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Executive Summary

The Islamic Economy continues to evolve, driven by young Muslims asserting
their values, and requiring companies to provide products and services that meet
their faith-based needs. Indeed, the statistics speak for themselves, with the
Islamic Economy estimated to be worth $1.9 trillion in 2015. The State of the
Global Islamic Economy Report 2016/17 brings you the latest developments
and trends from this economy whilst also highlighting specific opportunities

for you to engage with this sector.

We have listened to the industry and millennial
consumers for the first time in this report

series and sentiment on the Islamic Economy is
overwhelmingly positive. In a first for this Report,
172 industry participants were surveyed on their
sector’s performance. Businesses confirm that

the aggregate Islamic Economy is a high-growth
segment, with 69 percent considering sector
performance to be good or excellent for them, and
86 percent of respondents either optimistic or very
optimistic about future prospects (indicating future
intent to continue to invest in this space.)

Separately, another first for this report series has
been millennial consumer sentiment about the
Islamic Economy using social media data analysis.
From 425k interactions analyzed, 76 percent of
sentiments were positive.

This report estimates global Muslim spend
across sectors at over $1.9 trillion in 2015, while
the Islamic Finance sector has around $2 trillion
in assets. Food and beverage tops Muslim spend
by category, at $1.17 trillion in 2015, followed by
clothing and apparel at $243 billion, media and
recreation at $189 billion, travel at $151 billion,

and spending on pharmaceuticals and cosmetics

at $133 billion. Another first in this report, we

have estimated the revenues from Halal Certified
Food and Beverage products to be $415 billion;
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revenues from Modest Fashion clothing purchased
by Muslim women to be $44 billion and revenues
derived from Muslim Friendly Tourism services to be
$24 billion, in 2015.

Each and every sector has evolved substantially,
evidenced by new products, new players, and the
maturing of existing players.

, the largest Islamic Economy pillar
by revenue has shown clear signs of maturity
with increased private equity investments in the
sector, including $30 million invested in UK’s Janan
Meat, and Malaysia’s Dagang Halal undertaking an
IPO on the London Stock Exchange. Upgrades in
regulations are also occurring, with the introduction
of accreditation to oversee certifiers set to reduce
complexity and encourage more players to enter
the Halal Food industry. However, the sector
remains fragmented, and the lack of standardized
regulations has inhibited mainstream multinational
food and beverage companies from entering the
Halal Food industry. Real opportunities exist for
multinationals and private equity firms to acquire
existing Halal Food companies and create leading
global brands, with Muslim spend on food and
beverage expected to reach $1.9 trillion by 2021.

The sector has shown robust
growth and increasing sophistication. This has



been coupled by the emergence of crowdfunding
platforms, such as Human Crescent and a greater
push towards social impact investing with the
launch in Dubai of the Mohammed bin Rashid Global
Center for Endowment Consultancy (MBRGCEC).
While the sector has been held back by a lack of
awareness of Islamic Finance product offerings,
there is considerable opportunity in particular in the
Awgaf and Crowdfunding sectors, with the sector
expected to reach $3.5 trillion by 2021.

continues to broaden its reach with
tremendous growth in Halal beach resorts, the
launch of several dedicated airlines and the launch
of the Muslim answer to Airbnb, Bookhalalhomes,
and TripAdvisor, Tripfez. While Halal Travel is a niche
sector building momentum, the sector is expected to
undergo rapid growth, with Muslim spend on outbound
travel expected to reach $243 billion by 2021.

is gaining mainstream interest
with several retailers and brands such as Dolce
& Gabbana, Uniglo and Burberry entering the
industry and several notable investments driving
the sector forward, including Qatar’s Mayhoola
investment fund buying French luxury label Balmain
and crowdfunding being used to develop a climate-
adapting hijab. As the sector gains traction, spend
on clothing and apparel from Muslims is projected to
reach $368 billion by 2021.

-

The

sector continues to expand as awareness
about ingredients rises fostering new product
developments, such as permeable nail polish,
the development of Halal vaccines and new
ranges of nutraceuticals. With increasing
certification activity in the sector, and as more
mainstream players provide Halal products,
Muslim spend on pharmaceuticals and cosmetics
products is expected to reach $213 billion

by 2021 in aggregate.

is driving a positive
reinforcement of Muslims, be it in publishing,
new magazines or new offerings such as Muslim
Kids TV and notable technological innovations
such as Quran Academy. As new genres are
addressed, Muslim spend is expected to reach
$262 billion by 2021.

