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Gr,JJnJ, SIealSTanErPUISES
Frujis & Vegetables
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NOts :

J,nr‘v Eggs, and Honey

- Pl ant: (vegetable) Oil, and Waxes
sr,{-«A.B‘S'l:igar Confectlonary, and Cocoa

o Traditionally the above products are Halal but
due to expansion and diversification of food
industry and complexities of product supply
chain, halal certification is heeded to penetrate
Muslim market
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‘Muslim Population
' Colossal Consumer Base

">Global Muslim Market
— A Dynamic ever growing Global Demand
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> World Ui ‘Population'is 1.7 Billion.
,-\_)o t 27 % of the total world population

VM 5 LLiving in Muslim Majority Countries.
fe iall §1 1 Billion — 60% are under the age of 30 years.
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= =Muslims Living as Minorities in non-Muslim
= —-e~ ~ Countries. (Total 600 Million)

_’—

S

-~ — By the year 2030, The Total World Muslim

Population is estimated to be 2.2 Billion
— Projected to be 31% .
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3 -(Foqcf BeVerage Sector)

< l S m I ‘57 g (Thompson Reuters& Dinar Standards - 2014)
%prt—‘ﬁr ) 18 2% of the total F&B market

— JfJ‘/\flf]‘:' t the annual rate of more than 7 %

— IVLJ~ ’F&B consumption is greater than:

% China 857 Billion
% USA /68 Billion
Japan 445 Billion
% India 434 Billion

Global Musllm societies are generating an
“increasing number of the middle class with
growing purchasing power
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BAVIUslim: Food Market
= s:Jnprocessed Meat & Poultry Products
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?}'—?j?leat & Live Animals
- ® Growth of Imports
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; iO Food Markets in.the
= OIC Countries (2013)
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Indonesia
Turkey
Pakistan
Iran

Egypt

Bangladesh
Saudi Arabia
Nigeria

Iraq
Algeria

Country

Size (Billion)

190
168
108
97
95
60
53
38
35
35
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Country US$

Saudi Arabia 2.5 Billion
Egypt 1.7 Billion
UAE 1.4 Billion
Indonesia 1.2 Billion
Malaysia 950 Million
Iraq 790 Million
Kuwait 680 Million
Jordan 610 Million
Lebanon 540 Million
Oman 510 Million
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op) Ten' Countries Exporting Meat &
WVerAnimals: to.the OIC.Countries
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~ (in 2013)
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Brazil 4.7 Billion
India 2.1 Billion
Australia 1.6 Billion
USA 1.2 Billion
France 800 Million
Turkey 500 Million
New Zealand 500 Million
Netherland 200 Million
Pakistan 200 Million
Germany 200 Million
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SEeMeNIPONt Of Unprocessed Halal Meat &
Poultry aeached US$ 15.3 Billion

S (EEC re JJQFL-a Dwed a 150% increase in these imports over the past decade

‘.

BROIEHT Yiport of Processed Poultry Products
= ,ched US$ 2.9 Billion

:-*-"—gumc countries showed a 125% increase in these imports over the past

—_— decade

= o Thailand exported processed food worth
of US$791 Million, followed by China
(US$341 Million)
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Challenges —
Halal & T aw.ib"" ‘
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Q,)_, érm o Fork: Process and Integrity
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:’-::(.;_) Ethical Values: Manufacturing and Marketing
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® (4) Regulatory Framework: Evolving
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= '-‘ffOn the definition of Halal and universal
= Halal standards



Halal is a “Farm to F
_ Process
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"{,JJJI;;, of e animal/bird
= SElal Feed

"ﬁ%aﬁdllng — animal welfare
="?0 ISlamic method of slaughtering

® [Vleat processing
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Hzilzl) Fei \’atenal/lngred|ents/add|t|ves/process aid-
i) Jra,lwnr» it
Clez JJ’JJ[U“‘ and sanitization (free from najs-filth/dirt)
M,}rt tturlng and processing — Dedicated
= aio[al packaging material(s)
== ..:L’Bellng Truth in labeling
= ‘Storage and warehousing
- e TJransportation (track and trace technologies)
¢ \Vhelesale and retail
e Customer relations
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Absolutely gl »zHaram (prohlblted) and/or non-halal
r)rJJ,Jf*r.:)/JJrL, ,dlents at any: stage of the supply: chain

Absoluielysle tolerance for contamination andj/or cross
ron,,,@ tlon with haram/non-halal material(s)

===k Seo ’ayylb (Pure, wholesome, safe, nutritious,
St ea]thy) material(s) and product(s)

._.»-!fE‘f\/lronmentally sustainable
= e Non-exploitative transactions

e Equitable and beneficial for all the parties
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- D ",JJJJ‘ Id S o Evolvmg standards of the Importing
r“o,mrrjru

rJJJ i? ertlflcatlon Want of trustworthiness,
wrg}c- ence and professionalism
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= S Halal Assurance — inadequate guidelines in
_'_: —-='Aud|t|ng, Inspection; Monitoring

- o Accreditation — Poor coordination at National,
régional, and international levels
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Regulatory Framework
SADEfini 'on. SemglciGwdelmes |

SSlanuards = Specificistandards o the
ifr) ngrfr fcountries

SHalal ¢ sertification — Trustworthy,
o] Jaetent and professional
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- alal' Assurance — Audit; inspection;
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"o Accreditation - National, regional, and
International levels
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PrcC osals‘to Mee
.he Ilenges

F ar| 0 (continued)
2 rLJLJJ eaes No cloning

WG| S| g of the animal/bird: Natural; Humane
> -«fs:LIE g, “Antibiotic and hormone free; Free range;..

'u_éﬂal Feed: Vegetarian Feed:

“® [s|lamic method of slaughterlng No stunning;
hand slaughter; Research proving it as the most humane
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_Prc yosals to Meetr
The G’fallenges

X ., = e (continued )

J Hcha\ lng and Manufacturing: Integrated
J,J,)ng chain; Halal ingredients; reduced additives;
possible dedicated production lines; no

""'-‘-‘-mc Tamlnatlon/cross contamination

— ‘ Ihgr edients: Issues pertaining to Alcohol; Gelatin
~ (istihala?); Tayyib aspect of additives, colorants, flavors

e | abelling: Truth in labelling; Labelling guidelines;
o Haram sounding halal product labels
o (Eg: non-alcoholic beer)




F oposals to Meets
" The C_]Tallenges

é ' (continued )
o Loc ‘_f"" Halal logistic standards; Dedicated
rr:m_!c rt/Storage Track and trace technology

-.'v«_.«)"‘f rketlng Halal focused marketing campaign;
= ""’-informed research; halal branding; Digital innovation;

—

e

e Wholesale & Retail: Sourcing halal quality
products; Dedicated stores/sections; Promotion

® Consumer: Awareness; Knowledge; Consumer
power; brand loyalty
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B o
O C Jr'J,J'rI* : Awareness; Knowledge; Consumer
r)J\/\/ér,;e and onaIty

) Fejf —/Hand Islamic etiquettes; Table manners;
'f_-: '“’ g In' moderation
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" e Contact Information

,:M_Amerlcan Halal Foundation
I ‘Bermuda Isle Drive, Tampa, FL-33647 (USA)

— ~ e Phone: + (630) 759-4981
" - ® Fax: (630) 310-8532

e Email: info@halalfoundation.org
e \Web: www.halalfoundation.org
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