level of control in the country. Therefore, it is 

a country with combination of capitalism and socialism. Its government offers a high 

level of social welfares to its citizens. Labors are very well-protected and enjoy high 

freedoms and rights within different realms.  

The whole country is divided in 8 regions and 101 departments as shown in 

Figure 3-1 with its capital in Paris. Being a vast country and with many different 

neighboring countries, each region has its own unique culture and tradition. Important 
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cities are Lyon, Marseille, Lille, Bordeaux, Toulouse, Montpellier, Nice, and Nante, as 

shown in Figure 3-2.  

 

Figure 0-11 Different regions in France 

Source: wikimedia.org 

 

Figure 0-12 The main cities in France 

Source: CIA, The World Factbook, 2004 
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2. Population 

 Population in France is amounted to around 66 million and is increasing 

gradually each year. Being the second most populated country in Europe, right after 

Germany, its market is significant and is one of the most potential market in west 

Europe considering its purchasing power and population.  

(1) Total population by sex and age 

Total population by sex and age in France is shown in Table 3-1. Total female 

population is approximately 2 million higher than total male population. If we look at 

the population by age, we can find that 50 % of the total population is aged between 

20 to 64 years while 28 % is under 20 years and 22% is above 65 years. Besides, 

according to INSEE, with 2.01 children per woman, France has the second highest 

fertility in Europe, right behind Ireland. In EU, the average fertility rate is 

approximately 1.6 children per woman. This high fertility rate in France can be 

explained by its active family support policy, such as family allowance, tax allowance 

and long maternity leave. 

Table 0-4 Total population by sex and age in France 

 Male Female Total 

Total population 32 291 287 34 336 315 66 627 602 

Under 20 years 8 391 583 8 003 875 16 395 458 

20-64 years 18 550 750 19 161 177 37 711 927 

65 years and over 5 348 954 7 171 263 12 520 217 

Source: INSEE, population estimates (provisional data at the end of 2015) 
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(2) Immigration   

As to the immigration in France, there are 5.8 million immigrants live in France 

in 2013, which accounts for approximately 8.8 % of the total population according to 

INSEE. This number is forecasted to increase in the future. On the other hand, The 

amount of immigrants arrive in France each year reaches about 200,000 between 2004 

and 2012, which accounts for 0.3 % of the total population. This high level of 

immigration in France is mainly driven by its strong economic and political position 

in Europe and by its history of colonization. This increasing amount of immigration 

leads to more labor forces into France. 

A structure of nationalities of its immigration in 2012 is given in Table 3-2. 

Among all the immigrants arrived in France, immigrants with European nationalities 

are the most, which account for 46 %, while 30 % for African immigrants, 14% for 

Asians and 10% for Americans. European Immigrants are mainly from Portugal, UK, 

Spain, Italy and Germany. As to African immigrants, they mainly come from 

Maghreb region, such as Morocco, Tunisia and Algeria. Asian immigrants are mostly 

from China and Turkey.  
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Table 0-5 Structure of nationalities of immigration in France  

Nationality Number of immigrants in France in 2012 (%) 

Total 100 

Europe 46 

Portugal 8 

UK 5 

Spain 5 

Italy 4 

Germany 4 

Romania 3 

Belgium 3 

Russia 2 

Switzerland 2 

Poland 2 

Africa 30 

Morocco 7 

Algeria 7 

Tunisia 3 

Asia 14 

China 3 

Turkey 2 

America 10 

É tats-Unis 2 

Brésil 2 

Source : Insee 
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(3) Household structure  

Regarding to the household structure in France, according to INED, there are 

approximately 2,740 families in the whole country. As shown in Table 3-3, couples 

household account for 54 % of the total households while one-person household is 34 

%, single-parent family is 9 %. It is predicted that the number of single-parent 

families is increasing in the future at a rate of 9 %. Therefore, there is a trend for a 

smaller household structure in the future which would affect the form of consumer 

spending in France and companies would tend to produce and sell more products for 

small families, such as changing the size and packaging of products.   

Table 0-6 Household structure in France 

Household Number of households 

One-person household 9,512,171 

Couples 14,888,523 

Single-parent family 2,434,402 

Other non-family households 732,817 

Overall 27,567,914 

Source : INSEE, Population censuses 

3. Consumer spending 

(1) Personal disposable income and consumer spending trend 

As indicated in Figure 3-3, personal disposable income in France is increasing 

year by year, it reaches 342,358 EUR million in the third quarter of 2015. A 

remarkable difference can be observed in 1950 with its record low of 2,580 Euro 

millions. Besides, a growing consumer spending trend is shown in Figure 3-4 with a 

peak in 2015 which amounts to 288,816 EUR million. This growing trend is mainly 

led by the growing of personal disposable income. In other words, people have more 

income to make consumption and this stimulates the economic activities. 
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Figure 0-13 Personal disposable income in France 1950-2015 (Euro millions) 

Source: Trading Economics 

 

 

Figure 0-14 Consumer spending trend in France 1950-2015 (Euro millions) 

Source: Trading Economics 

(2) Inflation 

Inflation is another factor to affect consumer spending since it decides the 

purchasing power of consumers following the increasing change of the price of goods. 

When inflation occurs, consumers’ ability to pay for goods decreased and they would 
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tighten more their spending budget. Inflation rate in France is shown in Figure 3-5, 

which includes both historical data from 2010 to 2015 and a future forecast until 2020. 

As we can observe, the level of inflation has been decreasing from 2010 to 2015, 

which explained why consumer spending has been increasing during the past years. 

Especially, an extremely low inflation rate of 0.15 % has been achieved in 2015. 

Nevertheless, inflation in France is predicted to increase every year from 2016 and 

might reach 1.66 % in 2020. 

 

 

Figure 0-15 Inflation rate from 2010 to 2020 (Historical data and forecast) 

Source: Statista 

(3) Unemployment 

Unemployment is also another key point to the change of total consumer 

spending in France considering that a high unemployment rate indicates less 

disposable income could be generated and to stimulate spending. Figure 3-6 shows 

the unemployment rate in France from 2003 to 2015. From 2006, unemployment 

started to decrease until it reached a relatively low of 7.2 % in 2008. Yet, after 2008, 

the rate began to go up and has remained higher than the period between 2003 and 
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2006. In 2015, it is approximately 10.2 %. However, in spite of the increasing trend of 

its inflation rate, the percentage of female employment is increasing due to the active 

supportive family policy. Nowadays, 85 % of women enter the workplace and this 

phenomenon not only increase the gender equality of the society but also increase the 

household income. 

 

 

Figure 0-16 Unemployment rate in France 

Source: INSEE 

3.2 Distribution Channels Analysis 

1. Retail channels overview 

 In France, the number of retail channels is growing each year as indicated in 

Table 3-4. In 2014, it amounted to 216.6 billion for sales revenue. On the other hand, 

the amount of sales points of retail channels is increasing in both cities and suburbs 

under different forms, such as hypermarkets or minimarkets. This shows a positive 

growth trend for the future of retail channels in France and its importance in the 

distribution system in the country. Since retail channels are where most consumers 



 

36 

 

make their daily consumption, they should be the first concern for new entrants in 

order to reach potential consumers and to enlarge their market shares in the future.  

 

Table 0-7 Sales revenue of retail channels in France 

 2009 2010 2011 2012 2013 2014 

Sales revenue (Euro billion) 195.2 200.1 206 211.5 214.1 216.6 

Sales points(Thousand) 126.5 126.1 125.7 127.5 128.1 128.5 

Source: Euromonitor International (2015) 

2. Different retail channels 

(1) Sales revenue 

Among all the other retail channels, hypermarkets are the ones which generate 

the most sales revenue each year and account for approximately 40 % of the total 

revenue of retail channels in virtue of the diversity of the products they offer for 

meeting the needs of consumers. However, due to the large size of hypermarkets and 

high price of renting in the city, they are usually located far from the city centers or in 

suburbs where situate most of the commercial areas. Hypermarkets are usually set up 

with large free parking areas in order to provide more convenience for consumers.  

Supermarkets are the second largest retail channels in France, which account 

for 27% of the total retail channels revenue. They usually situate in the city and are 

well-located in the center in order to reach more potential consumers. Being limited to 

their sizes which are much smaller than hypermarkets, the dimension of their products 

is usually smaller and they provide mainly the most needed or sold products.  

Besides, convenient stores are less popular in France than in Asia, which 

account for 3.8% of the total retail channels revenue. They are mostly situated near 

schools, residential areas or in city center, and their pricing are usually a lot higher 
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than in hypermarkets or supermarkets. Sizes of convenient stores are relatively small 

and the variety of products is very limited.  

 

 

Table 0-8 Sales revenue of different retail channels in France (Euro billion) 

Retail channels category 2009 2010 2011 2012 2013 2014 

Hypermarket 80.8 83.3 86.3 88.2 89.4 90.5 

Supermarket 53.1 54.6 56.1 57.8 58.4 59.1 

Convenient store 6 5.9 6.1 6.4 6.5 6.7 

Discount store 16 16.4 16.7 17.2 16.9 16.7 

others 2.1 1.9 2 1.9 1.8 1.8 

Total 158 162.1 167.2 171.5 173 174.8 

Source: Euromonitor International (2015) 

(2) Market share 

As shown in Table 3-6, among all retail channels, convenience stores have the 

most sale points in France while the second most common retail channel is 

supermarkets. This phenomenon can be explained by the relatively low costs of 

convenient stores which usually have smaller size and easier to be operated. 

Furthermore, discount stores are also common in France since its cheap price attracts 

attention of consumers. Besides, supermarkets see their growth in recent years 

because of the convenience they bring, such as delivery service and drive through 

service. 
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Table 0-9 Numbers of different retail channels in France 

Retail channels category 2009 2010 2012 2013 2014 

Hypermarket 1591 1607 1655 1683 1705 

Supermarket 7398 7576 7763 7775 7785 

Convenient store 8785 8838 9024 8935 8908 

Discount store 4539 4713 4651 4548 4451 

Source：Euromonitor International (2015) 

 

 (3) Retail channels under different groups 

As to retail channels under different groups for hypermarkets, we can see that E. 

Leclerc has the most sale point as shown in Table 3-7. According to USDA (2014), E. 

Leclerc, Carrefour、Auchan、Geant Casino and Intermarche Hyper account for 65 % 

of the whole market share altogether. 

Table 0-10 Retail channels under different groups - hypermarket 

Group Number 

E. Leclerc 515 

Carrefour 242 

Auchan 143 

Geant Casino 117 

Intermarche Hyper 84 

Hyper U 71 

Cora/Record 59 

Source：USDA (2014) 

For supermarket, Intermarche Super has the most sale point followed by 

Carrefour Market, Franprix, Super U, and Casino as indicated in Table 3-8. 
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Table 0-11 Retail channels under different groups - supermarket 

Group Number 

Intermarche Super  1363 

Carrefour Market  969 

Franprix  882 

Super U  773 

Casino/Hyper Casino  410 

Simply Market/Atac  386 

Monoprix  300 

Source：USDA (2014) 

If we look at retail channels under different groups as in Table 3-9, we can tell 

that E. Leclerc has the largest market share, which accounts for 6.4 %, followed by 

Intermarché, Carrefour, Carrefour Market, and Auchan. 

Table 0-12 Retail channels under different groups (in %) 
Group 2012 2013 2014 

E Leclerc 6.2 6.4 6.5 

Intermarché 5.7 5.8 5.9 

Carrefour 4.8 4.8 4.8 

Carrefour Market 3.8 3.8 3.9 

Auchan 3.9 3.8 3.7 

Super U 2.9 3 3 

Lidl 1.7 1.7 1.6 

Leroy Merlin 1.4 1.4 1.4 

Géant Casino 1.3 1.2 1.2 

Cora 1.2 1.1 1.2 

othen 67.1 67 66.8 

Total 100 100 100 

Source：USDA (2014) 

Besides, discount stores become more and more popular in France. As in Talbe 

3-10, Lidl has the most sale point followed by Aldi、Dia、Leader Price and Netto. 

Huge groups of hypermarkets and supermarkets are also competing in discount stores 
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market by merging little discount stores. A monopoly trend is predicted to control the 

retail channels in the future.  

Table 0-13 Retail channels under different groups – discount store 
Group Number 

Lidl 1533 

Aldi 914 

Dia 865 

Leader Price 673 

Netto 325 

Le Mutant 98 

Norma 72 

Source：USDA (2014) 

3. Retail channels - malls and department stores 

Market shares of malls and department stores are shown in Table 3-11. Galeries 

Lafayette is the most important retail channel which has a market share of 35 % and 

its revenue accounts for 54 % of the whole market revenue. Its main products are 

luxurious items. In addition, Galeries Lafayette and Printemps are the two main retail 

channels for malls and department stores. They occupy approximately 92 % of the 

whole market share.  

Table 0-14 Retail channels – malls and department stores (in%) 

Group 2012 2013 2014 

Galeries Lafayette 35.4 34.6 34 

Printemps 25.9 26 28 

Babou 7.1 7.1 6.2 

BHV 7 6.9 5.6 

Le Bon Marché 4.6 4.5 4.5 

Tati 2.6 2.7 4.1 

Other 17.4 18.2 17.6 

Total 100 100 100 

Source：Euromonitor International (2015) 
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4. Online shopping  

The emerge and fast growth of smartphone, and the pervasion of internet change 

the consumer behavior around the world since they can purchase things anywhere and 

anytime they prefer without considering the boarder. Online shopping has become 

more and more important in France and internet is another platform for enterprises to 

communicate with consumers. As shown in Table 3-12, apparel and Footwear are the 

most purchased products, which account for 18 %.Media products, consumer 

electronics, food and drink are also important products online.  

Table 0-15 Product consumption online (in million euro) 

Product 2011 2012 2013 2014 

Apparel and Footwear 3,031.20 3,551.20 4,058.20 4,637.20 

Beauty and Personal Care 418.7 444.5 470.5 489.9 

Consumer Appliances 565.6 591.4 631.2 681.2 

Consumer Electronics 2,635.50 2,651.60 2,701.80 2,791.80 

Consumer Healthcare 103.4 113.9 127.2 137.3 

Food and Drink 2,295.70 2,590.90 2,887.80 3,221.40 

Home Care 37.7 41.2 45.2 49.7 

Home Improvement and 

Gardening 

227.4 231.9 250.7 265.9 

Housewares and Home 

Furnishings 

320.5 322.3 328.5 335.3 

Media Products 3,165.70 3,528.80 3,906.30 4,322.00 

Personal Accessories and Eyewear 331.6 359.7 388.5 427.7 

Pet Care 92.7 97.1 103 108.3 

Traditional Toys and Games 281.3 321.6 403.8 427.1 

Video Games Hardware 69.4 66.7 66.6 78.8 

Other Internet Retailing 4,481.70 5,294.40 6,363.50 7,755.70 

Internet Retailing 18,058.10 20,207.00 22,732.90 25,729.10 

Source：Euromonitor International (2015) 
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As to the market share of online shopping platforms, we can tell from Table 3-13 

that Amazon is the most dominating platform in France, followed by Cdiscount. 

Furthermore, eBay, Vente-privee.com, La Redoute are also other important platforms 

consumers use for online shopping. 

Table 0-16 Online shopping platform (in %) 

Platform 2011 2012 2013 

Amazon 5.4 6.1 6.9 

Leclerc 1.7 3.5 4.7 

Cdiscount 4.5 4.8 5 

eBay 3.6 4.1 4.7 

Vente-privee.com 3.1 3.3 3.4 

La Redoute 4 3.5 3.1 

Nespresso 1.6 1.7 1.7 

3 Suisses 2.3 2 1.8 

Fnac 1.5 1.5 1.4 

Source：Euromonitor International (2105) 

 

3.3 Competition Analysis 

Regarding to the competition analysis, this part will focus mainly on processed 

food products and handicrafts which are the key products of this research in order to 

provide more precise information about the intensity of the competition for new 

entrant into French market. 

1. Processed food products  

The competition in processed food products industry, as shown in Figure 3-7, is 

composed of Asian products made in Europe, different types of Asian products made 

in Asia, similar Asian products under different brands.    
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Figure 0-17 Competition in processed food products industry 

(1) Asian products made in Europe 

In most of the distribution channels in France, there are often some Asian 

processed food products. However, they are mostly made in Europe and the taste of 

products has been changed to adapt to the diet preference of French consumers. Food 

products exported directly from Asia are very few in the shops. This could cause an 

obstacle for new entry since these retail channels are where most French consumers 

purchase their food ingredients.  

 (2)  Different products made in Asia 

 Different food products exported from Asia are another contributor to 

competition in this industry. For example, the competition between Chinese and 

Japanese food products. Since the budget of consumers for food products is limited, 

they usually have to choose between different Asian products, therefore, this lead to a 

competition. In France, the dominating Asian food cultures are mainly Chinese and 

Japanese.     

  

Competition

Asian products made in Europe

Similar Asian products under 
different brands

Different types of Asian 
products made in Asia
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(3)  Similar Asian products under different brands 

 Another form of competition in processed food industry is the competition of similar Asian 

products under different brands. For example, the same product such as soy sauce under Chinese, 

Japanese, Korean or Thai brands. This causes a direct competition for Taiwanese products to enter the 

market.  