However, there are substantial opportunities
in adjacent sectors including Healthcare and
Education, estimated at $436 billion and
$402 billion in 2015 respectively, to address
the needs of Muslims with tailored offerings,
with convergence opportunities in particular in
Islamic Economy education and medical tourism.
For current and prospective Halal industry
players, government agencies, and investment
firms, the time is ripe to participate in the Islamic
Economy across all key pillars, and to generate
substantial returns.

Dubai skyline.
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ISLAMIC ECONOMY OVERALL SIZE
2015 2021

$1.9Th ¢3Tn

Food & Lifestyle Projected Market

Sector Expenditure Size (8% CAGR Growth)
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ISLAMIC FINANCE ASSETS MARKET SIZE

2015

$2 Tn

Total Islamic
Finance Assets

TOP 10

Global Islamic
Economy Indicator
Score

6 Pakistan
UAE 7 Kuwait
Bahrain 8 Qatar
Saudi Arabia 9 Jordan
Oman 10 Indonesia

Millennial Engagement!

462,600

Facebook interactions v

Top countries Indonesia

millennials 126k
engaged with  Malaysia
Islamic e — 84.7k
Economy Pakistan
topics: — 55.9k
Most active Islamic finance
Islamic 157k
Economy Modest fashion
sectors for 101k
millennials Media/recreation

99k

Islamic economy sentiment:
76% Positive
17% Negative

Neutral

Industry Insights?

172 Industry executives surveyed F i/ o
across all Islamic Economy sectors ﬁ @ "

Performance: o ?‘KQ
697

consider sector performance to be “good” or
‘excellent”

Halal Food respondents most optimistic - 80% saying
performance “good” or “excellent”; 37.5% rating their
sector as “excellent”

Optimism:

3670

either “optimistic” or “very optimistic” about
future prospects, with 42% “very optimistic”

Financing:

using Shariah need financing for
financing either fully  either working capital
or most of the time trade finance or

long-term expansion
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Islamic Finance current estimates are based on Thomson Reuters 2015 data. The GIE Indicator model can be found at: http://www.zawya.com/GIEI/ All other
estimates by DinarStandard are as follows: Muslim spend projections are determined by regressing historical annual growth of the relevant industry metrics
on GDP growth for each country. The regression determined a line of best fit that, using IMF 2016 GDP forecasts, projected industry growth. DinarStandard
Muslim market estimates and analysis were overlaid on projections. Actuals estimates were determined primarily by: Interviewing certification bodies and
reviewing trade map data (Halal Food); Reviewing national clothing market estimates and Pew Forum estimates (Modest Fashion) and leveraging travel survey

1 Millenials (aged 18-34) Islamic economy related world-wide Facebook interactions tracked during a 3-week time period (July 27-Aug 17, 2016).
2 Industry survey undertaken based on 172 respondents across sectors and primarily senior-level individuals.

results on close to 1,000 respondents undertaken by COMCEC on travel (Muslim Friendly Travel).
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The Global Islamic Economy Indicator
(GIEI)

The purpose of the Global Islamic Economy Indicator (GIEI) is to show the current health and development of
the Islamic Economy ecosystem (Halal Food, Islamic Finance, Halal Travel, Modest Fashion, Halal Media and
Recreation, and Halal Pharmaceuticals and Cosmetics). The indicator does not focus on the overall size and
growth trajectory of a country across the Islamic Economy sectors; instead it evaluates them on relative
strengths of the ecosystem they have to support the development of the Islamic Economy.

The GIEl is a composite weighted index comprised of six sector level indicators across 73 core countries.
The ranking is weighted towards Islamic Finance and Halal Food given that their economic impact is
comparatively larger than other sectors.

As with previous years, Malaysia, the United Arab Emirates and Bahrain continue to lead the index, mainly
due to their strong performances in the Islamic Finance and Halal Food indexes.

Following are key methodology highlights. The full methodology is presented in the Appendix.
A total of 73 countries were evaluated which included 57 OIC and 16 non-0IC countries.
To evaluate the health of the GIE ecosystem per country, each sector was evaluated based on the
following key metric categories, which were equally weighted: 1) supply/demand drivers relative to
country size, 2) governance, 3) awareness, and 4) social considerations. (The governance criteria did
not apply to Fashion and Halal Media and Recreation sectors.) A total of 49 metrics were utilized.
The aggregate indicator and overall rank is weighted to each sector’s proportional economic size
(Islamic Finance and Halal Food are weighted heavily in the ranking given their relative sizes: 46 percent

and 35 percent respectively).

