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WHY HALAL
Reasons Mhlj You should 90 halal
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Siapgandrarumengkonsupreduklalal?
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Artinya : Hal sekalian manusia, makanlah yang halal lagi baik
(tayyib) dari apa yang terdapat di bumi, dan janganlah kamu
mengikuti langkah - langkah Syaitan ; karena  sesungguhnya
syaitan itu adalah musuh yang nyata bagimu. (Al - Bagarah: 168)

Hala i for everyone, not oy Mosler



Why halal product?

Kurang Perhatian terhadap Industri

ooMerekamerasabahwa_ Halal, namun sekarang sudah ada
yangmerekakonsumsi kesadaran untuk konsumsi produk
sudahpastihalal halal

0 Mu s | drenthe fastest growing consumer
segment in the world. Any company that is not
. considering how to serve them is missing a
N egara N OF] wpasa'yangmena“kkarena significant opportunity to affect both its top and

. populasimuslimterus bottom | i ne gr owt ho.
Muslim: bertambah

Arancha Gonzalez
Executive Director International Trade Centre

halaltrip
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Scan Halal




What the meaning of Halal?

wHalal:apa-apayangdibolehkandan
tidak dilarangoleh syariat

M OS I e m wThe core religious teaching efrn

halal, eat halal, live halal.

Te rm wMengkonsumshal yang haram
berpengaruhpadatidak
dikabulkannyadoa.

NEW ZEALAND

A CULINARY HAVEN FOR MUSLIMS

oHalal is Brand
oHalal is Healthy and Safety
oHalal is lifestyle

Welcome Guide :
for Muslim Visitors *®




Keberkahan
& balasandi

akhirat

Muslim

Peluang Non-Muslim
Produsen Bisnis

Konsumen

|
15% (uslim):
Malaysia, Indonesia

85% (nonMuslim):

India, Brazil, Swiss, USA, Argentina, New Zealg
Perancis ThailandPhiliping Singapura
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Halal Food

W55z Muslim:
) " IS Halal&Tayyib
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Healthy

) (" )
Makananyang memiliki mengandunggizi Makananyangamanuntuk
yang seimbang mengandungserat dan ntubuh dantidak mengandung

zatzat yang diperlukan tubuh untuk .
1 e i zat-zatyangmembahayakan




Halal Pharmacy/Cosmetics
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Béhan Haram
dalam Kosmetika
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Halal Fashion
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them their over-garments; this will be more proper, that J p I.ﬁmb Br"gn.(j)

they may be known, and thus they will not be given
trouble; and Allah is Forgiving, Merciful.

Healthy

Dopamine Pathways

Frontal & A GLOBAL PANDEMIC IN MANY FORMS
S y Whether at home, on the streets or during war,
violence against women is a GLOBAL PANDEMIC that
takes place in PUBLIC and PRIVATE spaces.

FORMS OF VIOLENCE

Physical Sexual Psychological

ome of these forms of viclence

© Can Stock Photo
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Halal Media
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Halal T¢ 7 awe ™

Pattaya Halal

Restaurant

I'hailand

i Healthy Safety

The Al Meroz Hotel is Bangkok's " Il r ; i \p}mg \II4WI \41; \‘.A\jl

Leading Halal Hotel. The Hotel's The Leadi A 5 "
ing Halal Hotel v A . i
accommodation, dining and leisure ki - - lb‘”N‘”' \‘bl"

Masaajid Halal-friendly tour packages 3 f=

\JUW \‘MDFA{D Halal travel §Ka‘ba EFa.rzabihah o™

facilities have been specially lamic que ‘m s
created to ensure the copmfort/and . ‘"“f'iMos 5 = 11 M o Imamg () E
= L Umrah travel
Halal food , § ous

A - — - jumu‘ah/Friday Prayer
wellbeing of our Muslim and - ' 3 : - by o X %gMuSIim travel z Suhoor "I Adhan
3 . \ oL q  s: 5 &=

M ] A A H Hatal - friendly faciities m
-Mus sts s ' \ >
non-Muslim guests meals g Sy N : G Muslim~friendly tour packages - Halal-conscious traveller 3 vy g Food [}
served in our restaurants are . §§ Halal~riendly destination _ ) ﬁgM i
Halal-certified and the Hotel is a %Pv‘! G %"dﬂ S Asr S am gimu"%.zlﬂi =%
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Halal Finance
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HALAL FOOD