However, the main contributor to the competition would be Chinese and 

Japanese products. First of all, Chinese products are usually the cheapest among all 

the other products. They could compete directly with Taiwanese products because of 

the high similarity of food culture , the diversity of product categories and its low 

pricing. Secondly, since Japanese culture gains huge popularity in France, consumers 

are attracted by Japanese products in spite of the high pricing. In France, Taiwanese 

processed food products are very few. Furthermore, the main consumers are 

Taiwanese students in France instead of French consumers. Table 3-14 indicates 

competing products in different retail channels. 

Table 0-17 Competing products in different retail channels 

Retail channels Competing products 

Large supermarket 
Asian products made in Europe, mainly 

Japanese products 

Asian supermarket 
Chinese, Japanese, Vietnamese, Indian, 

Thai, Korean products exported from Asia 

Korean and Japanese market 
Korean and Japanese products exported 

from Asia 

Department store 
Asian products made in Europe, mainly 

Japanese products 

Traditional market Chinese, Japanese, Vietnamese products 

Restaurant Chinese and Japanese products 

Online shopping Chinese and Japanese products 

Source: Field research 
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2. Arts and handicrafts 

 As to the competition in arts and handicrafts industry, handicrafts made with 

bamboo are the most common products in France while handicrafts in glass are only 

few in the market. The most popular bamboo made products are baskets, indoor 

decoration, lanterns, chairs, cupboards, tables and boxes. These products are mainly 

fabricated in Asia and are sold in furniture shop, indoor decoration shops, department 

stores, Asian handicrafts shops and Asian supermarkets. Also, since bamboo products 

are getting more and more popular in France because they represent Eastern culture, 

French people are often attracted by their exoticness. Besides, products in porcelain 

are also popular in France. They are mainly in the form of plates, bowls, saucers, 

vases with traditional Chinese style pattern. 

3.4 Price Comparison among competitors 

The results of price comparison among competitors are made through field 

research observation. In order to indicate different pricing strategies of competitors 

for new entrants into the market, different tables are used to show the pricing of 

products, distribution channels and strategies. 

1. Price comparison of different channels  

(1) Processed food products 

Pricing strategies of different distribution channels are shown in Table 3-15 and 

are explained in the dimension of pricing, targets, strategies and sources of products. 

Regarding to the pricing, the cheapest channels are Chinese supermarket and online 

shopping while the channels with highest price are restaurants and department stores. 

As to the target and strategy of each channel, large supermarkets, department stores 
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and traditional market focus mainly on French consumers in order to provide exotic 

food products and to adapt to French consumers’ diet habit. In addition, most of their 

products are made in Europe. On the contrary, Chinese supermarkets and restaurants 

target more for Asian consumers to provide food products exported directly from 

Asia.  

Table 0-18 Pricing strategies of different distribution channels for food products 

Distribution 

channels 

Pricing Target Strategy Source 

of 

products 

Larger 

supermarket 

Medium-low French consumers Provide exotic food 

products and adapt to 

French consumers’ diet 

habit 

Europe 

Chinese 

supermarket 

Low Asian and French 

consumers  

Provide Asian food 

products for Asian 

consumers 

Asia 

Department 

Store 

Medium-high French consumers Provide exotic food 

products and adapt to 

French consumers’ diet 

habit 

Europe 

Traditional 

market 

Medium-low French consumers Provide exotic food 

products and adapt to 

French consumers’ diet 

habit 

Asian 

and 

Europe 

Restaurant High Asian and French 

consumers 

Provide Asian food for 

both Asian and French 

consumers  

Asia 

Online 

shopping 

Low Asian and French 

consumers 

Provide time-saving and 

convenient shopping 

service for consumers 

Asian, 

Europe 

Source: Field research 
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(2) Arts and handicrafts 

The pricing strategy of each distribution channel for Asian arts and handicrafts 

are shown in Table 3-16. Department stores and art boutiques have the highest prices 

while Asian handicrafts shops and traditional markets are the cheapest channels. As to 

the target and strategy, apart from Asian handicrafts shops which target specifically 

for Asian consumers, most of other channels sell their products mainly to French 

consumers for providing exotic arts and handicrafts for indoor decoration. If we look 

at the sources of products, the suppliers of furniture and decoration shops and 

department stores are from Europe and Asia. On the contrary, Asian handicrafts shops, 

traditional markets and art boutiques obtain their products directly from Asia. 

 

Table 0-19 Pricing strategies of different distribution channels for arts and handicrafts 

Distribution channels Pricing Target Strategy Source of 

products 

Furniture and decoration shop Medium French 

consumers 

Provide exotic 

handicrafts 

Europe 

and Asia 

Asian handicrafts shop Low Mainly Asian 

consumers and 

few French 

consumers 

Provide Asian 

handicrafts for 

Asian consumers 

Asia 

Department Store High French 

consumers 

Provide exotic 

handicrafts 

Europe 

and Asia 

Traditional market Low French 

consumers 

Provide exotic 

handicrafts 

Asia 

Art boutique High French 

consumers 

Provide exotic 

handicrafts 

Asia 

Source: Field research 
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2. Price comparison of processed food products from different countries 

Processed food products from different countries are compared in Table 3-17. 

Generally speaking, food products from Japan and Korea usually are the most 

expensive while food products from China, Vietnam and Thailand are the cheapest. 

Taiwanese products are very few and are priced at medium level as Indian products. 

Food products from France or Europe are medium high but more diverse. 

Table 0-20 Price comparison of processed food products from different countries 

Region Pricing 

Japan High 

Korea High 

China Low 

Taiwan Medium 

Vietnam Low 

Thailand Low 

India Medium Low 

France or Europe Medium high 

Source: Field research 

3. Price comparison of different products 

As for the comparison of different product types, results are shown in Table 3-18. 

This part is divided into two categories, processed food products and arts and 

handicrafts.  

In the category of processed food products, snacks, rice and noodles are priced 

between 1~4 euros. Frozen food products are between 3.5~10 euros while cans and 

pickles, spices and condiment are usually priced between 2.5~6 euros. Pricing for tea 

is more volatile because of the different quality and types of tea. It ranges between 

3.5~100 euros for 100 grams. 

For arts and handicrafts, small or medium size of pottery ad porcelain products 
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are between 2~15 euros. Prices of bamboo-made products are volatile according to its 

size. Usually, small bamboo-made products are between 4~50 euros while large-sized 

are between 50~350 euros. The same pricing is strategy based on the size of products 

is adopted for glass-made products. Small glass-made products are priced between 

5~50 euros while large-sized ranges between 50~150 euros.  

Table 0-21 Prices for different types of products 

Processed food products Pricing 

Frozen cooked food 3.5 ~ 8 euros 

Frozen raw food 3.5 ~ 10 euros 

Snacks  1.5 ~ 4 euros 

Cans and pickles 2.5 ~ 5 euros 

Spices and condiment 2.5 ~ 6 euros 

Rice and noodles 1 ~ 3 euros 

Tea 3.5 ~ 100 euros (100g) 

Arts and handicrafts Pricing 

Small bamboo-made products  

(Baskets, boxes, decoration) 

4 ~ 50 euros 

Large bamboo-made products  

(Furniture, chairs and tables, bed, 

cupboards) 

50 ~ 350 euros 

Pottery and porcelain products 2 ~ 15 euros 

Small glass-made products 5 ~ 50 euros 

Large glass-made products 50 ~ 150 euros 

Source: Field research 
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3.5 Consumer Analysis 

1. Consumer preference 

French cuisine has always been the most dominating food culture in France 

because of its richness in diversity and its delicacy. Being declared a “world heritage” 

by UNESCO, it is still the most popular cuisine in the country. Consumers usually 

consider French food as their first choice when deciding to dine outside. Therefore, it 

creates difficulties for foreign cuisines to change the dining tradition of French people. 

However, Italian food is in vogue in France. It usually competes with French food in 

the market and the frequency of people having Italian food is getting higher and 

higher.  

 Besides, being the country with the most immigrants in Europe, its culture 

becomes a mixture of many different cultures. As a result, different food culture enter 

into the country and more and more French people tend to choose exotic food when 

dining outside or cooking. As to exotic cuisines in France, there are mainly Chinese, 

Japanese, Indian, Arabian, Vietnamese restaurants. Chinese and Japanese food is the 

most prevalent foreign cuisine, apart from Italian cuisine, in France. Also, Arabian 

food such as, Moroccan, Tunisian and Algerian food are popular because of the huge 

amount of immigrants.  

2. Increasing need for convenient and time-saving products  

French consumers’ need for more convenient and time-saving food products is 

increasing every year. This trend can be explained by several reasons as shown below, 

which contribute largely to the growth of convenient food industry.  

(1) Long commuting time  
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Since offices and commercial areas are usually separated from residential areas, 

in addition, more and more people live in suburbs due to the high prices of living and 

housing in cities, people usually need to spend long commuting time every day. 

Therefore, time-saving food products become the first choice for consumers who 

shuttle for long distance between offices and houses. 

(2) The increase of leisure time 

 In France, people tend to spend more and more time on leisure activities, such 

as sports, dancing, gathering with friends, after work. As a consequence, time 

management becomes very important and people tend to reduce the time they spend 

on cooking in order to gain more time for leisure activities.  

(3) Lack of cheap street food and restaurants 

 Being different from most of Asian countries, there are few low-priced street 

food and restaurants in France due to the strict rules and high cost for the setting up of 

street stands. Therefore, people are not able to eat outside often as in Asia. Instead, 

they are forced to spend more time on cooking at home. This leads to the consumption 

of time-saving food products which solve the problem of long-cooking time for 

consumers.  

(4) Small family  

 In France, people tend to have smaller families than Asian families who usually 

live with their parents after marriage. Furthermore, nowadays, the percentage of 

single family is increasing and reached 50% of divorce on every 10 couples. As a 

result, since the person who takes care of cooking usually has to work during the day, 

time-saving food products are consumed more and more. 
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 Table 3-19 indicates types of convenient food products in most of the distribution 

channels in France. Convenient food products are in 6 different forms, such as 

microwave-heating frozen food, oven-cooking frozen food, canned and conserved 

food, fast-food, take-away food, delivery restaurant food. The diversity of each type is 

rich, especially for frozen food and canned and conserved food. These products are 

appetizers, vegetables, meat, desserts, fruits, main dishes, breads etc. 

Table 0-22 Convenient food products 

Type of convenient food products 

Microwave-heating frozen food 

Oven-cooking frozen food 

Canned and conserved food 

Fast-food 

Take-away food 

Delivery restaurant food 

                    Source: Field research 

 

3. Growing trend for private-label products 

 Private-label products have gained huge popularity in France since the past few 

decades. In the past, famous brands often dominated the market because of the high 

quality of products they offered and the loyalty of consumers. Nevertheless, after the 

entry of many low-cost supermarkets into the market and the changing of strategies of 
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existing supermarkets, private-label products become a new trend and increase the 

intensity of the competition in the market.  

 After having discovered the need of consumers for low-cost products, many 

supermarkets, such as Carrefour, Casino, LIDL, Auchant, Monoprix, Leaderprice, Dia, 

Intermarché, have increased to fabricate and sell products under their own labels. In 

virtue of lower costs that supermarkets have to spend for marketing and selling their 

own products, they are able to attract the attention of consumers with their cheap 

products.  

 Nowadays, all variety of private-label products for daily use is available for 

consumers. With its low price, innovation and convenience, these products begin to 

dominate the market and create challenges for well-known brands. 

4. Diet custom of consumers 

 French people have very different diet custom from Asians. They usually prefer 

lighter food without too much grease or spices. Food is often prepared by sautéing, 

boiling, or roasting. It is rarely deep-fried. In addition, healthy eating is very 

important in France and people pay much attention on the food they eat in daily life. 

Therefore, bio-food is common in supermarkets and bio-shops are at easy access for 

consumers. Normally, vegetables are often prepared without being cooked while in 

Asia, people barely try raw vegetables.   

 The most remarkable different between French and Asian diet traditions is that, 

in France, people tend to eat less and breakfast is usually sweet instead of salty while 

Asians tend to have more food for breakfast and choose to eat salty. The most 

common meals for breakfast in France are croissants, yogurt, brownies and cakes. 

Another difference is that, bread is the main food in each meal instead of rice which is 
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considered as the most important base in Asian cuisine. Besides, dairy products play a 

big role in French cuisine and they are usually in the form of cheese, cream and 

yogurt which are consumed enormously every day. Furthermore, wine and beers are 

the indispensable drinks in French dining culture, depending on the regions.  

 Moreover, because of the rich diversity of French condiments and sauces, people 

consume more French products than foreign condiments. Also, frozen and conserved 

food receives high attention in the market since it brings more convenience and saves 

time for consumers. Thus, supermarkets specialized in frozen food are common and 

the popular. 

 Dining tradition on table in France is distinct from Asian as well since the meal 

is given course by course and each person has their own dish instead of sharing as 

Asians usually do. A proper French meal is often divided into appetizer, main dish, 

cheese and dessert. On the contrary, Asians have the habit to have every dish at the 

same time. In addition, the frequency of dinning outside in France is much less than in 

Taiwan since there are less low-cost restaurants or street food. Therefore, food 

products in France are normally more diverse than in Taiwan considering that people 

cook more often every day.   
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Research Design  

4.1 Field Research 

Field research is done in two main cities in France. These are Paris and Lille. 

This part will first introduce both cities and the research plans, then offer detailed 

information about different distribution channels. 

4.1.1 Research plans 

1. Paris 

(1) Introduction  

 There are 20 districts in Paris downtown with Ile de la Cité as the center as 

shown in Figure 4-1. Each district is coded clockwise. Each district has different 

characteristics. District 1, 2 , 8 and 9 are the main commercial areas. More precisely, 

district 2 has many Japanese immigrants who opens Asian restaurants and 

supermarkets there. District 8 is where most of sightseeing things situated and is also 

one of the most expensive district in Paris center. Besides, district 7 carries a political 

atmosphere since it is the center for most of the governmental buildings while district 

13 is where most Asian immigrants reside and is often described as the China Town 

of Paris. Furthermore, district 16 and 17 are full of foreign embassies and is one of the 

most exclusive residential areas in Paris. On the contrary, district 18, 19 and 20 are 

often considered as slum districts where security is its main problem.   
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Figure 0-18 Paris center districts 

Source: http://paris-en-photos.fr 

 

(2) Field research plan- Paris 

Table 4-1 indicates the field research plain for Paris. More detailed information about 

each selected districts is shown below. 

Table 0-23 Field research plan - Paris 

District Description 

District 1 ● Shopping mall 

- Forum des Halles 

District 2  

(Japanese district)  

● Asian supermarket 

-K-Mart (Korean-Japanese) 

-Kioko (Japanese) 

-Juji-ya (Japanese) 

-Ace Mart (Korean) 

● Most-frequented supermarket by local consumers 

  - Carrefour  

  - Casino  

  - Monoprix  

District 9 ● Decoration and furniture shop 

  -Lafayette Maison 

● Department store 

  -Galeries Lafayette 

-printemps 

District 7 ● Shopping mall 

  - Le bon marché  

  - La grand epicerie 

● Decoration and furniture shop 

-The Conrad Shop 

District 12 ● Bamboo decoration and furniture shop  

  -Art Bambou 

District 13  ● Asian supermarket 

http://goparis.about.com/od/shopping/p/Galeries_Lafaye.htm
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(China Town)   -Paris Store 

  -Tang frères  

-Big Store  

● Tea shop 

-L'Empire des Thés 

-Mariage Frères 

● Message shop 

2. Lille 

(1) Introduction 

 There are 10 districts in Lille with centre district as its center as in Figure 4-2. 

Centre district and Vieux Lille district are the two most frequented areas for 

consumers since they are full of boutiques, coffee shops and restaurants. Besides, 

Wazemmes district is where most of immigrants reside. There are many different 

Asian and Arabian supermarkets and shops. 

 

Figure 0-19 Lille center district 

Source: http://www.fantastic2012.com/ 

(2) Field research plan- Lille 

Table 4-2 indicates the field research plain for Lille. More detailed 

http://www.evous.fr/Tang-Freres-Paris-13,1116379.html
http://www.evous.fr/Tang-Freres-Paris-13,1116379.html


 

58 

 

information about each selected districts is shown below. 

Table 0-24 Field research plan - Lille 

District Description 

Centre ● Largest shopping mall in Lille- Euralille 

Vieux Lille ● Traditional market 

Wazemmes ● Asian supermarket 

-Le Minh  

-Asie Nord  

-Asialiment  

● Wazemmes Market  

4.1.2 Research results 

1. Paris 

(1) District 1 

A. Forum des Halles 

Forum des Halles is a huge underground shopping mall as in Figure 4-3. It is 

usually crowded with people and shoppers since it is very well-located and right in 

front of the metro. Besides, there is a park outside the mall which is other attraction 

for consumers to choose Forum des Halles. There are cinemas, sport centers, coffee 

shops, banks and different boutiques in the mall. However, not many OTOP products 

can be found here.   

 

Figure 0-20 Forum des Halles 

Source: Field research 
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(2) District 2 (Japanese district) 

In Japanese district, there are usually lots of Japanese and Korean restaurants and 

supermarkets as shown in Figure 4-4.  