Below are the top 15 countries in the GIE indicator overall as well as for individual Islamic Economy sectors.

(1419) 10301PU] AWOUODF OTWe[S] [BGO[D SYL




itk

TOP 15 COUNTRIES

O © ®

GIE Indicator
0P 10 TOP 10 TOP 10
Score Halal Food Islamic Finance Halal Travel
MALAYSIA 121 0 UAE €@ MALAYSIA Q UAE
Australia 2 UAE Malaysia
UAE — 86 3 Pakistan 3 Bahrain 3 Turkey
) 4 Brazil 4 Saudi Arabia 4 Singapore
Bahrain - 66 5 Malaysia 5 Oman 5 Jordan
Saudi Arabia 63 6 Oman. 6 Kuvx{ait 6 Maldives
7 Somalia 7 Pakistan 7 lIran
Oman — 48 8 Saudi Arabia 8 Qatar 8 Lebanon
9 Bahrain 9 Indonesia 9 Oman
Pakistan = s— 45 10 Qatar 10 Jordan 10 Saudi Arabia
Kuwait — 44 0 @ @
Qatar 43
I\gpc% . t Fashion I—?:I;IOMedia }'10;13110
Jordan | == 87 oces and Recreation :gg%‘;z;‘:;tiigsls
Indonesia  m— 36 o UAE c UAE @ uae
2 Turkey 2 Singapore Malaysia
Singapore - 32 3 China 3 Bahrain Singapore
. 4 India 4 Lebanon Egypt
Brunei - 82 5 ltaly 5 United Kingdom PSZipstan
Sudan — 28 6 Srilanka 6 Qatar Jordan
7 Bahrain 7 France Saudi Arabia
Iran — 28 8 France 8 Germany Indonesia
9 Singapore 9 Kuwait Oman
Bangladesh =~ === 26 10 Togo 10 Australia Brunei
— —— —— ——— ——— —
Top 15 Countries Inéici;cl:]a-:\tor Eﬁ:ﬁ Il'._.I:(l::il .II.': :1?:1 FIY; 2%?::1 Mel-tlizi;‘;aa}_nd Pharrrlézgzlllt_icals
core Recreation & Cosmetics
—— —— —— —— ——— —
Malaysia 121 189 55 70 25 38 61
United Arab Emirates 86 92 75 81 67 137 78
Bahrain 66 90 45 30 26 58 36
Saudi Arabia 63 83 50 35 17 33 48
Oman 48 51 54 36 16 40 40
Pakistan 45 47 56 11 19 8 52
Kuwait 44 b1 43 29 13 45 29
Qatar 43 47 45 35 15 46 32
Jordan 37 35 45 39 19 31 49
Indonesia 36 38 40 35 21 9 41
Singapore 32 22 39 44 26 75 56
Brunei 32 27 45 22 12 30 39
Sudan 28 30 33 23 5 17 23
Iran 28 30 29 36 10 20 27
Bangladesh 26 31 26 10 25 3 25
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Malaysia

Malaysia once again leads the GIE indicator, 35 points
ahead the UAE, showing the extent to which its
ecosystem is developed, relative to other countries.
Its position is mainly due to its strong performance in
the Islamic Finance indicator, which is because of its
large asset base, advanced governance, and by far the
highest awareness scores. Although its ranking this
year has regressed slightly in the Halal Food indicator to
fifth place, it still ranks second in both the Halal Travel
and Halal Pharmaceuticals and Cosmetics indicators,
reflecting a strong tourism sector and advanced
certification of Halal products.

United Arab Emirates (UAE)

The United Arab Emirates (UAE) maintains second place
in the GIEl rankings, also showing second place in the
Islamic Finance indicator and taking the first spot in

all other indicators (Halal Food, Modest Fashion, Halal
Travel, Halal Media and Recreation and Pharmaceuticals/
cosmetics.) Indeed, relative to its size the UAE has
established a very healthy ecosystem for Islamic
Economy companies. The strong Government-led
Islamic Economy development initiatives has given

the UAE a strong platform for the development of all
Islamic Economy sectors.