MARKET SIZE*

How much does the
global Muslim market
spend on food? ~

BENCHMARK

How does global
Muslim spend
compare to total
global spend on
food and beverage? ~

2015

$1,173Bn

Global Muslim Market
16.6% of Global

$771Bn
United States

Estimated

revenues from Halal

Certified Food and
Beverage products

$415Bn

in2015

FOOD TRADE BY OIC COUNTRIES?
What do OIC member
countries import most? »

Anima da

® <« e

$368n
Imports

TOP MARKETS
Top Muslim consumer
food expenditure markets =

Expenditure (2015 est., US$ Bn)

2021
{Potential)

$1,914 Bn

18.3% of Global Expenditure

THE HALAL FOOD INDICATOR
Which countries have the best developed ecosystem

for Halal Food and Beverage? ¥
Bahrain 01
[@ Qatar
@© Pakistan
©".0

Saudi Arabia
Malaysia
Oman
Somalia @ e
’ United
O Brezil Arab Emirates
Australia @

Selected » Meat Suppliers Ingredients Distribution Channels  Regulatory

BRF (Brazil) Manufacturers  McDonalds (U.S.) Emirates Intnl. Accreditation Council
key players Cergill (USA) Aromcoltd.(UK)  Dagang Halal (Malaysia) ~ GCC Accreditation Council
Allanasons (India) Bidara Herba Zilzar (Malaysia) Pakistan Ntnl. Accreditation Council
American Foods Group (USA) - Niaga (Malaysia)  Halaleat.com (UK) JAKIM (Malaysia)
Maret (Turkey) Halal Dining Club (UK) MUIS (Singapore)

Indonesia $154.9

Turkey — e— $1155

Pakistan — se— $106.3
EQYPt  e— $77.5
Bangladesh — me— $68.5
Iran  e— $59.0
SaudiArabia  me— $47.9
Nigeria  m— $41.2
RUSSia $37.0
India  e— $34.8

Halal Food markets

(2015 est.. US¢ Bn)

4'7.8%

33.3%

Vi pr Food pr ing / Manufacturing

® —e ® —>e
$88Bn $61 Bn
Imports Imports

Issues and
opportunities map v

Halal food
B2B & retail
commerce

Products
& Markets k .
Halal o
w, ingredients :
. X manuf
Emerging
exporters

S = ack of
global 0IC

brands

Halal
organic
growth

Halal Food
sukuk /
debt

Lack of
standarization

Lack of SME o

Consumer needs
ecosystem

Non-
Muslim
consumers

Accreditation
roll-out

“Tayyab’ cross-over global
opportunity?

Global organic food and beverages
market expected to reach

$105Bn in2015

Shariah-
compliant
funding
company
IPOs * tion
* * 0
Financing
@ HighImpact Issues © Challenges

Policies,
Regulations
& Investment

Y Opportunities

103338 pood [e[BH




ISLAMIC FINANCE

MARKET SIZE!
How large is the market for
Islamic finance assets*? =

How large is the market for
Islamic banking assets? =

2015

$2,004 Bn

Existing Global
Muslim Market

2021
{Potential)
$2,716 Bn

Projected Market Size

(Potential)

$3,461 Bn

Projected Market

*Does not include undisclosed assets of most
islamic windows

THE ISLAMIC FINANCE INDICATOR
Which countries have

T Kuwait
the best developed Jordan @ Sehian

ecosystem for Saudi Arabia @ 0 Bl
Islamic Finance? » Oman Malaysia
Qatar @
United .
Arab Emirates © Indonesia
Selected » Central Banks Commercial Banks Insurance/ Takaful Private Equity

Bank Nogara Malaysia (Malaysia)  HSBC (UK) Hannover Re Takaful (Bahrain) Amwal (Qatar)
key players i 5T o Banvain (Bahrain)  Standard Chartered (UK)  Crowdfunding Qalaa Holdings
Saudi Arabian Monetary Agency Al Rajhi Bank (Saudi Arabia)  Crowdfunder (USA) (Egypt)
(Saudi Arabia) Mellat Bank (Iran) Crowdcube (UK) Fajr Capital (UAE)