 

   

 
Figure 0-21 Japanese district 

Source: Field research 

A. K-Mart 

K-Mart is the most famous and largest Japanese-Korean supermarket as shown 

in Figure 4-5. Not only Asian consumers like to shop in this supermarket but also 

many French consumers because of the rich diversity and freshness of products. There 

are mainly 7 different areas in the supermarket, such as dry-food, frozen products, 

cold products, drinks, sauces, canned and conserved products, fresh home-made 

products. Products are mostly imported from Korea and Chinese products are very 

few.  
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Figure 0-22 K-Mart supermarket 

Source: Field Research 

 

B. Juji-ya 

Juji-ya is a small Japanese take-away restaurant. They mainly sell lunchboxes 

and Japanese fast food like sushi and fried food. It is popular in Japanese district since 

http://www.evous.fr/Juji-Ya,1159379.html
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it offers low price and much convenience for consumers. Different Japanese products 

can be found in the restaurants as shown in Figure 4-6. 

 

     
 

 
Figure 0-23 Juji-ya 

Source: Field research 
 

C. Ace Mart 

 Ace Mart is a small Japanese-Korean supermarket. Like K-Mart, there are 

mainly Korean products in the shop and only few Chinese products. However, 

Taiwanese bubble tea ingredients can be found here. Consumers are usually Koreans 
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and few French people. 

 

  

   

 
Figure 0-24 Ace Mart 

Source: Field Research 

 

D. Carrefour 

In France, Carrefour is where most locals purchase their daily food and 

necessities. It offers rich product diversity and low prices with lots of products 

under its own brand. There are also plenty of products from different countries. 

Foreign food areas are usually divided by continent. In the Asian area, 

consumers can find mainly Japanese, Chinese, Vietnamese and Thai products but 
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they are mostly fabricated in Europe and are adapted to French consumers’ taste.  

Besides, tea can also be found in the shop and it is usually made in tea bags due 

to French consumers’ unfamiliarity of proper way of cooking tea as done in Asia. 

Tea is often flavored with fruits or herbs. Furthermore, since Asian food is 

becoming more and more popular in France, there is also an area where 

consumers can purchase freshly-made sushi and watch the processes of making 

sushi.  

   

   

  
Figure 0-25 Carrefour 

Source: Field research 
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E. Monoprix 

This supermarket is mainly targeted for middle-aged and high-incomed female 

consumers. It is usually mid-size and with three floors selling different types of 

products like in Carrefour. Its first floor is usually for food products such as fruits, 

vegetables and meat, while its second and third floor are more for office products and 

cosmetics. Foreign products can also be found in Monoprix and are usually 

made-in-Europe. Consumers of Asian products are mainly French people since they 

are made for adapting their tastes. 

  

  
Figure 0-26 Monoprix 

Source: Field research 

 

(3) District 9 

A. Galeries Lafayette  

Lafayette is one of the most famous department store in Paris as in Figure 

4-10. It has many different building MITSUKOSHI in Taiwan. There are mostly 

luxurious products and consumers are mainly Chinese tourists. Therefore, 

employees can usually speak Chinese. However, local consumers rarely frequent 

here due to its high prices.  
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Figure 0-27 Lafayette 

Source: Field Research 

B. Lafayette Maison 

Lafayette Maison is one of many buildings of Laffayette. In this building, 

consumers can find restaurants, supermarkets, wine cellars, pastry shops, cheese 

shops and furniture shops. Consumers are tourists and locals. We can find some 

bamboo-made products her, such as baskets, chairs, lanterns and decorations. 

However, there are only few products made with glass. In addition, we can find lots of 

foreign products in the supermarket and they are usually divided by continent like in 

Carrefour. There are mainly products from France, Italy, England, North America, 

South America, Asia and Africa. Among Asian products, we can find Indian, Chinese, 

Vietnamese and Thai products. Yet, as in Carrefour and Monoprix, they are all 

Europe-made products which have been changed to adapt French consumers. Tea can 

also be found in the supermarket but they are mainly under French and English brands, 

such as Palais des Thés, Mariage Frères, Kusmi Tea, Elephant, Betjeman&Barton, 

Carrefou, Lipton, Twinings, Typhoo and Betty’s and Taylor’ etc. They are mainly 

flavored with fruits and herbs.  
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Figure 0-28 Lafayette Maison 

Source: Field Research 
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C. Printemps 

 Printemps is a mid-sized department store. There are many tourists and locals 

who frequent here every day. Its first floor sells mainly luxurious products while its 

second floor are for furniture, house utensils and fashion products. There are only few 

OTOP products like pottery and porcelains in dishes or cups.  

 

 

 

Figure 0-29 Printemps 

Source: Field Research 

 

D. Palais des Thés 

 Palais des Thés is a very famous tea shop in France. It has 25 different branches 

in the whole country. In addition, it also expands its business in Luxemburg, Belgium, 

Norway, Ireland, U.S.A, Japan and Israel. There are many different types of tea here 
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and they are mainly from China, Japan, Nepal, Taiwan, India and Sri Lanka. They 

offer green tea, black tea, oolong, long jing, puer, bio-tea, fruit tea and spice tea. 

Prices of tea vary tremendously according to their qualities. They are usually from 5 

euros to 60 euros per 100 grams. The most expensive tea in the shop is from Taiwan 

Alishan and Nantou. Consumers can also find tea utensils, tea cakes and books. They 

also help consumers to choose preferred tea types for offering.  

 

 

 

Figure 0-30 Palais des Thés 

Source: Field Research 

 

(4) District 7 

A. Le bon marché 

Le bon marché is a big department store in district 7 as in Figure 4-14. They offer 

products like in Lafayette and Printemps, such as cosmetics, luxurious products, 

clothes, furniture and house utensils. Consumers are both tourists and locals. However, 

there are not many OTOP products but only pottery and porcelain in dishes.   
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Figure 0-31 Le bon marché 

Source: Field Research 

 

B. La grand epicerie 

La grand epicerie is part of le bon marché which sells mainly sauces and 

spices from all around the world. The shop is presented like a supermarket as in 

Figure 4-15. Products are usually divided by country or region, such as France, 

middle-east, India, Brazil, Italy, England and Asia. Among all the Asian products, 

Japanese products are the most while Chinese products are the least. However, 

they are mostly made-in- Europe. Prices vary from 1.5 to 7 euros.  

 



 

70 

 

  

  

Figure 0-32 La grand epicerie 

Source: Field Research 

 

(5) District 12 

A. Art Bambou 

Art Bambou is a special furniture shop which offers mainly furniture and 

decoration products made with bamboo. Different products can be found according to 

different uses at home, such as products for living rooms, dining rooms, bedrooms, 

offices, gardens etc. In order to satisfy different needs of consumers, they also provide 

products made with other materials. Furthermore, for giving more ideas about how to 

design consumers’ houses, they also offer pictures of rooms which are decorated only 

with products they sell. This also a smart strategy for encouraging consumers to 

purchase more.  
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Figure 0-33 Art Bamboo 

Source: http://www.artbambou.com/ 

 

(6) District 13 (China Town) 

A. Paris Store  

Paris Store is a big group which specialized in importing and selling Asian products. 

They offer different products from Asia for many different small supermarkets as a 

wholesaler. However, they are a retailor as well with their own hypermarkets all over 

France. It is one of the most famous Asian hypermarkets in France. Their main goal is 

to offer cheap Asian products for Asians living in France. Paris Store group was 

established in 1977 and, nowadays, it has 21 branches in France. These are located in 

Paris, Lyon, Toulouse, Marseille, Strasbourg, Saint-Jean-de-Védas, Tours and 

Roubaix. As shown in Figure 4-17, they offer rich diversity of products with low 

prices. Products are mostly from China, Japan, Korea, Hong Kong, Taiwan, Thailand 



 

72 

 

and Vietnam. They also sell few French products for satisfying different needs of 

consumers. Generally, Japanese products are the most expensive while Chinese 

products are usually the cheapest. The size of shop is as huge as Carrefour.  

 

  

Figure 0-34 China Town 

Source: Internet 

 

 

 

 

 

 

Figure 0-35 Paris Store 

Source: Field Research 
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B. Tang Frère 

 Tang Frère is the biggest Asian products wholesaler in Europe. It has certain 

influence in not only food industry but also in transportation and media industries. It 

is considered one of the most important Chinese business in Europe. Tang Frère group 

has also significant power in south-east Asia and is presented in stock exchange in 

Thailand. It is specialized in wholesale and offers different products for smaller 

supermarkets and restaurants in France and Europe. Prices are usually very reasonable 

and they have a very efficient logistic system which ensures its supply chain. It has 

totally 9 branches in Paris.   

 

 
Figure 0-36 Tang Frère 

Source: Field Research 

 

C. L’Empire des Thès 

L’Empire des Thès is a Chinese tea boutique where you can buy and try different 

tea mainly from China as shown in Figure . The design of the shop is in traditional 
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Chinese style which attract many locals. They also sell tea utensils and teach their 

customers how to cook tea in Chinese way.  

 

 

 

Figure 0-37 L’Empire des Thès 

Source: http://www.yelp.fr/biz/l-empire-des-th%C3%A9s-op%C3%A9ra-paris 

 

D. Mariage Frères 

Mariage Frères is a famous tea boutique is France. Establishedin1854 by 

Henri Mariage and Edouard Mariage , they are now everywhere in France. They 

offer 600 different types of tea from 36 countries. Many tourists and locals often 

choose to purchase their tea because of the high quality and delicate package. 

Besides, they also sell tea utensils, gifts, incenses, book, tea jams, chocolate and 

tea desserts. Prices are ranged from 4 euros to 100 euros per 100 grams.  
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Figure 0-38 Mariage Frères 

Source: Field Research 

 

E. Massage boutique 

Massage boutiques in France are mainly Spa shops and Asian massage shops. 

However, we found that the massage oils they use are mostly from Thailand or 

Vietnam. Taiwanese oils are rarely found since they are not famous in the world.  

 

 

Figure 0-39 Massage boutique 

Source: Field Research 
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2. Lille 

(1) Centre 

A. Euralille 

Euralille is the largest shopping mall in Lille as shown in Figure 4-23. It is situated 

in the center and next to Lille train station. Every day, it is crowed with many people 

because of its location. Consumers are mainly locals and few tourists. Shops sell 

mainly clothes, shoes and fashion items. Carrefour is also in this shopping mall. 

However, there are barely OTOP products, except in Carrefour.  

 

 

Figure 0-40 Euralille 

Source: Field Research 

 

B. Dia 

 Dia is a small supermarket. It is usually considered a very low priced 

supermarket with low quality products. Its main consumers are students or people 

with low income. There are only few Asian food products which are all 

made-in-France. They also sell products under their own brand and Carrefour 

products.  
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Figure 0-41 Dia 

Source: Field Research 

 

(2) Vieux Lille 

A. Picard 

Picard is a small supermarket which is specialized in frozen products as shown in 

Figure 4-25. They offer a great variety of products with fresh packing which changes 

people’s stereotype for frozen products. Convenience and creativity can be found 

everywhere here. Consumers have many different choices for frozen food and can 

save lots of time spent on cooking. Therefore, this supermarket becomes very popular 

in France and has many branches everywhere in the country. Besides, Asian frozen 

products can also be found in the shop.    
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Figure 0-42 Picard 

Source: Field Research 

B. Rue Solférino 

 In Lille, there are many Asian restaurants which are mainly Chinese and 

Japanese. However, consumers can also find few Korean, Thai, Vietnamese and 

Indian restaurants. These restaurants are mostly located in Rue Solférino, where 

young people always frequent. Chinese or Japanese restaurants are often owned by 

Vietnamese-Chinese or Cambodian-Chinese immigrants. The styles of these 

restaurants are often very Eastern and shows strongly Asian cultures in order to attract 

French consumers and to give an exotic atmosphere. Most menus of these restaurants 

are often written in both French and Chinese which are the main languages of their 

consumers. There are also many take-away Chinese restaurants in Lille which are 

very convenient are low-priced.  
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Figure 0-43 Rue Solférino 

Source: Field Research 

(3) Wazemmes 

A. Marché Wazemmes 

 Marché Wazemmes is the biggest traditional market in Lille as shown in Figure 

4-27. It is where lots of locals do their food shopping. It is divided into two parts, 

indoor market and outdoor market. Indoor market is open every day while outdoor 

market is only open three times a week. Many different products and food are sold in 

the market with very low prices. Asian products can also be found here and these 

products are mostly imported directly from Asia. 
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Figure 0-44 Marché Wazemmes 

Source: Field Research 

 

B. Le Minh / Asialiment / Asie nord 

 There are four Asian supermarkets near Marché Wazemmes on Rue Jules 

Guesde which leads to the poorer neighborhood of Lille. This district is where most 

immigrants reside. These immigrants are mainly from Africa and Asia. French locals 

rarely frequent here because of its poor security. However, many consumers still 

come here for these Asian supermarkets. Products in these Asian supermarkets are 

mainly from China, Japan. Few Korean, Taiwanese, Vietnamese and Thai products 

can be found as well. They offer many different products, such as frozen food, caned 

and conserved products, sauces and condiments, incense for praying, snacks Asian 

decoration items and dining utensils.  
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Figure 0-45 Taiwanese Food products 

Source: Field Research 
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Figure 0-46 Asian Supermarkets in Wazemmes 

Source: Field Research 

 

4.2 Quantitative Research 

4.2.1 Questionnaire Design  

 A questionnaire is divided into five parts as shown in Figure 4-30. More detailed 

explanation of each part is as followed. 
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Figure 0-47 Questionnaire structure 

 

1. Cognition of Chinese or Taiwanese products 

On account of the fact that French consumers are not familiar with Taiwan, this 

questionnaire adopts the word “ Chinese” in some of the questions because of the 

similarity of both cultures in order to facilitate the data collection. There are three 

questions on consumers’ level of understanding in Chinese or Taiwanese culture and 

products in order to realize the popularity of these products and the possibility of 

marketing OTOP products in France. Besides, the last question is made to know the 

image of these products for consumers so as to discover consumers’ opinions and to 

realize the possible strategies for entering French market in the future.   

2. Consumer behavior for Chinese or Taiwanese food products 

 Consumer behavior for Chinese or Taiwanese food products is explored through 

questions about their preference, consuming motivation, frequency of consumption, 

place of consumption, monthly spending on such products, and product selection. 

Questionnaire design

Cognition of Chinese or Taiwanese products

Consumer behavior for Chinese or Taiwanese 
food products

Consumer behavior for Chinese or Taiwanese 
arts and handicrafts

Purchase intention and evaluation of degree of 
importance for OTOP products

Personal information
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Therefore, strategies can be made according to the consuming motivation of 

consumers. In other words, if the market is price-sensitive, product suppliers can 

reduce the price of products. However, if the market needs more different products, a 

product diversity strategy can be taken in order to satisfy consumers.   

3. Consumer behavior for Chinese or Taiwanese arts and handicrafts 

Consumer behavior for Chinese or Taiwanese arts and handicrafts is explored 

through questions about their preference, consuming motivation, frequency of 

consumption, place of consumption, spending on such products each time, product 

selection, and reaction after consumption. This part aims to know the popularity of 

products made in bamboo, glass, pottery and porcelain.  

4. Purchase intention and evaluation of degree of importance for OTOP 

products 

In order to realize the possibility of entering French market, a question on 

consumers’ purchase intention is made in this part. In addition, for knowing the 

market reaction to Taiwanese OTOP products and the image of these products, 

another question is given in emphasizing the products are made in Taiwan. This part 

aims to focus mainly on Taiwanese-made products in order to differentiate from other 

products and to know if, when emphasizing the place of fabrication of these products , 

they are attractive for consumers because of the quality or unique feature.  

Furthermore, consumers’ evaluation of degree of importance for OTOP products 

are explored through questions about four different properties on products, such as 

quality, packing, uniqueness and practicability in order to know what consumers care 

the most when purchasing a product. 

5. Personal information 

Personal information about survey respondents includes gender, age, education 



 

85 

 

and profession is also collected at the end of the questionnaire. This part aims to 

facilitate the analysis of different consuming behavior of consumers due to the  

difference in gender, age, education and profession.  

 

4.2.2 Data Collection 

1. Data  

Data collection of this research is done in Paris and Lille. Total amount of 

questionnaires is 200 and each city was distributed 100 questionnaires. Simple 

random sampling was adopted as data collection method. Respondents were all 

resident in France since they were the target consumer of his research. Besides, all 

questionnaires were given mainly in city center where most people did their shopping 

or where they usually hang around.   

2. Sample 

(1) Gender 

 As shown in Table 4-3, males and females account for about half of the total 

sample respectively. That is 52 % for males and 48 % for females. Besides, if we look 

at the sample by city, the proportion of males and females is almost equal in both 

cities.   

Table 0-25 Sample gender 

City Male Female Total 

Paris 
Number 53 47 100 

Percentage 26.5% 23.5% 50.0% 

Lille 
Number 51 49 100 

Percentage 25.5% 24.5% 50.0% 

Total 
Number 104 96 200 

Percentage 52.0% 48.0% 100.0% 
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(2) Age 

 Sample age is shown in Table 4-4. As we can see, respondents aged between 20 

and 29 are the most, which account for 52.5 % of the total sample, while respondents 

under 20 are the least, which account only for 1.5 %. As to sample age by city, most 

respondents are between 20 and 29 year-old and 40~49 are the second most while 

respondents under 20 are the least. 