Bahrain

Bahrain maintains third place in the GIE rankings.
Although it was overtaken by the UAE in the Islamic
Finance rankings, it has improved and made its way

into the top ten in the Halal Food rankings, claiming
9thplace. In Modest Fashion it is ranked 7, while also
climbing in the Halal Media and Recreation rankings from
7t to 4% place, suggesting a growing interest in the
Islamic Economy sectors.

GCC

All GCC economies as a whole have maintained their
position in the top ten, illustrating their continued
strong performance as Islamic Economy hubs, and
driven mainly by their strong performance in the
Islamic Finance and Halal Food indicators. This is
particularly promising for the region given the drop
in oil and gas prices.

Pakistan

Pakistan s a large OIC economy with robust food,
finance, clothing, pharmaceuticals and media sectors
that continued to show strong performance in the
related Islamic/Halal economy sectors as the 6t ranked
most developed ecosystem for Islamic Economy
development. Even though it has dropped one spot in
the ranking there is strong momentum of increased
awareness around the Halal economy.

Jordan and Indonesia

Jordan and Indonesia occupy 9t and 10t places,
respectively. This is due to relatively strong
performance in most indicators, with Jordan especially
benefitting from a relatively strong tourism sector

despite political uncertainty in some surrounding states,

and Indonesia from an improvement in the Halal Travel
indicator, where it improved three places place by virtue
of a strong government drive to promote Indonesia as a
Halal Travel destination.

Brunei

Brunei made it to the top 15 list for the first time
moving up five spots replacing Egypt. It had a big
jump in the Halal Travel ranking (10 spots) and strong
performance in Halal Food ecosystem development.
Its Halal certification led Halal food product lines have
made strong entrance in the UK market and Brunei
Halal is getting due recognition as a result. Brunei
also continues to benefit from being in the vicinity

of Indonesia and Malaysia, two of the largest Halal
sensitive Muslim travel markets.
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Global Islamic Economy Drivers

Overview

The inaugural State of the Global Islamic Economy Report in 2013, presented a set of eight
global and Islamic Economy market trends that were collectively driving growth across the
Islamic Economy pillars.

Based on the combined assessment of the Report authoring team of Thomson Reuters/
DinarStandard, in 2016 the major growth drivers of the Islamic Economy mostly remain the
same with only the nature of some of them having evolved. There are four major global market
drivers and four major Islamic market-based drivers that continue to shape the growth of

the identified Islamic Economy sectors. Specific growth challenges are addressed in the
respective sector sections. Nevertheless, these eight major macro-drivers continue to drive
Islamic Economy growth.

Four key Islamic market-based growth drivers
1. LARGE, YOUNG AND FAST-GROWING GLOBAL MUSLIM DEMOGRAPHIC:

N One of the strongest drivers for the continued growth of the Islamic Economy sectors
is the fast growing, young, and large Muslim population worldwide. The global Muslim
population is expected to rise from 1.7 billion in 2014 to 2.2 billion by 2030 (26.4 percent),
according to Pew Research Center’s Forum on Religion & Public Life.t

N The Pew study also projects the Muslim population globally to grow at about twice the
rate of the non-Muslim population over the next two decades — with an average annual
growth rate of 1.5 percent for Muslims, compared with 0.7 percent for non-Muslims. By
2030, 29 percent of the global young population (15-29) is projected to be Muslim. Despite
the significant economic challenges (job creation, training, social services. etc.) this
demographic trend presents its economies, it also reflects the significant proportion of a
young consumer market and an entrepreneurship engine.

2. LARGE AND FAST GROWING GLOBAL ISLAMIC ECONOMIES:

N The 57 mostly Muslim-majority member countries of the OIC had a GDP (PPP based) in
2015 of $17 trillion which represented 15 percent of the total global GDP (PPP based) of
$113 trillionin 2015.

N Eveninaclimate of slow global economic growth, these economies are growing at a faster
rate than the global economy. Based on the latest IMF growth projections (April 2016), the
average projected growth of the OIC markets between 2015-21 is expected to be 4.19
percent compared to the rest of the world’s GDP growth, averaging 3.6 percent during that
same period, with 21 of the OIC countries projected to have a higher growth rate than IMF’s
“emerging market and developing economies.”

