99

1094 28

2 A b 2 15 17
i R

BESHABEAERBBRALAMENR THREXZESTREE (BREEE ) OFERET
HEEAIBEEE  RABAMENBEERREEX RTRABERBEEME S BH %
ENEERVGE  EMEREE  BRERRWE  REZ 109 FEPIRRYIITHEE @ $HHBE
LHifk ~ &R - LREHSAFAEEREN  NEERRE BRGEREE - EXHESRER
HEFRIFTHED  AIEBE2RTHER  AUFHBEEMEEERH -

i)

T

W

Domestic Grain Marketing Campaigns in 2020

In compliance with the government policy of restructuring the rice industry and utilizing fallow
land, the Agriculture and Food Agency (AFA) under the Council of Agriculture has been promoting
a Big Granary Program to increase domestic-grain production and self-sufficiency. In 2020 the AFA
launched a series of marketing campaigns emphasizing the freshness, quality, safety, and healthfulness
of domestic grain, which targeted different groups such as students, office workers, fithess lovers,
and senior citizens to promote consumption and increase farmers’ income. The campaigns focused
on product development, channel promotion, cross-industry alliances, and consumer education, thus
contributing to more than NT$ 200 million in sales.
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