Table 0-26 Sample age 

City Under 20 20~29 30~39 40~49 50 and above Total 

Paris 
Number 2 63 13 7 15 100 

Percentage 1.0% 31.5% 6.5% 3.5% 7.5% 50.0% 

Lille 
Number 1 42 21 19 17 100 

Percentage 0.5% 21.0% 10.5% 9.5% 8.5% 50.0% 

Total 
Number 3 105 34 26 32 200 

Percentage 1.5% 52.5% 17.0% 13.0% 16.0% 100.0% 

(3) Profession 

 Table 4-5 indicates the sample profession. The majority is students at 40 % of 

the whole sample and the second most is commercial and service provider at 30 %. 

However, respondents who work in agricultural industry and work as workers are the 

least, 2% and 3% respectively.  

Table 0-27 Sample profession 

City Commercial 

and service 

provider  

Agricultural 

industry  

Public 

functionary 

worker  Student Unemployment Total 

Paris 
Number 25 2 10 3 43 17 100 

Percentage 12.5% 1.0% 5.0% 1.5% 21.5% 8.5% 50.0% 

Lille 
Number 33 2 7 3 36 19 100 

Percentage 16.5% 1.0% 3.5% 1.5% 18.0% 9.5% 50.0% 

Total 
Number 58 4 17 6 79 36 200 

Percentage 29.0% 2.0% 8.5% 3.0% 39.5% 18.0% 100.0% 

(4) Education 

 Sample educational level is shown in Table 4-6. We can observe that 

respondents generally have high educational level since respondents with bachelor 
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and master education account for 35 % and 49% respectively. On the other hand, the 

rate of respondents with bachelor and master education is even higher in Paris while 

Lille has more respondents with master educational level. 

Table 0-28 Sample educational level 

City Below high 

school 

High 

school 

Bachelor Master Total 

Paris 
Number 0 17 42 41 100 

Percentage 0.0% 8.5% 21.0% 20.5% 50.0% 

Lille 
Number 1 14 28 57 100 

Percentage 0.5% 7.0% 14.0% 28.5% 50.0% 

Total 
Number 1 31 70 98 200 

Percentage 0.5% 15.5% 35.0% 49.0% 100.0% 
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Questionnaire result and Statistical Analysis 

5.1 Cognition of Chinese or Taiwanese Products 

This part includes three questions regarding consumers’ purchasing experience 

or awareness of Chinese or Taiwanese products, level of understanding for these 

products , and image of these products for consumers. Each question is analyzed in 

three dimensions, that is by city, by gender and by age in order to give more accurate 

information about consumers in France.  

1. Purchasing experience or awareness of Chinese or Taiwanese products 

(1) By city 

As indicated in Table 5-1, respondents with purchasing experience or awareness 

of Chinese or Taiwanese products are quite high, which account for 76 % of the 

whole sample. The same result can be observed in both cities, the rates are both above 

70 % and Paris has a rate slightly higher than Lille.  

Table 0-29 Purchasing experience or awareness of Chinese or Taiwanese food 

products and handicrafts - by city 

 Paris Lille Total 

Yes 
Number 79 74 153 

Percentage 79.0% 74.0% 76.5% 

No 
Number 21 26 47 

Percentage 21.0% 26.0% 23.5% 

Total 
Number 100 100 200 

Percentage 100.0% 100.0% 100.0% 

   

(2) By gender 

If we analyze it by sex as in Table 5-2, we can find that the rates of males and 
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females with purchasing experience or awareness of Chinese or Taiwanese food 

products and handicrafts are high, they are both above 75 %. 

Table 0-30 Purchasing experience or awareness of Chinese or Taiwanese food 

products and handicrafts - by gender 

 Male Female 

Yes 
Number 78 75 

Percentage 75.0% 78.1% 

No 
Number 26 21 

Percentage 25.0% 21.9% 

Total 
Number 104 96 

Percentage 100.0% 100.0% 

 

(3) By age 

 Besides, if we look at the results by age, we find that respondents with a yes 

answer are majorities no matter at which age. That is to say, except the rate of 

respondents aged between 40 and 49 is 61.5%, all the other age ranges have rates 

above 70 % for a yes answer.  

Table 0-31 Purchasing experience or awareness of Chinese or Taiwanese food 

products and handicrafts - by age 

  Under 20 20~29 30~39 40~49 50 and above 

Yes 
Number 3 83 26 16 25 

Percentage 100.0% 79.8% 74.3% 61.5% 78.1% 

No 
Number 0 21 9 10 7 

Percentage 0.0% 20.2% 25.7% 38.5% 21.9% 

Total 
Number 3 104 35 26 32 

Percentage 100.0% 100.0% 100.0% 100.0% 100.0% 
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2. Level of understanding for Chinese or Taiwanese food products and arts and 

handicrafts 

(1) By city 

 As shown in Table 5-4, respondents with extremely high understanding and high 

understanding only account for 38 % of the whole sample while the percentage of 

respondents with neutral, low understanding and extremely low understanding is 

above 60 %. This indicates that most of the respondents don’t really understand 

Chinese or Taiwanese food products and handicrafts. On the other hand, respondents 

in Lille seem to understand more than respondents in Paris since its sum of extremely 

high understand and high understanding is higher. 

Table 0-32 Consumers’ level of understanding for Chinese or Taiwanese food 

products and arts and handicraft- by city 

 Paris Lille Total 

Extremely high 

understanding 

Number 13 24 37 

Percentage 13.0% 24.0% 18.5% 

High 

understanding 

Number 19 20 39 

Percentage 19.0% 20.0% 19.5% 

Neutral  
Number 27 24 51 

Percentage 27.0% 24.0% 25.5% 

Low 

understanding 

Number 33 27 60 

Percentage 33.0% 27.0% 30.0% 

Extremely low 

understanding 

Number 8 5 13 

Percentage 8.0% 5.0% 6.5% 

Total 
Number 100 100 200 

Percentage 100.0% 100.0% 100.0% 
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(2) By gender 

We can observe from Table 5-5 that male respondents with extremely high 

understanding and high understanding, 65.4%, are more than females with the same 

understanding level, 61.5 %.  

Table 0-33 Consumers’ level of understanding for Chinese or Taiwanese food 

products and arts and handicraft- by gender 

  Male Female 

Extremely high 

understanding 

Number 19 18 

Percentage 18.3% 18.8% 

High understanding 
Number 23 16 

Percentage 22.1% 16.7% 

Neutral  
Number 26 25 

Percentage 25.0% 26.0% 

Low understanding 
Number 23 32 

Percentage 22.1% 33.3% 

Extremely low 

understanding 

Number 8 5 

Percentage 7.7% 5.2% 

Total 
Number 104 96 

Percentage 100.0% 100.0% 

(3) By age 

As shown in Table 5-6, respondents aged 50 or above have the highest 

understanding since its sum of neutral, high understanding and extremely high 

understanding is the higher, which accounts for 84.4 %, than respondents in other age 

ranges. The same sum for respondents aged between 30~39 and that for respondents 

aged between 20~29 are both above 60 % as well. However, respondents aged 

between 40~49 do not quite understand since the percentage of low understanding and 

extremely low understanding altogether is above 50 %. 
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Table 0-34 Consumers’ level of understanding for Chinese or Taiwanese food 

products and arts and handicraft- by age 

 Under 20 20~29 30~39 40~49 50 and above 

Extremely high 

understanding 

Number 0 19 6 5 7 

Percentage 0.0% 18.3% 17.1% 19.2% 21.9% 

High 

understanding 

Number 1 18 9 2 9 

Percentage 33.3% 17.3% 25.7% 7.7% 28.1% 

Neutral  
Number 2 26 7 5 11 

Percentage 66.7% 25.0% 20.0% 19.2% 34.4% 

Low 

understanding 

Number 0 33 10 13 4 

Percentage 0.0% 31.7% 28.6% 50.0% 12.5% 

Extremely low 

understanding 

Number 0 8 3 1 1 

Percentage 0.0% 7.7% 8.6% 3.8% 3.1% 

Total 
Number 3 104 35 26 32 

Percentage 100.0% 100.0% 100.0% 100.0% 100.0% 

3. Image of Chinese or Taiwanese food products and arts and handicrafts for 

consumers 

(1) By city 

 Among the whole sample, the percentage of respondents who think Chinese or 

Taiwanese products are good value for pricing is about 47.5 %, which is the highest. 

The second highest is the percentage of no opinion, which is 40 %. Besides, 12 % of 

the whole sample thinks these products are with high quality and only 2 % among all 

sample have bad opinions. The same results can be found in both cities as well. 
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Table 0-35 Image of Chinese or Taiwanese food products and arts and handicrafts for 

consumers – by city 

 Lille Paris Total 

High quality 
Number 8 16 24 

Percentage 8.0% 16.0% 12.0% 

Good value for pricing 
Number 49 46 95 

Percentage 49.0% 46.0% 47.5% 

No opinion 
Number 44 36 80 

Percentage 44.0% 36.0% 40.0% 

Bad image 
Number 0 4 4 

Percentage 0.0% 4.0% 2.0% 

Total 
Number 100 100 200 

Percentage 100.0% 100.0% 100.0% 

 

(2) By gender 

According to table 5-8, for both males and females, the percentage of 

respondents who think these products are good value for pricing is the highest. That is 

43.9 % for females and 49.5 % for males. The second highest is “no opinion”. In 

addition, the percentage of females who think these products are with high quality is 

higher than that of males.  

Table 0-36 Image of Chinese or Taiwanese food products and arts and handicrafts for 

consumers – by gender 

 Male Female 

High quality 
Number 8 16 

Percentage 7.6% 16.3% 

Good value for 

pricing 

Number 52 43 

Percentage 49.5% 43.9% 

No opinion 
Number 44 36 

Percentage 41.9% 36.7% 

Bad image 
Number 1 3 

Percentage 1.0% 3.1% 

Total 
Number 105 98 

Percentage 100.0% 100.0% 
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(3) By age 

As shown in Table 5-9, respondents aged between 20~29, 20~39 and 50 or above 

all think these products are good value for pricing while “no opinion” is the second 

significant image they have for these products. 

Table 0-37 Image of Chinese or Taiwanese food products and arts and handicrafts for 

consumers – by age 

 Under 20 20~29 30~39 40~49 50 and above 

High quality 
Number 0 9 7 7 1 

Percentage 0.0% 8.7% 18.9% 25.9% 3.1% 

Good value 

for pricing 

Number 1 49 18 5 22 

Percentage 33.3% 47.6% 48.6% 18.5% 68.8% 

No opinion 
Number 2 45 12 13 8 

Percentage 66.7% 43.7% 32.4% 48.1% 25.0% 

Bad image 
Number 0 1 0 2 1 

Percentage 0.0% 1.0% 0.0% 7.4% 3.1% 

Total 
Number 3 103 37 27 32 

Percentage 100.0% 100.0% 100.0% 100.0% 100.0% 

 

5.2 Consumer Behavior and Preference for Chinese or 

Taiwanese Food Products 

Consumer behavior for Chinese or Taiwanese food products is explored through 

questions about their preference, consuming motivation, frequency of consumption, 

place of consumption, monthly spending on such products, and product selection. 

Furthermore, each question is analyzed in three dimensions, i.e. by city, by gender 

and by age in order to give more accurate information about consumers in France. 

The objective here is to realize the level of consumers’ preference and the possibility 

of entering the market with these products. 

1. Preference of consumers for Chinese or Taiwanese food  
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(1) By city 

Consumers’ level of preference for Chinese or Taiwanese food is high, as shown 

in Table 5-10. That is, respondents with answers of “like” or “strongly like” account 

for 86 % of the total sample, especially “strongly like” with a percentage of 53 %. 

However, the percentage of “not quite like” or “strongly dislike” is very low, which is 

only 8%. This indicates that, generally speaking, French consumers like Chinese or 

Taiwanese food. The same result can be found in both cities. 

Table 0-38 Preference of consumers for Chinese or Taiwanese food – by city 

 Paris Lille Total 

Strongly like 
Number 49 57 106 

Percentage 49.0% 57.0% 53.0% 

Like 
Number 36 30 66 

Percentage 36.0% 30.0% 33.0% 

Neither like nor 

dislike 

Number 6 6 12 

Percentage 6.0% 6.0% 6.0% 

Not quite like 
Number 9 5 14 

Percentage 9.0% 5.0% 7.0% 

Strongly dislike 
Number 0 2 2 

Percentage 0.0% 2.0% 1.0% 

Total 
Number 100 100 200 

Percentage 100.0% 100.0% 100.0% 

(2) By gender 

As indicated in Table 5-11, both male and female’s levels of preference for 

Chinese or Taiwanese food are high, account for approximately 85 %.  
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Table 0-39 Preference of consumers for Chinese or Taiwanese food – by gender 

 Male Female 

Strongly like 
Number 46 60 

Percentage 44.2% 62.5% 

Like 
Number 43 23 

Percentage 41.3% 24.0% 

Neither like nor 

dislike 

Number 6 6 

Percentage 5.8% 6.3% 

Not quite like 
Number 8 6 

Percentage 7.7% 6.3% 

Strongly dislike 
Number 1 1 

Percentage 1.0% 1.0% 

Total 
Number 104 96 

Percentage 100.0% 100.0% 

(3) By age 

 If we look at it by age, as in Table 5-12, we can find that the percentages of 

respondents who like or strongly like Chinese or Taiwanese food are high at all ages 

except respondents under 20. That is, they are all above 80 %.  

Table 0-40 Preference of consumers for Chinese or Taiwanese food – by age 

 Under 20 20~29 30~39 40~49 50 and above 

Strongly like 
Number 0 62 14 11 19 

Percentage 0.0% 59.6% 40.0% 42.3% 59.4% 

Like 
Number 1 31 15 9 10 

Percentage 33.3% 29.8% 42.9% 34.6% 31.3% 

Neither like 

nor dislike 

Number 0 5 2 5 0 

Percentage 0.0% 4.8% 5.7% 19.2% 0.0% 

Not quite like 
Number 2 5 3 1 3 

Percentage 66.7% 4.8% 8.6% 3.8% 9.4% 

Strongly 

dislike 

Number 0 1 1 0 0 

Percentage 0.0% 1.0% 2.9% 0.0% 0.0% 

Total 
Number 3 104 35 26 32 

Percentage 100.0% 100.0% 100.0% 100.0% 100.0% 
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2. Consumers’ willingness to know more about or to try Taiwanese food 

(1) By city 

Consumer’s willingness to know more about or to try Taiwanese food is high as 

shown in Table 5-13. Respondents with answers of “Strongly willing” or “willing” 

account for 84 % of the whole sample, especially for “willing” which is 57 %. This 

indicates that consumers generally have high level of willingness in this case. We can 

also observe the same results in both cities. 

Table 0-41 Consumers’ willingness to know more about or to try Taiwanese food 

products – by city 

 Paris Lille Total 

Strongly willing 
Number 27 27 54 

Percentage 27.0% 27.0% 27.0% 

Willing 
Number 57 57 114 

Percentage 57.0% 57.0% 57.0% 

Neither willing 

nor unwilling 

Number 8 9 17 

Percentage 8.0% 9.0% 8.5% 

Not quite 

willing 

Number 7 6 13 

Percentage 7.0% 6.0% 6.5% 

Strongly 

unwilling 

Number 1 1 2 

Percentage 1.0% 1.0% 1.0% 

Total 
Number 100 100 200 

Percentage 100.0% 100.0% 100.0% 

 

(2) By gender 

As we can see in Table 5-14, the levels of willingness of respondents for both 

males and females are both high while that of female, 85.4 %, is slightly higher than 

that of males, 81.7 %. In addition, the percentage of females who are “strongly willing” 

is higher than that of males.  
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Table 0-42 Consumers’ willingness to know more about or to try Taiwanese food 

products – by gender 

 Male Female 

Strongly willing 
Number 21 33 

Percentage 20.2% 34.4% 

Willing 
Number 64 49 

Percentage 61.5% 51.0% 

Neither willing 

nor unwilling 

Number 9 8 

Percentage 8.7% 8.3% 

Not quite 

willing 

Number 9 4 

Percentage 8.7% 4.2% 

Strongly 

unwilling 

Number 1 1 

Percentage 1.0% 1.0% 

Total 
Number 104 96 

Percentage 100.0% 100.0% 

 

(3) By age 

We can tell from Table 5-15 that respondents aged between 20~29 have the 

highest level of willingness since the sum of “strongly willing” and “willing” account 

for 90.4 % of the total sample at the same age range. The following groups are aged 

between 30~39 and 50 or above, which have also a percentage above 80 % 

respectively. However, respondents aged between 40~49 show the lowest level of 

willingness, which have only 64 %.    
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Table 0-43 Consumers’ willingness to know more about or to try Taiwanese food 

products – by age 

 Under 20 20~29 30~39 40~49 50 and above 

Strongly willing 
Number 1 31 6 8 7 

Percentage 33.3% 29.8% 17.1% 32.0% 21.9% 

Willing 
Number 1 63 22 8 20 

Percentage 33.3% 60.6% 62.9% 32.0% 62.5% 

Neither willing 

nor unwilling 

Number 0 5 2 8 2 

Percentage 0.0% 4.8% 5.7% 32.0% 6.3% 

Not quite willing 
Number 1 5 3 1 3 

Percentage 33.3% 4.8% 8.6% 4.0% 9.4% 

Strongly 

unwilling 

Number 0 0 2 0 0 

Percentage 0.0% 0.0% 5.7% 0.0% 0.0% 

Total 
Number 3 104 35 25 32 

Percentage 100.0% 100.0% 100.0% 100.0% 100.0% 

3. Consumers’ habit for drinking tea  

 In order to know the possibility of exporting Taiwanese tea to France and to 

predict the reaction consumers might have to it, a question about consumers’ habit for 

drinking tea is given in this part. 