1 Derived from 2010 baseline and 1.5 percent growth estimated by “The Future of the Global Muslim Population report”, Pew Research Forum,

January 2011.

p.12
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N However, a notable development is that the 3. ISLAMIC ETHOS/VALUES INCREASINGLY DRIVING
fastest growth OIC economies are demographic LIFESTYLE AND BUSINESS PRACTICES:
rich industrial OIC economies such as Indonesia,
Bangladesh, Pakistan, Uganda, Malaysia, rather than N Islam as a ‘way of life’ for many Muslims continues
oil-dependent countries to guide all aspects of their lives, including their
consumption behavior. Indeed, the practice and
adherence to Islam varies greatly among Muslims
OIC growth economies based on their age group, geographic region/
country, cultural influences and other factors.
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Nevertheless, the number of Muslims identifying

Mozambique 1167 and adhering to Islam is quite high. According to
770 a 2015 Pew Global Attitudes survey of select 42
countries, 83 percent of respondents from Islamic
countries considered “religion as very important
Bangladesh 6.73 in their lives.” Comparatively, only 21.5 percent
from European countries said the same while the

Céte d’lvoire

Senegal 6.87

Djibouti 657 _ _
percentage was higher at 53 percent in the U.S.
Niger 6.17
Uzbekistan 6.07 N Inan earlier comprehensive study from 2012 by
the Pew Forum found that 87 percent of Muslims
Uganda 581 . L . ,
globally considered religion ‘very important
Burkina Faso 5.53 and 93 percent fast in the month of Ramadan.
Libya 553 Comparatively in Europe, less than 30 percent
people surveyed rated religion as ‘very important’
Turkmenistan 550 while only 56 percent of those surveyed in the U.S.
Indonesia 5.47 rate religion as ‘very important’ in their lives.
Benin 5.34 . . .
N Anecdotally, we see a growing prominence in the
Togo 6.33 media of Muslim women wearing hijab as Olympic
Brunei Darussalam 531 athletes and professionals are asserting their
rights through Modest Fashion clothing. All the
Guinea-Bissau 494 . .
startup growth stories in this report are another
Mali 4.94 reflection of this continued trend. Many of these
Pakistan 494 values do have a universal appeal, and thus many
products and services do not have to be exclusively
Cameraon 4.90 positioned for Muslims.
Guinea 490
Malaysia 484
BENCHMARKS
Emerging market and developing economies 4.67
Global Average 3.6
OIC overall 419

Source: IMF Outlook, April 2016
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OIC ECONOMIES GROWING ISLAMIC/HALAL N
MARKET DEVELOPMENT FOCUS:

As the Islamic Finance sector matures across most

0OIC member countries, many OIC governments

have launched initiatives that expand into other N
Halal market sectors. While the earlier driver of the

Islamic Development Bank led effort to increase

intra-0IC trade (modest growth of 15.5 percent

in 2005 to 19.8 percent in 2015) and contribute

to the Halal/lslamic sector development, it is the

recent focus on the various sectors of the Halal/

Islamic Economy that is now a major driver.

Many OIC countries are now recognizing the N
significance of this opportunity for their economic
development covering food, travel/tourism,

clothing, media, recreation and other sectors. As

aresult, a major boost is being seen in support

of Islamic Economy companies in the form of A\
regulatory initiatives, economic incentives, and

marketing programs. Below are select recent

initiatives by OIC member countries in developing

Halal market economies:

N The Standing Committee for Economic AN
& Commercial Co-operation of the OIC
(COMCEC), has now commissioned three
studies in the past year on the development
of the ‘Halal Travel’ market to support member
countries in developing this space AN

N The new government of Indonesia has
made Islamic Finance, Halal Food, and Halal
Travel markets a strategic focus area for its
growth and development

Saudi Arabia’s Vision 2030 and the National
Transformation Program 2020 has made
Islamic heritage and Hajj/Umrah based travel
as major area of focus

The Emirate of Dubai’s Islamic Economy
initiative, being led by the Dubai Islamic
Economy Development Center (DIEDC), has
put a new life into the growth of the global
Halal/Islamic Economy. (This report is part

of awhole ecosystem of Islamic Economy
initiatives across the different entities in Dubai
being supported by DIEDC.)