Central Bank of the UAE (UAE) Dubai Islamic Bank (UAE) Blossom Finance (Indonesia) ~ Arcapita (Bahrain)

Islamic Finance Segments — Current State (2015) =

81,451 Bn $37.7Bn 8342 Bn $66.4 Bn

Islamic banking Takaful / retakaful Value of Sukuk Net asset value of
assets assets outstanding Islamic funds
ISLAMIC BANKS TAKAFUL (Insurance) SUKUK (Bonds) ISLAMIC FUNDS OTHER

TOP MARKETS

Top Islamic Finance Issues and opportunities map

markets =
11N — $343.7 Increased role of
B mic Finance
Saudi Arabia — $342.7 in achieving
Social Finance Consumer / Business
Molaysly: | m— $2303 goals needs and ecosystem
UAE — $134.2
Kuwait — e— $95.5 :rso:ux_:ts
Tvices 2
Limited
Qatar | e $726 Opening il
Bahrain s $69.2 up of Iran ~ SME funding
ik g St support
e = rong P
Tovkey 8445 focus on the iyt o
Bangladesh - $23.1 real economy
Indonesia - $23.0
(2015 est., US$ bn Assets)
Savings
n Shariah-compliant
Select Growth Indicators pensions
2014 % change integration of
# of Islamic 0IC markets

Finance 1,113
Institutions

Africa:
Possible debut
sukuk from

# of Islamic
Finance Shariah 1,163
scholars

= 2 Nigeria and
merging Ivory Coast *
#of Islamic Central Asian x
Finance events 243 sovereigns and *
European banks ° Policies
# of Islamic * Regulations
Financenews = 23,911 Q 006 & Operations
items Financing
# of outstanding 2,092
Sukuk = 2
i @ HighImpact Issues @ Challenges W Opportunities
of Islamic
o | 934 Q006

10038 20UBUI] TWIE[S]




HALAL TRAVEL

MARKET SIZE!

How much do Muslims
spend on outbound
travel? «

s168Bn $151 Bn
China

$243Bn

Projected Market Size
12.3% of Global Expenditure
8.2% CAGR Growth

THE HALAL TRAVEL INDICATOR
Which countries have the
best developed ecosystem
for Halal Travel? »

BENCHMARK

How does Muslim spend
compare to total global
spend on outbound travel? »
(2015, US$ Bn)

$147Bn
United States

Estimated
revenues derived from
Muslim Friendly
Tourism services

$24 Bn

in20156

Turkey

Lebanon @0 @ ran

Dubai International
Airport (UAE) (Turkey)

Wagf Airlines (Malaysia) Macia Condor (Thailand) ~ Yemen Catering &
Adenya Hotels & Resorts  Support Services
International (Yemen)

Jordan
o .
Saudi f Oridn
Arabia o
a O Maldives , @ Malaysia
United
ARy Arab Emirates Singapore
Selected key players v
Transportation dati Food & / [Travel Attractions & Entertainment
f i / g Agencies Infrastructure / Education &

Saudi Arabian Airlines Hospitality Suppliers D'Tandoor Restaurant i (UK) it
(Saudi Arabia) Sofyan Hotels (Indonesia) (Australia) Holiday Bosnia (UAE) IMG Worlds of Adventure (UAE)
Kuwait Airways (Kuwait) Shaza Hotels (UAE) Momen (Egypt) Travel Agency Adriaday The 99 Village Theme Park
Firnas Airways (UK) AlMeroz Hotel (Thailand) ~ The Halal Guys (U.S)  (Croatia) (Kuwait)

Nur and Duha (Spain)
HalalBooking.com (UK)