(1) By city 

As indicated in Table 5-16, the percentage of consumers with habit for drinking 

tea is high, which account for 70.5 %. We can find the same results in both cities as 

well. However, Lille has a higher rate than Paris, which might indicate that there are 

more consumers who drink tea than in Paris. 
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Table 0-44 Consumers’ habit for drinking tea – by city 

 Paris Lille Total 

Yes 
Number 67 74 141 

Percentage 67.0% 74.0% 70.5% 

No 
Number 33 26 59 

Percentage 33.0% 26.0% 29.5% 

Total 
Number 100 100 200 

Percentage 100.0% 100.0% 100.0% 

(2) By gender 

According to Table 5-17, both males and females have high rates in drinking tea 

habit, which are both above 70 %.  

Table 0-45 Consumers’ habit for drinking tea – by gender 

 Male Female 

Yes 
Number 74 67 

Percentage 71.2% 69.8% 

No 
Number 30 29 

Percentage 28.8% 30.2% 

Total 
Number 104 96 

Percentage 100.0% 100.0% 

(3) By age 

As shown in Table 5-18, respondents aged 50 or above have the highest rate in 

having habit for drinking tea, which account for 81.3 % in the total sample of the 

same age. The group with a second highest rate is aged between 40~49, which has a 

rate of 73.1 %. Besides, both respondents aged between 20~29 and between 30~39 

have also a rate of approximately 69 %. 
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Table 0-46 Consumers’ habit for drinking tea – by age 

 Under 20 20~29 30~39 40~49 50 and above 

Yes 
Number 0 72 24 19 26 

Percentage 0.0% 69.2% 68.6% 73.1% 81.3% 

No 
Number 3 32 11 7 6 

Percentage 100.0% 30.8% 31.4% 26.9% 18.8% 

Total 
Number 3 104 35 26 32 

Percentage 100.0% 100.0% 100.0% 100.0% 100.0% 

4. Consumers’ tea preference  

This question focuses only on respondents with habit in drinking tea. Therefore, 

the total sample is 141. Furthermore, respondents are allowed to choose more than 

one item. Therefore, each item is accumulated for a final calculation.  

 (1) By city 

As shown in Table 5-19, we can find that respondents of the whole sample have 

no particular preference in tea. That is to say, herbal tea, 35.6 %, is only slightly 

higher than the fruit tea, 33.1 %, and pure tea, 31.3 %. Besides, if we look at it by city, 

respondents in Paris prefer pure tea while respondents in Lille prefer herbal tea.  

Table 0-47 Consumers’ tea preference – by city 

 Paris Lille Total 

Pure tea 
Number 33 21 54 

Percentage 42.3% 24.7% 33.1% 

Fruit tea 
Number 22 29 51 

Percentage 28.2% 34.1% 31.3% 

Herbal tea 
Number 23 35 58 

Percentage 29.5% 41.2% 35.6% 

Total 
Number 78 85 163 

Percentage 100.0% 100.0% 100.0% 
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(2) By gender 

From Table 5-20, we can tell that male respondents prefer pure tea, which 

accounts for 37.8 % of the whole male sample, while female respondents prefer 

herbal tea, which accounts for 39.5 %.  

Table 0-48 Consumers’ tea preference – by gender 

 Male Female 

Pure tea 
Number 31 23 

Percentage 37.8% 28.4% 

Fruit tea 
Number 25 26 

Percentage 30.5% 32.1% 

Herbal tea 
Number 26 32 

Percentage 31.7% 39.5% 

Total 
Number 82 81 

Percentage 100.0% 100.0% 

 

(3) By age 

By age, we can see that respondents aged between 20~29 have no particular 

preference while those aged between 30~39 and between 40~49 prefer herbal tea. 

Besides, respondents aged at 50 or above prefer pure tea. Data of respondents under 

20 years old is not shown due to the lack of habit for drinking tea. 

Table 0-49 Consumers’ tea preference – by age 

 20~29 30~39 40~49 50 or above 

Pure tea 
Number 25 9 5 15 

Percentage 30.9% 37.5% 20.8% 44.1% 

Fruit tea 
Number 28 5 8 10 

Percentage 34.6% 20.8% 33.3% 29.4% 

Herbal tea 
Number 28 10 11 9 

Percentage 34.6% 41.7% 45.8% 26.5% 

Total 
Number 81 24 24 34 

Percentage 100.0% 100.0% 100.0% 100.0% 
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5. Frequency of consuming Chinese food products  

(1) By city 

As in Table 5-22, respondents with an answer of “sometimes” are the most 

among all samples, which account for 46.5 %, while “rarely” is the second most, 

which reaches a rate of 37 %. In addition, only 9 % is for “never”. The same results 

can be found in both cities. 

Table 0-50 Frequency of consuming Chinese food products – by city 

 Paris Lille Total 

Very often 
Number 8 7 15 

Percentage 8.0% 7.0% 7.5% 

Sometimes 
Number 44 49 93 

Percentage 44.0% 49.0% 46.5% 

Rarely 
Number 38 36 74 

Percentage 38.0% 36.0% 37.0% 

Almost not 
Number 0 0 0 

Percentage 0.0% 0.0% 0.0% 

Never 
Number 10 8 18 

Percentage 10.0% 8.0% 9.0% 

總和 
Number 100 100 200 

Percentage 100.0% 100.0% 100.0% 

 

(2) By gender 

From Table 5-23, we can tell that male respondents with the answer ”rarely” are 

the most, which reaches a rate of 41.3 % while the answer “sometimes” accounts for 

38.5 %. As to female respondents, the answer “sometimes” has the highest rate at 

55.2% while the second highest is the answer “rarely”, which reaches a rate of 32.3 

%. 
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Table 0-51 Frequency of consuming Chinese food products – by gender 

 Male  Female 

Very often 
Number 9 6 

Percentage 8.7% 6.3% 

Sometimes 
Number 40 53 

Percentage 38.5% 55.2% 

Rarely 
Number 43 31 

Percentage 41.3% 32.3% 

Almost not 
Number 0 0 

Percentage 0.0% 0.0% 

Never 
Number 12 6 

Percentage 11.5% 6.3% 

Total 
Number 104 96 

Percentage 100.0% 100.0% 

(3) By age 

 We can tell from Table 5-24 that the answer with the highest rate is “sometimes” 

for both respondents aged between 30~39 and between 40~49. However, for 

respondents aged between 20~29 and aged at 50 or above, they choose mainly the 

answer “sometimes” or “rarely”.  

Table 0-52 Frequency of consuming Chinese food products – by age 

 Under 20 20~29 30~39 40~49 50 and above 

Very often 
Number 0 9 3 2 1 

Percentage 0.0% 8.6% 8.8% 7.7% 3.1% 

Sometimes 
Number 1 45 18 16 13 

Percentage 33.3% 42.9% 52.9% 61.5% 40.6% 

Rarely 
Number 2 43 9 7 13 

Percentage 66.7% 41.0% 26.5% 26.9% 40.6% 

Almost not 
Number 0 0 0 0 0 

Percentage 0.0% 0.0% 0.0% 0.0% 0.0% 

Never 
Number 0 8 4 1 5 

Percentage 0.0% 7.6% 11.8% 3.8% 15.6% 

Total 
Number 3 105 34 26 32 

Percentage 100.0% 100.0% 100.0% 100.0% 100.0% 
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6. Reasons for choosing Chinese food products 

This question only takes into account of respondents with purchase experience 

for Chinese food products. Respondents are allowed to choose more than one answer. 

Therefore, each item is accumulated for a final calculation. 

(1) By city 

As shown in Table 5-25, we can find that most respondents choose Chinese 

products “by preference”, which accounts for 41.4 % of the total sample while the 

answer “by curiosity” reaches 32.4 %. In addition, 14.8 % of total respondents buy 

Chinese products because of its low price, and 7.6 % of them think Chinese products 

are practical. Besides, 2.9 % of all respondents choose the answer “other”, such as 

“through friends” or “want to try new things”. However, only 2% of them choose 

“ better quality” as the reasons for purchasing. If we look at the results by city, we can 

tell that “by curiosity” and “by preference” are the most, while respondents in Lille 

choose more “by preference”.  

Table 0-53 Reasons for choosing Chinese food products – by city 

 Paris Lille Total 

By curiosity 
Number 37 31 68 

Percentage 35.2% 29.5% 32.4% 

By preference 
Number 40 47 87 

Percentage 38.1% 44.8% 41.4% 

Cheap 
Number 15 16 31 

Percentage 14.3% 15.2% 14.8% 

Practical 
Number 8 8 16 

Percentage 7.6% 7.6% 7.6% 

Better quality 
Number 1 1 2 

Percentage 1.0% 1.0% 1.0% 

Other 
Number 4 2 6 

Percentage 3.8% 1.9% 2.9% 

Total 
Number 105 105 210 

Percentage 100.0% 100.0% 100.0% 
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(2) By gender 

Male respondents choose mainly the answer “by curiosity”, which accounts for 

44.2 % of the whole male sample. Yet, female respondents think that “by preference” 

and “by curiosity” are the main reasons for purchasing Chinese products.   

Table 0-54 Reasons for choosing Chinese food products – by gender 

 Male Female 

By curiosity 
Number 30 38 

Percentage 28.8% 35.8% 

By preference 
Number 46 41 

Percentage 44.2% 38.7% 

Cheap 
Number 20 11 

Percentage 19.2% 10.4% 

Practical 
Number 5 11 

Percentage 4.8% 10.4% 

Better quality 
Number 1 1 

Percentage 1.0% 0.9% 

Other 
Number 2 4 

Percentage 1.9% 3.8% 

Total 
Number 104 106 

Percentage 100.0% 100.0% 

 

(3) By age 

As indicated in Table 5-27, apart from respondents aged at 50 or above who 

choose “by curiosity” as the main reason, respondents at other age range think that 

“by preference” is their main reason for purchasing. Furthermore, the answer “cheap” 

is most chosen by respondents aged between 30~39. 
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Table 0-55 Reasons for choosing Chinese food products – by age 

 Under 20 20~29 30~39 40~49 50 and above 

By curiosity 
Number 3 32 9 9 15 

Percentage 100.0% 28.8% 26.5% 34.6% 44.1% 

By preference 
Number 0 49 15 12 11 

Percentage 0.0% 44.1% 44.1% 4 6.2% 32.4% 

Cheap 
Number 0 16 7 3 5 

Percentage 0.0% 14.4% 20.6% 11.5% 14.7% 

Practical 
Number 0 12 2 1 1 

Percentage 0.0% 10.8% 5.9% 3.8% 2.9% 

Better quality 
Number 0 1 0 1 0 

Percentage 0.0% 0.9% 0.0% 3.8% 0.0% 

Other 
Number 0 3 1 0 2 

Percentage 0.0% 2.7% 2.9% 0.0% 5.9% 

Total 
Number 3 111 34 26 34 

Percentage 100.0% 100.0% 100.0% 100.0% 100.0% 

 

7. Place of consumption 

This question only takes into account of respondents with purchase experience 

for Chinese food products. Respondents are allowed to choose more than one answer. 

Therefore, each item is accumulated for a final calculation. 

(1) By city 

 According to 5-28, 41 % of the whole sample purchases these products in 

supermarkets, 23.3 % in Chinese supermarkets, 19.5 % in department stores, 7 % in 

tradition markets and others, and 3% online shopping. If we look at the results by city, 

we can tell that respondents in both cities purchase these products mostly in 

supermarkets while the second most popular place for purchasing is Chinese 

supermarkets in Paris and department stores in Lille. In addition, respondents in Paris 

purchase these products in traditional market more often than respondents in Lille. 

Besides, respondents also purchase them in restaurants.    
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Table 0-56 Place of consumption – by city 

 Paris Lille Total 

Supermarket 
Number 45 41 86 

Percentage 42.5% 39.4% 41.0% 

Chinese 

supermarket 

Number 30 19 49 

Percentage 28.3% 18.3% 23.3% 

Department 

store 

Number 17 24 41 

Percentage 16.0% 23.1% 19.5% 

Traditional 

market 

Number 9 4 13 

Percentage 8.5% 3.8% 6.2% 

Online 

shopping 

Number 1 4 5 

Percentage 0.9% 3.8% 2.4% 

Other  
Number 4 12 16 

Percentage 3.8% 11.5% 7.6% 

Total 
Number 106 104 210 

Percentage 100.0% 100.0% 100.0% 

(2) By gender 

 As shown in Table 5-29, both male and female respondents prefer to buy 

these products in supermarkets, which account approximately 40 % in each gender 

sample. Furthermore, Chinese supermarkets and department stores are another highly 

frequented place for both male and female respondents.  

Table 0-57 Place of consumption – by gender 

 Male Female 

Supermarket 
Number 43 43 

Percentage 42.2% 39.8% 

Chinese 

supermarket 

Number 26 23 

Percentage 25.5% 21.3% 

Department 

store 

Number 17 24 

Percentage 16.7% 22.2% 

Traditional 

market 

Number 6 7 

Percentage 5.9% 6.5% 

Online 

shopping 

Number 2 3 

Percentage 2.0% 2.8% 

Other  Number 8 8 
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 Male Female 

Percentage 7.8% 7.4% 

Total 
Number 102 108 

Percentage 100.0% 100.0% 

(3) By age 

We can find that respondents aged between 20~29 and between 30~39 buy these 

products mostly in supermarkets while respondents aged between 40~49 prefer 

department stores and Chinese supermarket for respondents aged at 50 or above. 

Table 0-58 Place of consumption – by age 

 Under 20 20~29 30~39 40~49 50 and above 

Supermarket 
Number 1 48 17 9 11 

Percentage 33.3% 44.9% 45.9% 33.3% 30.6% 

Chinese 

supermarket 

Number 1 22 8 4 13 

Percentage 33.3% 20.6% 21.6% 14.8% 36.1% 

Department store 
Number 1 16 7 11 7 

Percentage 33.3% 15.0% 18.9% 40.7% 19.4% 

Traditional 

market 

Number 0 12 1 0 0 

Percentage 0.0% 11.2% 2.7% 0.0% 0.0% 

Online shopping 
Number 0 2 1 1 1 

Percentage 0.0% 1.9% 2.7% 3.7% 2.8% 

Other  
Number 0 7 3 2 4 

Percentage 0.0% 6.5% 8.1% 7.4% 11.1% 

Total 
Number 3 107 37 27 36 

Percentage 1 48 17 9 11 

8. Amount of monthly consumption 

This question only takes into account of respondents with purchase experience 

for Chinese food products. 

(1) By city 

From Table 5-31, we can find that most of the respondents spend usually 20 

euros or less for Chinese food products, which reaches 78.3 % of the whole sample, 
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while 21~50 euros are the second most chosen answer, which account for 17.9 %. 

However, respondents who spend more than 50 euros are very few. The same results 

can be found in both cities.  

Table 0-59 Amount of monthly consumption – city 

 Paris Lille Total 

20 euros or less 
Number 74 70 144 

Percentage 80.4% 76.1% 78.3% 

21~50 euros 
Number 16 17 33 

Percentage 17.4% 18.5% 17.9% 

51~100 euros 
Number 2 4 6 

Percentage 2.2% 4.3% 3.3% 

Above 100 

euros 

Number 0 1 1 

Percentage 0.0% 1.1% 0.5% 

Total 
Number 92 92 184 

Percentage 100.0% 100.0% 100.0% 

 

(2) By gender 

According to Table 5-32, male and female respondents usually spend 20 euros or 

less and rarely spend more than 50 euros.  

Table 0-60 Amount of monthly consumption – gender 

 Male Female 

20 euros or less 
Number 75 69 

Percentage 78.9% 77.5% 

21~50 euros 
Number 18 15 

Percentage 18.9% 16.9% 

51~100 euros 
Number 2 4 

Percentage 2.1% 4.5% 

Above 100 

euros 

Number 0 1 

Percentage 0.0% 1.1% 

Total 
Number 95 89 

Percentage 100.0% 100.0% 
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(3) By age 

 As indicated in Table 5-33, the percentage of spending at 20 euros or less 

exceeds 65 % for respondents at each age range, especially for respondent aged 

between 20~29 and aged at 50 or above, the same percentage is more than 80 %. 

Table 0-61 Amount of monthly consumption – age 

 Under 20 20~29 30~39 40~49 50 and above 

20 euros or less 
Number 3 79 22 17 23 

Percentage 100.0% 83.2% 66.7% 68.0% 82.1% 

21~50 euros 
Number 0 13 11 4 5 

Percentage 0.0% 13.7% 33.3% 16.0% 17.9% 

51~100 euros 
Number 0 3 0 3 0 

Percentage 0.0% 3.2% 0.0% 12.0% 0.0% 

Above 100 euros 
Number 0 0 0 1 0 

Percentage 0.0% 0.0% 0.0% 4.0% 0.0% 

Total 
Number 3 95 33 25 28 

Percentage 100.0% 100.0% 100.0% 100.0% 100.0% 

 

9. Product selection  

Respondents are allowed to choose more than one answer for this question. 

