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2 ,,___—ggs and Honey

/i t‘(vegetable) Oil, and Waxes
?-" 7A S’ugar ‘Confectionary, and Cocoa

= ”“}'Z‘L’I'Jradltmnally the above products are Halal but

- due to expansion and diversification of food
Industry and complexities of product supply
chain, halal certification is needed to penetrate
Muslim market
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— “'_‘U;'Global Muslim Market
I. A Dynamic ever growing Global Demand
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WEERVItSIim Popu ation'is .7 Billiof:.

- Ab o t 27 0% ofithe-total world-population

VLLAI | s Living in Muslim Majority Countries.
@?’1 1 1 Billion T 60% are under the age of 30 years.

== L’ISlImS Living as Minorities in non-Muslim
f_,Countrles. (Total 600 Million)

=— f':'l'-; "By the year 2030, The Total World Muslim

Population Is estimated to be 2.2 Billion
I Projected to be 31% .
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N (‘i’ﬁopson Rﬂtefs & Dinar Standafds- 2014)
b ;\Lplc%n ( 18 2% of thetotal E&B market
T clLW[na t ‘the annual rate ofimore than 7.%

1 ]VL.“'[U. F&B consumptlon 1S greater than:
B~ China 857 Billion
= e ~USA 768 Billion
' = Japan 445 Billion
~ _ x-India 434 Billion

{ Global Muslim societies are generating an
- increasing number of the middle class with
growing purchasing power
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2 MU Food Market
= Abr processed Meat & Poultry Products
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_= 'K Meat & Live Animals
AGrowth of Imports




0p 10 Food Markets inthe ..
‘ QIC Countries @ois)

Country

+*

Size (Billion)

Indonesia 190
Turkey 168
Pakistan 108
lran 97
Egypt 95
Bangladesh 60
Saudi Arabia 53

Nigeria 38
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Iraq 35
Algeria 35
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ghipiecessed Meat & Poultry BroductSes

iniported in OIGGounties (in'2014)
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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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Jlop Termr€ountries Exporting Meat &

WVe*Animals to the OIG.Countries ™
- (in'2013)

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

1
2
3
4
5
6
7
8
9

=
o




h"()vﬁ[ ( mpof w

scﬂ(m 2‘01‘2171 E——

———

2 OIC Im,)Of. ofiUnprocessed HalalMeat &
Poulily/ v ched US$ 15:3 Billion

NG EE [ ouu <:1 Wed a 150% increase in these imports over the past decade

C \,1( 1] \pert offProcessed Poultry Products
E=Teached US$ 2.9 Billion
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= JC ‘countries showed a 125% increase in these imports over the past

-

»’*“i’—"’ decade

AThanand exported processed food worth
o US$791 Million, followed by China
(US$341 Million)
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10 FOrK: Process and Integrity
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ﬁﬁ'(?)) Ethlcal Values: Manufacturing and Marketing
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A(4) Regulatory Framework: Evolving

A



Halal:5
Definition,and: Standél
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:‘-_; ”l'_bal Ijma (Consensus of opinion of the ulema)
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_—: , = n the definition of Halal and universal
= Halal standards
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= 'Alslamlc method of slaughtering
AMeat processing
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\,Iccmn(,‘ Gl d sanltlzatlon (free from najs-filth/dirt)
md’c urlng and processingt Dedicated

Z=AZE b a'e_;kaglng NEEHEUS)
B ?'BEIII’]Q_I Truth in labeling

_,__,.J-b.

:K‘Storage and warehousing
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= ATransportatlon (track and trace technologies)
A \Wholesale and retalil
A Customer relations
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+ Absolutely L mc aram (prohlblted) and/or non - haIaI
r)rOdJ(‘l‘\/In( dlents atiany stage ofithe-supply chain

/a nLg0|Ll(,lV~ no folerance for contamination and/or-cross
gmt,*ur_)n: With haram/non-halal material(s)

2 USC E';I'ayylb (Pure, wholesome, safe, nutritious,
' _,,53:’ vea,rthy) material(s) and product(s)

%vwonmentally sustainable

'A Non-exploitative transactions
A Equitable and beneficial for all the parties




~

| T
Regulatory Frﬁ Sellork

GSialidal Us-FEvoiig standards of the importing
Getluies

olalal Ce rtlflcatlon I Want of trustworthiness,
ummﬂ en ce ane professionalism
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| --; e a Assurance I Inadequate guidelines in
--r dltlng, Inspection; Monitoring

ACCI‘edIta'[IOﬂ I Poor coordination at National,
regional, and international levels
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hialal Ce rtlflcatlon - Trustworthy,
rube tent and professional

- ~6— -

- o.'-\

'°‘~’;ﬂ,‘.‘_z I Assurance - i Audit; inspection;
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AAccredltatlon - National, regional, and
nternational levels
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p €CIeS No cloning

_ Of the animal/bird: Natural; Humane
;--«E:‘,L--ng; Antibiotic and hor

ia|a|FeedVegetar|an Feed:; é.

”i&lslamm method of slaughtering: No stunning;
- hand slaughter; Research proving it as the most humane
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(continued")

CRRIUEES lng and Manufacturing: Integrated
Supply ¢ ealn Halal ingredients; reduced additives;
!)Jsg ) ededlcated production lines; no

— Cor ,mlnatlon/cross contamination

ﬁgredlents Issues pertaining to Alcohol; Gelatin
(l_stlhala’7) Tayyib aspect of additives, colorants, flavors

ALabeIIing: Truth in labelling; Labelling guidelines;
A Haram sounding halal product labels
A (Eg: non-alcoholic beer)
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2 |10 LQQGI JISHES 65 | ’Halal logistic standards; Dedicated
rrans,mﬁ torage Track and trace technology

(continued")

== \T' Ffétlng Halal focused marketing campaign;

- o—-—-

hformed research; halal branding; Digital innovation;

’A'Wholesale & Retall: Sourcing halal quality
products; Dedicated stores/sections; Promotion

AConsumer: Awareness; Knowledge; Consumer

power; brand loyalty
o)