IMG World of Adventure (UAE)
Legoland (UAE)
Six Flags (UAE)

p.82 State of the Global Islamic Economy | 2016

$54.4
MENA-GCC

$8.2
E. Europe

TOP MARKETS
Top Muslim consumer travel
expenditure markets =

Saudi Arabia
UAE

Qatar
Kuwait
Indonesia
Iran
Malaysia
Russia
Turkey

Nigeria

$54.39 Bn

GCC Spend in 2015

GCC travelers are
3% of the global Muslim population

36% of the travel spend

v Regional expenditure

\ (2016, US$ Bn) - 28%
§ ® Muslim travel
N spending from

; Non-0IC* countries
$25.7 $20.5 $16.5 $10.3
MENA-Other East Asia W. Europe Central Asia
$7.0 $4.6 $31 $0.8 $108.8 Bn $42.3 Bn
Sub-Saharan SouthAsia  North America Other Muslim Spending from  Muslim Spending from
Africa 0IC Market Non OIC Market

Issues and
opportunities map =

Consumer needs
and ecosystem

$19.2 ©
— $15.1 Products
& Services
— $11.7 P GoC
— Demand for o _ diversifying
$5 Muslim friendly into tourism due
—— $9.1 Beachresorts to fall in oil
& +* prices
— $7.2 *
— $6.7
(— Marketing
55 Iranas a destination
— destination as Muslim-
952 friendly
— $48 travel 5 a *
(2015 est., US$ Bn)

Opportunities
for Destination

Marketing
Halal Agencies

Certification *

of hospitality
businesses

Crowdfunding
to finance
startups

Limited
private equity

3 = Policies,
interest in

Regulations
& Operations

but, represent

Financing MFT
in 2016 o

@ High Impact Issues © Challenges W Opportunities




MODEST FASHION

BENCHMARK

How does Muslim spend compare
to global market spend? ~

(2015, US$ Bn)

$406 Bn
United States

$368 Bn

Projected Market Size
7.2% CAGR Growth

THE MODEST FASHION INDICATOR

Which countries have the

best developed ecosystem

for Modest Fashion? » © France

MARKET SIZE?
How much do Muslims spend
on clothing globally? =

2015

$243Bn

Estimated revenues
from Modest Fashion
clothing purchased
by Muslim women

$44 Bn

in 2016

@ 'taly Bahrain

Selected » Raw materials inputs Retailers
Aker (Turkey) Matahari (Indonesia)
key players " ") Harrods (UK)
Tekbir (Turkey) Jo Lamode (Qatar)
Moshaict (Indonesia)
Modanisa (Turkey)

[2] :
Turkey @ china
O India

0 Srignka © Singapore

United
Arab Emirates

Designers/Labels and Value Add manufacturs
H&M (Sweden)

Aab (UK)

Itang Yunasz (Indonesia)

Naelofar (Malaysia)

Haute Hijab Ruh Collective (UK)

p-106 State of the Global Islamic Economy 2016

Which countries export $21'926
the most clothing to China

OIC countries? = (2015, US$ Mn)

$5,589 $2,643 $1,345 $1,137  $492

India Turkey Bangladesh Italy Indonesia

TOP MARKETS
Top Muslim consumer
clothing expenditure

markets v
Turkey $25.71
UAE | e $20.63
Nigeria — e—— $16.13 Bibducts
SaudiArabia | e— $15.32 & Services
Indonesia — $13.28
RUSSIE | e $11.38
Pakistan e $11.14
L — $10.88
11N | s— $10.16
India —_— $10.12

(2016 est., US$ Bn)

‘c‘_“

®
$78 Bn

Value added clothing exports by OIC
countries (16% of global exports)

Value-added clothing trade surplus (1]
by OIC countries

in2015 Financing

‘me too’
products

Funding
challenges for
non real-estate

36 Bn companies

Clothing and apparel trade value
by OIC member countries? =

$510 Bn
Global Exports o
$78 Bn $465 Bn
0IC Exports Global Imports

$42 Bn
0IC Imports

(2015, US$ Bn)

Issues and
opportunities map -

Consumer needs
and ecosystem

Underserved
Modest Muslim-minority
sportswear Western
markets

*

Collaboration
st with manufactu-
luxurious rers, vertical
products integration

Modest fashion
guidelines
development
Islamophobia, 2
hijab bans

Modest

Policies,
fashion media o 4

Regulations
& Operations

*

Lack of
modest fashion
incubators
/accelerators

o *(Hijup, FashionValet,YNAP)

@ High Impact Issues © Challenges % Opportunities