Therefore, each item is accumulated for a final calculation. 

 (1) By city 

As we can see in Table 5-34, rice and noodles are the most purchased products, 

which account for 41.9 % of the whole sample while sauce and condiments are the 

second popular products, which reach 36.3 %. However, frozen food and snacks are 

rarely purchased. Furthermore, respondents purchase also other products, such as 

bamboo, mushrooms, spring rolls and soya beans.  
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Table 0-62 Product selection – by city 

 Paris Lille Total 

Frozen products 
Number 9 14 23 

Percentage 6.3% 9.8% 8.1% 

Snacks 
Number 9 20 29 

Percentage 6.3% 14.0% 10.2% 

Canned and 

conserved 

products 

Number 1 0 1 

Percentage 0.7% 0.0% 0.4% 

Sauces and 

condiments 

Number 53 50 103 

Percentage 37.3% 35.0% 36.3% 

Rice and 

noodles 

Number 64 56 119 

Percentage 45.1% 39.2% 41.9% 

Other 
Number 6 3 9 

Percentage 4.2% 2.1% 3.2% 

Total 
Number 142 143 285 

Percentage 100.0% 100.0% 100.0% 

(2) By gender 

As shown in Table 5-35, both male and female respondents buy rice and noodles 

the most, which account for more than 40 % of each gender sample. Besides, the 

percentage of female respondents purchasing sauce and condiments are higher than 

that of male respondents. Also, male respondents buy more frozen products than 

males.  

Table 0-63 Product selection – by gender 

 Male Female 

Frozen products 
Number 16 7 

Percentage 11.6% 4.7% 

Snacks 
Number 13 16 

Percentage 9.4% 10.8% 

Canned and 

conserved 

products 

Number 0 1 

Percentage 0.0% 0.7% 

Sauces and 

condiments 

Number 42 61 

Percentage 30.4% 41.2% 
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 Male Female 

Rice and 

noodles 

Number 61 59 

Percentage 44.2% 39.9% 

Other 
Number 6 3 

Percentage 4.3% 2.7% 

Total 
Number 138 147 

Percentage 100.0% 100.0% 

(3) By age 

 We can tell from Table 5-36 that, apart from respondents aged between 40~49 

and aged at 50 or above who purchase mostly sauce and condiments, respondents at 

other age range purchase mostly rice and noodles. Besides, respondents aged between 

30~39 and between 40~49 buy more snacks than other respondents.  

Table 0-64 Product selection – by age 

 Under 20 20~29 30~39 40~49 50 and above 

Frozen products 
Number 1 16 5 0 1 

Percentage 25.0% 10.8% 10.0% 0.0% 2.1% 

Snacks 
Number 0 8 10 7 4 

Percentage 0.0% 5.4% 20.0% 19.4% 8.5% 

Canned and 

conserved 

products 

Number 0 1 0 0 0 

Percentage 0.0% 0.7% 0.0% 0.0% 0.0% 

Sauces and 

condiments 

Number 1 54 11 15 22 

Percentage 25.0% 36.5% 22.0% 41.7% 46.8% 

Rice and noodles 
Number 2 64 20 14 20 

Percentage 50.0% 43.2% 40.0% 38.9% 42.6% 

Other 
Number 0 5 4 0 0 

Percentage 0.0% 3.4% 8.0% 0.0% 0.0% 

Total 
Number 4 148 50 36 47 

Percentage 100.0% 100.0% 100.0% 100.0% 100.0% 
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5.3 Consumer Behavior and Preference for Chinese or 

Taiwanese Handicraft 

This part is explored through questions about consumers’ preference, consuming 

motivation, frequency of consumption, place of consumption, spending on such 

products each time, product selection, and reaction after consumption. The main 

objective is to discover consumer behavior and preference for Chinese or Taiwanese 

handicraft and to realize the potential of OTOP art and cultural products to enter into 

French market. 

1. Consumers’ handicrafts preference  

Respondents are allowed to choose more than one answer for this question. 

Therefore, each item is accumulated for a final calculation. 

(1) By city 

As in Table 5-37, among all the samples, consumers like mostly handicrafts 

made with bamboo, which accounts for 50 %, while the second popular is handicrafts 

made with pottery and porcelain, with a percentage of 26.1 %. Besides, 16.1 % of all 

respondents like glass and only 7.8% of them do not like any at all. We can find 

similar results in both cities.  
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Table 0-65 Consumers’ handicrafts preference - city 

 Paris Lille Total 

Bamboo 
Number 64 51 115 

Percentage 55.2% 44.7% 50.0% 

Pottery and 

porcelain 

Number 29 31 60 

Percentage 25.0% 27.2% 26.1% 

Glass 
Number 12 25 37 

Percentage 10.3% 21.9% 16.1% 

None 
Number 11 7 18 

Percentage 9.5% 6.1% 7.8% 

Total 
Number 116 114 230 

Percentage 100.0% 100.0% 100.0% 

(2) By gender 

If we look at the results by gender as in Table 5-38, both males and females like 

bamboo the most while pottery and porcelain are the second popular handicrafts.    

Table 0-66 Consumers’ handicrafts preference - gender 

 Male Female 

Bamboo 
Number 61 54 

Percentage 51.7% 48.2% 

Pottery and 

porcelain 

Number 26 34 

Percentage 22.0% 30.4% 

Glass 
Number 21 16 

Percentage 17.8% 14.3% 

None 
Number 10 8 

Percentage 8.5% 7.1% 

Total 
Number 118 112 

Percentage 100.0% 100.0% 

(3) By age 

We can tell from Table 5-39 that apart from consumers aged between 40 and 49 

who prefer pottery and porcelain, other consumers prefer bamboo.  
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Table 0-67 Consumers’ handicrafts preference - age 

 Under 20 20~29 30~39 40~49 50 and above 

Bamboo 
Number 3 66 20 9 17 

Percentage 75.0% 56.9% 47.6% 31.0% 43.6% 

Pottery and 

porcelain 

Number 1 25 11 11 12 

Percentage 25.0% 21.6% 26.2% 37.9% 30.8% 

Glass 
Number 0 15 9 7 6 

Percentage 0.0% 12.9% 21.4% 24.1% 15.4% 

None 
Number 0 10 2 2 4 

Percentage 0.0% 8.6% 4.8% 6.9% 10.3% 

Total 
Number 4 116 42 29 39 

Percentage 100.0% 100.0% 100.0% 100.0% 100.0% 

 

2. Willingness of consumers to know more about or to try Chinese or Taiwanese 

arts and handicrafts. 

(1) By city 

As indicated in Table 5-40, among all the samples, willing and strongly willing 

account for 70 % while not quite willing and strongly unwilling account only 10 %. 

We can interpret that most of consumers are interested in Chinese or Taiwanese arts 

and handicrafts. Furthermore, respondents in Paris have slightly higher level of 

interest than respondents in Lille. 
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Table 0-68 Willingness of consumers to know more about or to try Chinese or 

Taiwanese arts and handicrafts – by city 

 Paris Lille Total 

Strongly willing 
Number 23 16 39 

Percentage 23.0% 16.0% 19.5% 

Willing 
Number 47 52 99 

Percentage 47.0% 52.0% 49.5% 

Neither willing 

nor unwilling 

Number 18 24 42 

Percentage 18.0% 24.0% 21.0% 

Not quite 

willing 

Number 10 5 15 

Percentage 10.0% 5.0% 7.5% 

Strongly 

unwilling 

Number 2 3 5 

Percentage 2.0% 3.0% 2.5% 

Total 
Number 100 100 200 

Percentage 100.0% 100.0% 100.0% 

(2) By gender 

From Table 5-41, we can tell that the percentage of females who feel willing or 

strongly willing is 76 % which is higher than males which reaches 62.5 % of the 

whole male samples. This indicates that females are generally more interested in 

Chinese or Taiwanese arts and handicrafts.   

Table 0-69 Willingness of consumers to know more about or to try Chinese or 

Taiwanese arts and handicrafts – by gender 

 Male Female 

Strongly willing 
Number 13 26 

Percentage 12.5% 27.1% 

Willing 
Number 52 47 

Percentage 50.0% 49.0% 

Neither willing 

nor unwilling 

Number 26 16 

Percentage 25.0% 16.7% 

Not quite 

willing 

Number 11 4 

Percentage 10.6% 4.2% 

Strongly 

unwilling 

Number 2 3 

Percentage 1.9% 3.1% 

Total 
Number 104 96 

Percentage 100.0% 100.0% 
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(3) By age 

 As shown in Table 5-42, respondents at every age range all have a percentage 

above 60 % for willing and strongly willing answers, especially respondents aged 

between 40 and 49 who has a higher percentage which reaches 76.9 %. 

Table 0-70 Willingness of consumers to know more about or to try Chinese or 

Taiwanese arts and handicrafts – by age 

 Under 20 20~29 30~39 40~49 50 and above 

Strongly willing 
Number 1 24 5 4 5 

Percentage 33.3% 23.1% 14.3% 15.4% 15.6% 

Willing 
Number 1 48 17 16 17 

Percentage 33.3% 46.2% 48.6% 61.5% 53.1% 

Neither willing 

nor unwilling 

Number 0 21 9 6 6 

Percentage 0.0% 20.2% 25.7% 23.1% 18.8% 

Not quite willing 
Number 1 10 2 0 2 

Percentage 33.3% 9.6% 5.7% 0.0% 6.3% 

Strongly 

unwilling 

Number 0 1 2 0 2 

Percentage 0.0% 1.0% 5.7% 0.0% 6.3% 

Total 
Number 3 104 35 26 32 

Percentage 100.0% 100.0% 100.0% 100.0% 100.0% 

 

3. Frequency of purchasing Chinese or Taiwanese arts and handicrafts 

(1) By city 

From Table 5-43, we can tell that the percentage of respondents purchasing very 

often is very low, which accounts only for 3 % of the whole sample. However, most 

consumers choose the answer “rarely”, which reaches 40 % while the answer “never” 

is 36.5 %. Furthermore, 20.5 % of the whole samples choose the answer “sometimes”. 

We can say that the answer “rarely” and the answer “never” are the most chosen, 

which account for 77 %. This indicates that consumers do not purchase these products 

often, especially for respondents in Paris.  
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Table 0-71 Frequency of purchasing Chinese or Taiwanese arts and handicrafts - by 

city 

 Paris Lille Total 

Very often 
Number 2 4 6 

Percentage 2.0% 4.0% 3.0% 

Sometimes 
Number 17 24 41 

Percentage 17.0% 24.0% 20.5% 

Rarely 
Number 42 38 80 

Percentage 42.0% 38.0% 40.0% 

Never 
Number 39 34 73 

Percentage 39.0% 34.0% 36.5% 

Total 
Number 100 100 200 

Percentage 100.0% 100.0% 100.0% 

(2) By gender 

As in Table 5-44, the percentage of female respondents with the answer “rarely” 

and the answer “never” is higher, 78/1 %, than that of male respondents, 75 %.  

Table 0-72 Frequency of purchasing Chinese or Taiwanese arts and handicrafts-by gender 

 Male Female 

Very often 
Number 5 1 

Percentage 4.8% 1.0% 

Sometimes 
Number 21 20 

Percentage 20.2% 20.8% 

Rarely 
Number 41 39 

Percentage 39.4% 40.6% 

Never 
Number 37 36 

Percentage 35.6% 37.5% 

Total 
Number 104 96 

Percentage 100.0% 100.0% 

(3) By age 

We can tell from Table 5-45 that all respondents have a high percentage for the 

answer “rarely” and the answer “never”, which is above 70 %, especially for 

respondents aged between 20 and 29, which reaches 81 %.  
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Table 0-73Frequency of purchasing Chinese or Taiwanese arts and handicrafts - by age 

 Under 20 20~29 30~39 40~49 50 and above 

Very often 
Number 0 4 1 0 1 

Percentage 0.0% 3.8% 2.9% 0.0% 3.1% 

Sometimes 
Number 1 16 8 6 10 

Percentage 33.3% 15.2% 23.5% 23.1% 31.3% 

Rarely 
Number 2 42 14 11 11 

Percentage 66.7% 40.0% 41.2% 42.3% 34.4% 

Never 
Number 0 43 12 9 9 

Percentage 0.0% 41.0% 35.3% 34.6% 28.1% 

Total 
Number 3 105 34 26 32 

Percentage 100.0% 100.0% 100.0% 100.0% 100.0% 

 

4. Reasons for purchasing Chinese or Taiwanese arts and handicrafts 

This question only takes into account of respondents with purchase experience 

for Chinese and Taiwanese arts and handicrafts. That is to say, the total sample is only 

127. Respondents are allowed to choose more than one answer. Therefore, each item 

is accumulated for a final calculation. 

(1) By city 

 As shown in Table 5-46, the most chosen answer for all respondents is 

“decoration”, which account for 40.1 % while the answer “practical uses” and the 

answer “for offering” account for 28.3 % and 27 % respectively. However, the 

percentage of respondents in Paris choosing the answer “decoration” is even higher, 

which reaches 48 % of the whole sample in Paris. On the contrary, the percentages for 

each purchasing reason are quite equal in Lille.  
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Table 0-74 Reasons for purchasing Chinese or Taiwanese arts and handicrafts–by city 

 Paris Lille Total 

Decoration 
Number 36 25 61 

Percentage 48.0% 32.5% 40.1% 

Practical uses 
Number 19 24 43 

Percentage 25.3% 31.2% 28.3% 

For offering 
Number 15 26 41 

Percentage 20.0% 33.8% 27.0% 

Other 
Number 5 2 7 

Percentage 6.7% 2.6% 4.6% 

Total 
Number 75 77 152 

Percentage 100.0% 100.0% 100.0% 

 

(2) By gender 

 We can say from Table 5-47 that male respondents purchase these products 

mainly for “decoration” or “practical uses” while “decoration” is the first reason for 

female respondents, which accounts for 43.2 % and 32.4 % for offering.  

Table 0-75 Reasons for purchasing Chinese or Taiwanese arts and handicrafts–by gender 

 Male Female 

Decoration 
Number 29 32 

Percentage 37.2% 43.2% 

Practical uses 
Number 29 14 

Percentage 37.2% 18.9% 

For offering 
Number 17 24 

Percentage 21.8% 32.4% 

Other 
Number 3 4 

Percentage 3.8% 5.4% 

Total 
Number 78 74 

Percentage 100.0% 100.0% 

 

(3) By age 

 From Table 5-48, we can tell that for all respondents, the first reason for 

purchasing is decoration.  
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Table 0-76 Reasons for purchasing Chinese or Taiwanese arts and handicrafts–by age 

 Under 20 20~29 30~39 40~49 50 and above 

Decoration 
Number 2 27 11 7 14 

Percentage 66.7% 36.5% 42.3% 35.0% 48.3% 

Practical uses 
Number 0 24 7 5 7 

Percentage 0.0% 32.4% 26.9% 25.0% 24.1% 

For offering 
Number 1 20 7 6 7 

Percentage 33.3% 27.0% 26.9% 30.0% 24.1% 

Other 
Number 0 3 1 2 1 

Percentage 0.0% 4.1% 3.8% 10.0% 3.4% 

Total 
Number 3 74 26 20 29 

Percentage 100.0% 100.0% 100.0% 100.0% 100.0% 

 

5. Consumers’ choice for Chinese and Taiwanese arts and handicrafts 

This question only takes into account of respondents with purchase experience 

for Chinese and Taiwanese arts and handicrafts.  

(1) By city 

 As in Table 5-49, among all samples, 54.2 % of respondents purchase more often 

decoration products while 30.7 % choose to purchase dining utensils and 15 % for 

furniture. The same results can be found in both cities except that respondents in Paris 

have a higher percentage for choosing dining utensils.   

Table 0-77 Product selection for Chinese and Taiwanese arts and handicrafts - city 

 Paris Lille Total 

Dining utensils 
Number 28 19 47 

Percentage 35.4% 25.7% 30.7% 

Furniture 
Number 7 16 23 

Percentage 8.9% 21.6% 15.0% 

Decoration 
Number 44 39 83 

Percentage 55.7% 52.7% 54.2% 

Total 
Number 79 74 153 

Percentage 100.0% 100.0% 100.0% 
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(2) By gender 

 If we look at the results by gender as in Table 5-50, we can tell that both males 

and females choose to buy mostly decoration products, which account for more than 

50 %. Besides, for both genders, 30 % choose to buy dining utensils and 15 % for 

furniture. 

Table 0-78 Product selection for Chinese and Taiwanese arts and handicrafts -gender 

 Male Female 

Dining utensils 
Number 25 22 

Percentage 31.6% 29.7% 

Furniture 
Number 13 10 

Percentage 16.5% 13.5% 

Decoration 
Number 41 42 

Percentage 51.9% 56.8% 

Total 
Number 79 74 

Percentage 100% 100% 

 

(3) By age 

 As shown in Table 5-51, respondents at each age range buy mostly decoration 

products, which account for approximately 50 % or more, especially for respondents 

aged between 30 and 39. 

Table 0-79 Product selection for Chinese and Taiwanese arts and handicrafts - age 

 Under 20 20~29 30~39 40~49 50 and above 

Dining utensils 
Number 1 30 3 3 10 

Percentage 16.7% 38.5% 13.0% 17.6% 33.3% 

Furniture 
Number 2 8 4 3 6 

Percentage 33.3% 10.3% 17.4% 17.6% 20.0% 

Decoration 
Number 3 39 16 11 14 

Percentage 50.0% 50.0% 69.6% 64.7% 46.7% 

Total 
Number 6 78 23 17 30 

Percentage 100.0% 100.0% 100.0% 100.0% 100.0% 
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6. Post-purchase evaluation 

This question only takes into account of respondents with purchase experience 

for Chinese and Taiwanese arts and handicrafts.  

(1) By city 

Among all the respondents, 83.2 % shown satisfied after purchase as indicated in 

Table 5-52. We can tell that consumers usually have high level of satisfaction for 

Chinese and Taiwanese arts and handicrafts. Furthermore, respondents in Paris have 

even higher rate of being satisfied, which reaches 90.2 % while 74.2% for Lille.  

Table 0-80 Post-purchase evaluation for Chinese and Taiwanese arts and handicrafts – by city 

 Paris Lille Total 

Satisfied 
Number 55 49 104 

Percentage 90.2% 74.2% 83.2% 

Unsatisfied 
Number 6 17 23 

Percentage 9.8% 25.8% 18.4% 

Total 
Number 61 66 127 

Percentage 100.0% 100.0% 100.0% 

 

(2) By gender 

 As indicated in Table 5-53, both males and females reach a percentage of 80% 

for feeling satisfied after purchase. 

Table 0-81 Post-purchase evaluation for Chinese and Taiwanese arts and handicrafts-by 

gender 

 Male Female 

Satisfied 
Number 52 52 

Percentage 80.0% 83.9% 

Unsatisfied 
Number 13 10 

Percentage 20.0% 16.1% 

Total 
Number 65 62 

Percentage 100.0% 100.0% 
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(3) By age 

 According to Table 5-54, at least 70 % of respondents at every age range feel 

satisfied after purchase. This indicates that most consumers have positive evaluation 

for Chinese and Taiwanese arts and handicrafts. 

Table 0-82 Post-purchase evaluation for Chinese and Taiwanese arts and handicrafts-by age 

 Under 20 20~29 30~39 40~49 50 and above 

Satisfied 
Number 3 52 17 13 19 

Percentage 100.0% 83.9% 73.9% 72.2% 90.5% 

Unsatisfied 
Number 0 10 6 5 2 

Percentage 0.0% 16.1% 26.1% 27.8% 9.5% 

Total 
Number 3 62 23 18 21 

Percentage 100.0% 100.0% 100.0% 100.0% 100.0% 

 

7. Spending on each purchase 

This question only takes into account of respondents with purchase experience 

for Chinese and Taiwanese arts and handicrafts.  

 (1) By city 

 We can tell from Table 5-55 that 68 % of the whole sample spend less than 50 

euros on these products for each purchase, 24.4 % for 51~100 euros, 6 % for above 

100 euros. This indicates that respondents usually spend only little amount on Chinese 

and Taiwanese arts and handicrafts. However, if we at the result by city, respondents 

in Lille tend to spend more on these products than respondents in Paris.  
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Table 0-83 Consumers’ spending on each purchase – by city 

 Paris Lille Total 

Under 50 euros 
Number 46 42 87 

Percentage 75.4% 63.6% 68.5% 

51~100 euros 
Number 12 20 31 

Percentage 19.7% 30.3% 24.4% 

101~300 euros 
Number 3 2 5 

Percentage 4.9% 3.0% 3.9% 

Above 301 euros 
Number 0 2 2 

Percentage 0.0% 3.0% 1.6% 

Total 
Number 61 66 127 

Percentage 100.0% 100.0% 100.0% 

 

(2) By gender 

As indicated in Table 5-56, both male and female respondents spend mostly less 

than 50 euros on these products, especially male respondents. Furthermore, the 

percentage of female respondents spending more than 51 euros is higher than that of 

males. 

Table 0-84 Consumers’ spending on each purchase – by gender 

 Male Female 

Under 50 euros 
Number 50 38 

Percentage 76.9% 61.3% 

51~100 euros 
Number 11 21 

Percentage 16.9% 33.9% 

101~300 euros 
Number 3 2 

Percentage 4.6% 3.2% 

Above 301 

euros 

Number 1 1 

Percentage 1.5% 1.6% 

Total 
Number 65 62 

Percentage 100.0% 100.0% 

(3) By age 

According to Table5-57, respondents at each age range spend mostly less than 50 

euros on these products. Yet, respondents with higher age tend to have higher 
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percentages for larger amount of spending due to their higher incomes.  

Table 0-85 Consumers’ spending on each purchase – by age 

 Under 20 20~29 30~39 40~49 50 and above 

Under 50 euros 
Number 3 48 14 9 14 

Percentage 100.0% 77.4% 60.9% 50.0% 66.7% 

51~100 euros 
Number 0 13 7 6 6 

Percentage 0.0% 21.0% 30.4% 33.3% 28.6% 

101~300 euros 
Number 0 1 2 2 0 

Percentage 0.0% 1.6% 8.7% 11.1% 0.0% 

Above 301 euros 
Number 0 0 0 1 1 

Percentage 0.0% 0.0% 0.0% 5.6% 4.8% 

Total 
Number 3 62 23 18 21 

Percentage 100.0% 100.0% 100.0% 100.0% 100.0% 

 

8. Place of consumption 

This question only takes into account of respondents with purchase experience 

for Chinese and Taiwanese arts and handicrafts. Respondents are allowed to choose 

more than one answer. Therefore, each item is accumulated for a final calculation. 

(1) By city   

 From Table 5-58, we can tell that 29% of the whole samples choose to purchase 

these products in decoration and furniture shops while 25.6 % choose Asian arts and 

handicrafts shops. Besides, the percentages of respondents choosing department stores, 

art boutiques and traditional markets are quite equal, which account for approximately 

15 % respectively. In addition, respondents in Lille have a higher rate for purchasing 

in decoration and furniture shops than respondents in Paris which respondents in Paris 

have a higher rate for purchasing in art boutique. 
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Table 0-86 Place of consumption for Chinese and Taiwanese arts and handicrafts – by city 

 Paris Lille Total 

Decoration and 

furniture shop 

Number 20 31 51 

Percentage 23.3% 34.4% 29.0% 

Asian arts and 

handicrafts shop 

Number 20 25 45 

Percentage 23.3% 27.8% 25.6% 

Department store 
Number 14 10 24 

Percentage 16.3% 11.1% 13.6% 

Art boutique 
Number 18 9 27 

Percentage 20.9% 10.0% 15.3% 

Traditional market 
Number 12 15 27 

Percentage 14.0% 16.7% 15.3% 

Other 
Number 2 0 2 

Percentage 2.3% 0.0% 1.1% 

Total 
Number 86 90 176 

Percentage 100.0% 100.0% 100.0% 

(2) By gender 

As shown in Table 5-59, female respondents have a higher rate for purchasing in 

decoration and furniture shops than males and in art boutiques. 

Table 0-87 Place of consumption for Chinese and Taiwanese arts and handicrafts–by gender 

 Male Female 

Decoration and 

furniture shop 

Number 20 31 

Percentage 22.7% 35.2% 

Asian arts and 

handicrafts shop 

Number 21 24 

Percentage 23.9% 27.3% 

Department store 
Number 14 10 

Percentage 15.9% 11.4% 

Art boutique 
Number 16 11 

Percentage 18.2% 12.5% 

Traditional 

market 

Number 16 11 

Percentage 18.2% 12.5% 

Other 
Number 1 1 

Percentage 1.1% 1.1% 

Total 
Number 88 88 

Percentage 100.0% 100.0% 
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(3) By age 

According to Table 5-60, we can tell that apart from respondents aged between 

30 and 39 who prefer purchasing in Asian arts and handicrafts shops, other 

respondents all prefer decoration and furniture shops. Furthermore, respondents aged 

between 30 and 39 rarely purchase these products in department stores while 

respondents aged between 40 and 49 rarely purchase in art boutiques. 

Table 0-88 Place of consumption for Chinese and Taiwanese arts and handicrafts – by age 

 Under 20 20~29 30~39 40~49 50 and above 

Decoration and 

furniture shop 

Number 2 20 9 9 11 

Percentage 50.0% 24.1% 25.7% 39.1% 35.5% 

Asian arts and 

handicrafts shop 

Number 1 19 11 5 9 

Percentage 25.0% 22.9% 31.4% 21.7% 29.0% 

Department store 
Number 0 16 1 4 3 

Percentage 0.0% 19.3% 2.9% 17.4% 9.7% 

Art boutique 
Number 0 15 7 1 4 

Percentage 0.0% 18.1% 20.0% 4.3% 12.9% 

Traditional 

market 

Number 0 13 7 4 3 

Percentage 0.0% 15.7% 20.0% 17.4% 9.7% 

Other 
Number 1 0 0 0 1 

Percentage 25.0% 0.0% 0.0% 0.0% 3.2% 

Total 
Number 4 83 35 23 31 

Percentage 100.0% 100.0% 100.0% 100.0% 100.0% 

 

5.4 Purchase Intention of Consumer  

 The objective of this part is to discover the purchase intention of consumers for 

Taiwanese OTOP products and to know if products made-in Taiwan can attract their 

attention. By doing so, we can realize the level of market acceptance of Taiwanese 

products.  

1. Consumers’ reaction to products when emphasizing made-in-Taiwan 

 In order to know if products can attract the attention of consumers when 
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emphasizing they are made in Taiwan, a question is made and the results are shown in 

Table 5-61. The sum of not quite agree and strongly disagree is quite high, which 

reaches 52.5 % of the total sample, while strongly agree and agree only has a rate of 

33.5 %. Besides, the sum of the percentage of strongly agree and agree in Lille is 

slightly higher than in Paris. This might indicate that consumers in Paris are more 

attracted to products which are made in Taiwan. 

Table 0-89 Consumers’ reaction to products when emphasizing made-in-Taiwan 

 Paris Lille Total 

Strongly agree 
Number 7 12 19 

Percentage 7.0% 12.0% 9.5% 

Agree 
Number 23 25 48 

Percentage 23.0% 25.0% 24.0% 

Neither agree nor 

disagree 

Number 14 14 28 

Percentage 14.0% 14.0% 14.0% 

Not quite agree 
Number 32 28 60 

Percentage 32.0% 28.0% 30.0% 

Strongly disagree 
Number 24 21 45 

Percentage 24.0% 21.0% 22.5% 

Total 
Number 100 100 200 

Percentage 100.0% 100.0% 100.0% 

 

2. Purchase intention of consumers for Taiwanese OTOP products 

Table 5-62 indicates purchase intention of consumers for Taiwanese OTOP 

products. We can see that the sum of strongly willing and willing is higher than the 

sum of not quite willing and strongly unwilling. In other words, 50 % of the sample 

feel willing or strongly willing to purchase while only 16 % feel not quite willing or 

strongly unwilling. Furthermore, 31 % of the sample feel neither willing nor unwilling. 

Besides, by city, the sum of not quite willing and strongly unwilling in Paris, 20 %, is 

slightly higher than in Lille, 12 %. 
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Table 0-90 Purchase intention of consumers for Taiwanese OTOP products 

 Paris Lille Total 

Strongly willing 
Number 8 7 15 

Percentage 8% 7% 8% 

Willing 
Number 41 43 84 

Percentage 41% 43% 42% 

Neither willing nor 

unwilling 

Number 31 37 68 

Percentage 31% 37% 34% 

Not quite willing 
Number 15 7 22 

Percentage 15% 7% 11% 

Strongly unwilling 
Number 5 5 10 

Percentage 5% 5% 5% 

Total 
Number 100 100 200 

Percentage 100% 100% 100% 

 

5.5 Evaluation of Degree of Importance for Taiwanese Local Products 

Table 5-63 indicates respondents’ evaluation of degree of importance for 

Taiwanese local products. Number 1 to 5 are given according to the each degree. Very 

important receives a 5 points, important for 4, neither important nor unimportant for 3, 

not quite important for 2, very important for 1. An average with a maximum of 5 is 

calculated for each property. As we can see, each property has a quite high level of 

importance since they are all above 2.5, especially for “ Package indicates clearly the 

ingredients and security certificate”, which scores 3.62. The second important property is 

“ Package shows Taiwanese unique features”, which scores 3.41. Yet, the least 

important property is “ Multi-usage of products” with a score of 2.91. 
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Table 0-91 Evaluation of Degree of Importance for Taiwanese Local Products 

Property 
Very 

important 
Important 

Neither 

important 

nor 

unimportant 

Not quite 

important 

Very 

unimportant 
Average 

1.Package 

shows 

Taiwanese 

unique 

features. 

Number 58 46 37 38 21 

3.41  
Percentage 29.0% 23.0% 18.5% 19.0% 10.5% 

2. Package 

indicates 

clearly the 

ingredients and 

security 

certificate. 

Number 70 48 33 33 16 

3.62  
Percentage 35.0% 24.0% 16.5% 16.5% 8.0% 

3. Products are 

practical and 

easy to use 

Number 36 55 58 34 17 

3.30  
Percentage 18.0% 27.5% 29.0% 17.0% 8.5% 

4. Multi-usage 

of products.  

Number 20 48 49 60 23 
2.91  

Percentage 10.0% 24.0% 24.5% 30.0% 11.5% 
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Conclusion and Discussions 

6.1 Conclusion  

 According to the analysis of questionnaire, field research and literature review, 

we can tell that consumers in France have interests in Taiwanese OTOP products and 

are willing to try or know more about them. This result shows a potential for entering 

into the market. Also, the increasing numbers of Asian students in France indicates the 

increasing demand for Asian products. However, consumers generally cannot 

distinguish China and Taiwan, and lack cognition of Taiwan and its culture. Therefore, 

it could cause difficulties for new entrants to develop French market. Furthermore, 

unfamiliarity of distribution channels could lead to high cost for OTOP products to be 

presented in the market. Besides, culture difference and competition are also other 

factors to determine the success of exploring French market. In addition, high 

standard of product safety adds challenges for OTOP products.    

 Recommendations regarding potential distribution channels, consumer 

preference and competition are given as follows. 

1. Potential distribution channels 

 Through field research, we observed that new entrants for Taiwanese OTOP 

products could focus on building a connection with main Asian distributors, such as 

Tang frère and Paris Store, in France in order to reach consumers and to facilitate the 

process of promoting these OTOP products. Since these two distributors, both 

wholesalers and retailers, are the biggest and most influential distributors for Asian 

products in France, they dominate the market and decide which products to be 

presented in their own stores. By contacting and negotiating with them, Taiwanese 
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companies can gain access to enter into French market by reaching many little Asian 

supermarkets and individual consumers at the same time. On the contrary, local 

distributors like Carrefour, Casino, Auchant, and Ldle would be much more difficult 

for Taiwanese new entrants since they sell only Asian products made in Europe in 

order to adapt to European’s taste and diet habit. Therefore, large Asian supermarkets 

would be the first concern for OTOP producers. 

2. Consumer preference 

 Generally speaking, consumers feel willing to try or get to know more about 

Taiwanese OTOP products. However, they do not feel persuaded to make 

consumption when emphasizing that those OTOP products are made-in-Taiwan. 

Furthermore, their lack of knowledge in Taiwan or OTOP products could cause 

obstacles for Taiwanese companies to succeed in the market. According to the 

questionnaire, consumers’ reasons for consuming Chinese or Taiwanese products are 

usually because of their cheap price and practical use. In addition, the amount they 

spend during each consumption is usually less than 50 euros. What is more, the 

indication of ingredients and product safety certification is very significant for 

consumers in France. These are important information for new entrants to know in 

order to make the most appropriate strategies to enter French market and to reduce the 

chance of failure.    

3. Competition 

Through field research, we noticed that the sources of competition come from 

three different levels. These are different Asian brands, different Asian products, and 

products made in Europe. However, according to this research, the main competitor 

for OTOP suppliers would be Asian products under different brands. As indicated 
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above, Asian supermarkets are the main distribution channels for OTOP products, 

Taiwanese products would have to compete with products from different Asian 

countries such as China, Vietnam, Thailand, Japan or Korea. Chinese and Japanese 

products are the main players in the competition since they dominate Asian culture in 

France.  

To conclude, Taiwanese companies and government could begin with promoting 

Taiwan in order to make consumers be aware of its culture and specialties. Through 

cultural exhibitions and promoting activities, consumers have more chances to get to 

know Taiwan and OTOP products. What is more, similarity with Chinese culture 

would be an advantage for OTOP products since consumers could replace Chinese 

products with OTOP products for higher quality. Besides, uniqueness of Taiwanese 

culture and products could be other attractive points for promoting OTOP products in 

France. By taking advantage of the similarity with Chinese culture and the uniqueness 

of OTOP products, Taiwanese companies could find an easier way for reaching 

French market in the future.  

6.2 Discussions 

 As to strategies for distributing OTOP products, due to the unfamiliarity with the 

local distribution channels, high costs might be the concerns for Taiwanese companies. 

Therefore, small companies may consider developing markets in Asia first since 

culture difference is smaller and consumers are more used to different Asian products. 

Once reputation is built, they could consider entering European market to avoid the 

high cost and time-consuming process for building image and reputation in the market. 

On the contrary, for more powerful Taiwanese companies, they may start by 

developing connections with local retail channels in order to facilitate the promotion 
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of OTOP products in France. Processes are shown below in Table 6-1. First, attract 

their attentions with OTOP products in order to arouse the interest of retail channels. 

Secondly, present OTOP products to them and provide detailed information about 

products. Next, provide safety certificates in order to meet the regulation in France. 

Finally, negotiate conditions for being presented in their channels and collect 

information about exporting processes and cost managing.  

 

Table 0-92 Processes for building connections with distribution channels in France 

Step one Step two Step three Step four 

Attract their 

attentions with 

OTOP products in 

order to arouse the 

interest of retail 

channels. 

Present OTOP 

products to them 

and provide 

detailed 

information about 

products. 

Provide safety 

certificates in order 

to meet the 

regulation in France.  

Negotiate conditions 

for being presented 

in their channels and 

collect information 

about exporting 

processes and cost 

managing 
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6.3 SWOT analysis for OTOP products to enter into 

French Market 

 In order to provide valuable information and insight for future entrants into 

French market, a SWOT analysis is given below. SWOT analysis is conceived here 

according to the information and literatures gathered about French market and the 

trend observed during field research or through questionnaire in France. As listed in 

Table 6-2, this part indicates the challenges and opportunities for OTOP products to 

be presented in France. Furthermore, we look at their strength and weakness 

comparing with other existing products in the market. That is to say, both internal 

capacities of OTOP products and external factors are taken into account here for a 

more precise evaluation.  

Table 0-93  SWOT analysis 

Strength 

 Higher qualities of products. 

 Uniqueness of products. 

 Relatively low price comparing with Japanese 

or Korean products. 

 High reputation of Taiwanese tea. 

 Acquirement of safety certification. 

Weakness 

 Lack of information about the market. 

 High exporting cost. 

 Deprived of access to distribution channels 

 Poor recognition. 

 High brand promoting cost.  

Opportunities 

 Consumers are changing to be more open for 

accepting new cultures. 

 Globalization. 

 Taiwan is becoming more well-known.  

 Similarity of Taiwanese and Chinese culture.  

 Consumer’s increasing curiosity. 

 Elimination of international trade barriers 

 An untapped market need. 

 Asian students are increasing in France.  

 More and more French students or tourist come 

to Taiwan.  

 Chinese culture is becoming popular. 

Threats 

 Intense competition from competitors. 

 Constant emergence of substitutes. 

 Negative economic trend to affect consumers’ 

spending.  

 The depreciation of Euro makes Taiwanese 

products become more expensive. 

 The strict regulation of product securities for 

importing into France. 

 Consumers cannot distinguish Taiwan and China.  

 Huge culture difference. 

 Consumers’ unfamiliarity with how to use OTOP 

products.  

 High tax of French market.  

 

1. Strength 
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Taiwanese products generally have higher qualities than Chinese products and 

relatively lower price comparing with products from Japan and Korea. Therefore, 

consumers might prefer Taiwanese products. In addition, all products have acquired 

safety certification and quality recognition, which would are strongly required for 

products to be imported in France. Rich product diversity is also other strength for 

OTOP products to enter French market since consumers can have different product 

choices.  

2. Weakness 

 High exporting cost and brand promoting cost are weakness for promoting 

OTOP products. Besides, due to the lack of information about the market and 

connections with local distribution channels, OTOP products might be difficult and 

costly to be presented in French market. Furthermore, Taiwanese OTOP products have 

poor recognition since consumers are usually not familiar with Taiwan. 

3. Opportunities 

Nowadays, consumers in France are becoming more and more open for 

accepting new cultures because of the effect of globalization and their increasing 

curiosity in people from all around the world. Also, elimination of international trade 

barriers and increasing numbers of Asian students in France and French students in 

Taiwan or Asia have made it easier for culture exchange. Taiwan is becoming more 

well-known globally, which attracts more French or European tourists to visit Taiwan 

as we can see from the numbers of European tourists or students in Taiwan. Besides, 

since there are not yet many Taiwanese OTOP products in French market, there 

remains an untapped market need in France for new OTOP products makers to enter 

the market. Finally, with the increasing numbers of Chinese supermarket in France 
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due to the growing popularity of Chinese culture, Taiwanese OTOP products are 

facing many opportunities to be presented in the market.    

4. Threats 

 Intense competition from existing competitors and constant emergence of 

substitutes are the direct threats of OTOP products since they need to compete with 

products from different countries considering consumers have limited budget. 

Therefore, the level of competition in the market determines the success of OTOP 

products. In addition, negative economic trend and the depreciation of Euro are 

economic factors which affect consumer behavior in OTOP products. Besides, strict 

regulation, high standard of product safety and high tax in France are other barriers 

for importing OTOP products into France. What is more, huge culture difference and 

consumers’ low level of understanding about Taiwan cause challenges for Taiwanese 

companies.  

6.4 Research Limitations and Suggestions 

This research focuses mainly on French market and aims to discover consumer 

behavior and the possibility of promoting Taiwanese One Town One Product in 

France. Since the data was collected only in Paris and Lille, research results can not 

completely represent French consumers as a whole in terms of consumer preference, 

competition and distribution. However, it provides some useful information for 

Taiwanese companies and government to know better French market and to facilitate 

the decision making regarding export Taiwanese products to Europe.   

Due to the fact that consumers are still not quite familiar with Taiwan and always 

confuse it with China, it remains a certain level of difficulty for promoting Taiwanese 
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OTOP products in France. The similarity between Taiwan and China leads to both 

opportunities and threats for Taiwanese products. To be more precise, since 

Taiwanese products provide better quality than Chinese products, they can be seen as 

substitutes to Chinese products considering the similarity of both products. However, 

because of consumer’s lack of cognition in Taiwan and its products, they might feel 

unwillingly to purchase. 

To sum, Taiwanese government plays an important role in presenting and 

promoting Taiwan in France and Europe in order to make more people know it. Since 

consumers usually make consumption on products they know and have interests in, 

increasing French consumers’ interests would be the first step to take for the 

promotion of Taiwanese OTOP products.  
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Appendix I – Questionnaire in Chinese 

 
【第一部分】對臺灣或中式商品的初步認識 

1.您有聽過或買過來自臺灣或中式的食品或工藝品嗎? 

 □有          □沒有 

2.您對在臺灣或中式的食品或工藝品的了解度有多少? 

□非常了解   □有點了解 □還好  □不太了解 □完全不了解 

3.您對來自臺灣或中式的食品或工藝品有什麼特別的印象? 

 □品質良好   □物超所值 □沒有特別印象 □印象很差 

 

【第二部分】對臺灣與中式飲食文化的購買行為 

1. 您喜歡中式食物嗎? 

 □非常喜歡 □有點喜歡  □沒感覺  □不太喜歡  □非常不喜歡 

2. 您有興趣進一步瞭解或嘗試臺灣的食品醬料嗎? 

□很有興趣  □有點興趣  □沒有感覺  □不太有興趣  □完全沒有興趣 

    若您填答沒有興趣，請問原因：                                

3. 您有喝茶的習慣嗎?   

□有  □沒有(請跳至第5題) 

4. 您習慣喝的茶種通常為：(可複選)  

□純茶葉 □添加水果香之茶業  □添加花草之茶業  

5. 您多久吃一次中式菜或使用中式醬料烹調?   

 □時常  □有時  □很少  □幾乎沒有  □完全沒有(請跳至第三部分) 

6. 為什麼會選擇嘗試中式料理或以中式醬料烹調? (可複選) 

 □好奇 □喜好 □便宜 □用途廣泛  □較有品質  □其他            

7. 您習慣在哪裡購買這些醬料與茶葉? (可複選) 

 □大型超市  □中式超市  □百貨公司  □傳統市集  □網路  □其他        

8. 您一個月通常用在購買中式食材的金額大概為多少? 

 □20歐元以下  □21~50歐元  □51~100歐元  □101歐元以上 

9. 當選購中式食品時，您通常購買：(可複選) 

 □冷凍食品  □糖果餅乾糕點  □罐頭乾糧  □調味品  □米飯麵食 

 □其他                              

 

 

【第三部分】對臺灣與中式文化工藝品的購買行為 

1. 您喜歡以下列哪些材料所作成的文化工藝品? 

□竹木      □陶瓷     □琉璃      (可複選) 

2. 您有興趣進一步瞭解臺灣的文化工藝品嗎? 

親愛的受訪者您好！ 

  這是一份對於臺灣食品醬料及文化工藝商品之印象及消費意見的調查，您的配合將幫助

我們對法國的消費市場有更深一步的了解，感謝您在百忙之中完成這份問卷。 

敬祝 萬事如意 

臺灣東吳大學企業管理學系 
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 □很有興趣  □有點興趣  □還好  □不太有興趣  □完全沒有興趣 

    若您填答沒有興趣，請問原因：                                

3. 您曾經買過這些文化工藝品嗎?  

□經常 □偶爾  □很少  □從不(請跳至第四部份) 

4. 購買這些文化工藝品的用途通常為: (可複選) 

□家居裝飾 □家裡自用  □送人  □其他                  

5. 您購買以竹木、陶瓷、琉璃所作成的文化工藝品種類通常為: (可複選) 

□餐飲器具(碗盤、玻璃陶瓷杯)  □傢俱(桌椅、櫃子)  □家居裝飾 

6. 在購買完這些產品後您的感覺如何? 

 □滿意 □不滿意  不滿意的原因: _______________________________ 

7. 您通常一次願意花費多少錢在竹製、陶瓷或玻璃製品上? 

□50歐元以下  □51~100歐元  □101~300歐元     □300歐元以上 

8. 您習慣在哪裡購買這些竹製、陶瓷或玻璃製品? (可複選) 

□家居裝飾店 □中式文化藝品店  □百貨公司  □藝術品店   

□市集  □其他             

 

【第四部分】對臺灣地方特色產品的購買意願及屬性重視 

1. 當強調所售的商品是來自「臺灣當地製造」時，對您而言是否具有吸引力： 

□非常同意  □還算同意  □一般  □不太同意  □非常不同意 

2. 您是否願意購買臺灣的地方特色商品： 

□非常願意  □有點願意  □普通  □不太願意  □非常不願意 

3.當您要購買臺灣商品時，您對於下列產品屬性的重視程度如何？ 

 

非

常

重

視 

重

視 

一

般 

不

重

視 

非

常

不

重

視 

1. 包裝具有臺灣當地特色 □ □ □ □ □ 

2. 具有明確成份標示或安全檢驗證明 □ □ □ □ □ 

3. 商品方便且容易使用 □ □ □ □ □ 

4. 商品使用範圍廣泛 □ □ □ □ □ 

 

【第五部份】個人基本資料 

1. 性  別 □男   □女 

2. 婚姻狀況 □未婚  □已婚 

3. 年  齡 □19歲以下 □20~29歲 □30~39歲 □40~49 歲 □50歲以上 

4. 職  業 □國家公職人員(軍人、公務員、教師等) □農、林、漁、牧業 

□商業及服務業人員 □勞務工作者(如公司職員、司機、工人等) 

□學生   □無業者(待業、退休) 

5. 教育程度 □高中以下 □高中(職高) □大學(大專) □研究生以上 
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Appendix II – Questionnaire in French 

Bonjour à tous, 

  Voici une enquête sur les opinions des français quant aux produits alimentaires et 

artisanaux taïwanais. Avec votre aide, nous pourrons mieux connaître le marché 

français et savoir dans quelle mesure il est possible de faire la promotion des produits 

locaux taïwanais en France. Nous vous remercions sincèrement de votre aide. 

 

【Première partie】La connaissance des produits chinois et taïwanais. 

1. Avez-vous déjà acheté ou entendu parler des produits alimentaires ou artisanaux de 

la Chine ou de Taïwan? 

□Oui            □Non 

2. Est-ce que vous connaissez des produits alimentaires ou artisanaux de la Chine ou 

de Taïwan? 

□Beaucoup     □Pas beaucoup   □Juste un peu   □Pas vraiment □Pas du 

tout 

3. Que pensez-vous des produits alimentaires ou artisanaux de la Chine ou de 

Taïwan? 

□Bonne qualité   □Bonne marché   □Aucune opinion  □Très mauvais  

 

【Deuxième partie】Le comportement d'achat et de consommation vis-à-vis des 

produits alimentaires chinois. 

1. Aimez-vous la cuisine chinoise ? 

□Beaucoup    □Juste un peu   □Aucune opinion  □Pas vraiment  □Pas du 

tout 

2. Voudriez-vous essayer ou mieux faire la connaissance des produits alimentaires 

taïwanais ? 

□Sans aucun doute □Sûrement  □Aucune opinion  □Pas vraiment  □Pas du 

tout 

Pourquoi ne voudriez-vous pas：__________________________________ 

3. Avez-vous l’habitude de boire du thé?   

□Oui            □Non(Sautez la question 4) 

4. Quelle type du thé buvez-vous normalement? 

□Thé non-parfumé   □Thé aux fruits   □Thé aux fleurs  

5. A quelle fréquence essayez-vous la cuisine chinoise ou cuisinez-vous avec des 

produits alimentaires chinois ?  

□Très souvent   □De temps en temps   □Rarement   □Très rarement   

□Jamais  

(Si jamais, sautez les questions 6,7,8,9) 

6. Pourquoi choisissez-vous la cuisine chinoise ou cuisinez-vous avec des produits 

alimentaires chinois? 

□Par curiosité  □Par préférence  □Peu coûteux  □Très pratique  

□Meilleure qualité   □Pour d’autres raisons: 
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________________________________ 

7. Où achetez-vous ces produits normalement? 

□Au supermarché  □Au supermarché chinois   □Dans les grands magasins   

□Au marché traditionel         □En ligne                □Autre part:  

8. Combien dépensez-vous pour acheter des produits alimentaires chinois chaque 

mois?  

□Moins de 20 euros □Entre 21 et 50 euros □Entre 51 et 100 euros □Plus de 101 

euros 

9. Qu’achetez-vous normalement ? 

□Produits surgelés  □Sucreries ou desserts  □Biscuits  □Sauces et épices  

□Pâtes ou riz  □D’autres produits: _________________________________ 

 

【Troisième partie】Le comportement d'achat et de consommation vis-à-vis des 

produits artisanaux chinois. 

1. Quelle type de produits artisanaux aimez-vous ? 

□Avec du bambou      □En porcelaine      □En verre      (Multi-choix) 

2. Voudriez-vous essayer ou mieux faire la connaissance des produits artisanaux 

taïwanais ? 

□Sans aucun doute  □Sûrement  □Aucune opinion  □Pas vraiment □Pas du 

tout 

Pourquoi ne voudiez-vous pas：______________________________________ 

3. Avez-vous déjà acheté des produits artisanaux? 

□Très souvent   □De temps en temps   □Rarement   □Très rarement   

□Jamais (Si jamais, sautez les questions 4,5,6,7,8) 

4. Pourquoi achetez-vous ces produits? 

□Décoration   □Usage pratique   □Pour offrir   □Pour d’autres raisons: 

________ 

5. Quel type de produits artisanaux achetez-vous normalement? 

□Usentiles de cusine   □Meubles   □Accessoires de décoration 

6. Que pensez-vous de ces produits après leur achat? 

□Satisfait    □Insatisfait   Pourquoi ne ȇtes-vous pas satisfait : 

_________________ 

7. Combien voulez-vous dépenser pour acheter des produits artisanaux faits avec du 

bambou, en porcelaine, ou en verre chaque fois? 

□Moins de 50 euros  □Entre 51 et 100 euros □Entre 101 et 300 euros  

□Plus de 300 euros 

8. Où achetez-vous ces produits normalement ? 

□Magasins de meubles  □Boutiques d’artisanat asiatique □Grands magasins    

□Boutiques d’artisanat  □Magasins de décoration       □Marché           

□Autre part : _________  

 

【Quatrième partie】Intention d’achat et évaluation du degré d’importance 

accordé aux produits locaux taïwanais.  
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1. Est-ce que vous faîtes attention au fait que les produits soient fabriqués à Taïwan? 

□Beaucoup   □Juste un peu   □Aucune opinion   □Pas vraiment  □Pas du 

tout 

2. Voudriez-vous acheter des produits locaux taïwanais? 

□Sans aucun doute  □Sûrement  □Aucune opinion  □Pas vraiment □Pas du 

tout 

3.Évaluer le degré d’importance à vos yeux des cinq caractéristiques suivantes: 

1. Très important  2. Assez important  3.Important  4.Peu important  5.Pas 

important du tout 

(1) L’emballage des produits précise que le produit 

est une spécialité locale taïwanaise. 
1 2 3 4 5 

(2) L’emballage indique la liste des ingrédients ou 

une certification de qualité. 
1 2 3 4 5 

(3) Les produits sont faciles et pratiques à utiliser. 1 2 3 4 5 

(4) Le caractère multi-usage du produit. 1 2 3 4 5 

 

【Cinquième partie】Informations d’ordre général  

1. Sexe:         □Masculin   □Féminin 

2. É tat Civil:    □Célibataire  □Marié(e) 

3. Ȃge: □Moins de 19 ans□Entre 20~29 ans□Entre 30~39ans□Entre 40~49 ans 

□Plus de 50 ans 

4. Profession: □Fonctionnaire □Secteur tertiaire □Secteur primaire 

(agriculture, pêche..) □Ouvrier  □Étudiant □Au chômage  □A la retraite 

5. Niveau d’Etudes : □Collège   □Lycée   □Licence   □Master 

 