The Emirate of Abu Dhabi has also invested in
the development of the Halal Travel market by
initiating an annual global Halal Travel industry
event and travel marketing programs

Malaysia continues its focus on investment in
growing its pioneering role in Islamic Finance
and Halal sectors development through

major conferences, Halal hub initiatives and
incubation of startups

Turkey has been supporting the development
of its Halal Food sector growth by
strengthening its Halal certification processes
among other initiatives

The Standards and Metrology Institute

for the Islamic Countries (SMIIC), an OIC
initiated body, has developed Halal sector
standards for food and other sectors that
many member countries are either adopting
or will be leveraging

p.l4
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Global market-based growth drivers

5. PARTICIPATION OF GLOBAL MULTINATIONALS:

ANl Top global brands from food, finance, fashion, travel,

pharmaceuticals and cosmetic sectors continue to
not only engage in the Halal/Islamic Economy space
but are helping innovate products and services
given their global R&D and marketing capabilities.
Major global food suppliers such as BRF from

Brazil to top global food processor Nestle, to top
retailers Carrefour, Walmart, and Whole Foods have
all significantly engaged in the Halal Food market.
Mastercard has launched a Halal benefits program
for its Shariah-compliant card holders in Southeast
Asia. In travel many major hotel operators (IHG
Group, Marriot, Fairmont) among others are
ensuring they create experiences that fit some of

the unique requirements of Muslim leisure travelers.

Their engagement continues to drive global
credibility and boost Islamic Economy sectors.

6. DEVELOPED ECONOMIES SEEKING
GROWTH MARKETS

N The OIC countries are projected to be growing at
afaster rate than the rest of the world. The IMF
projects advanced economies to see alow 1.9
percent average GDP growth 2015-21. All major
economies seek growth market opportunities.
The significant and fast growing Islamic Economy
sectors provide a strong opportunity for growth.
Government initiatives in Spain for example have
been facilitating travel and tourism promotion to
the Muslim travel market in addition to preparing
its food sector for Halal market growth. In addition,
developed economies are some of the key source
markets for Halal products (U.S., France, Brazil,
and Australia are major Halal meat exporters to
0IC member countries).

7. GROWING SIGNIFICANCE OF ETHICAL BUSI-
NESSES IN FOOD, FINANCE, FAIR-TRADE,
EDUCATION AND ENVIRONMENT:

Al Global sentiment around healthy/organic food,
ethical finance, humane treatment of animals, fair-
trade, eco-tourism, and other socially-conscious
businesses continues to grow. The global organic
food market is estimated at $72 billion in 2014,2

3 “Global Sustainable Investment Review Report 2014”, Global Sustainable
Investment Alliance, February 2015.

2

and grew at 11.5 percent from the previous year.
Ethical finance, which covers many areas of
socially responsible investment, ethical funds,
microfinance, social crowdfunding, and social
entrepreneurship, is a multi-trillion dollars fast
growing space. In the U.S., the Socially Responsible
Investment space had a total of $6.57 trillion in
assets in 2014 which increased 76 percent from
$3.74 trillion identified in 2012.% These trends
are only expected to further grow as millennials
worldwide are seeking purpose filled careers,
lifestyles, and experiences.

These socially conscious business trends are
starting to find Islamic Economy sectors a natural
fit given their underlying socially responsible
motives. As profiled in this Report, many Halal
Food, Islamic Finance and other Islamic Economy
products are positioning and benefiting from the
global conscious consumerism trends.

TECHNOLOGY AND CONNECTEDNESS:

Communication and transactional technologies of
mobile internet, broadband, secure ecommerce,
digital media, augmented reality experiences,
communication and marketing tools continue

to democratize economic development and
entrepreneurship worldwide. Islamic Economy
start-up entrepreneurs are benefiting tremendously
from the continuous technology developments
which has given a big boost to further develop

the globally-distributed and fragmented market

for Halal Food, Modest Fashion, Islamic Finance

and related lifestyle services. Indeed, Muslim
consumers are a big part of this digital revolution.
The cellular subscription base of Muslims globally is
1.3 billion, which is 21 percent of the global figure
with countries like Saudi Arabia and Indonesia
representing among the largest numbers of social
media users globally.

“Growth continues: Global organic market at 72 billion US Dollars with 43
million hectares of organic agricultural land worldwide”, FiBL Excellence for
Sustainability, February 2015.
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Millennial Consumer Insights -
Social Data Analysis Interactions

Introduction

MILLENNIALS?

‘Millennials’ are shaping the future and nature of business services world-wide. Defined as those
born between 1980 and 2000,* the millennials represent a powerful economic demographic.
There are currently 2 billion millennials in the world, with 86 percent living in emerging markets,
and they will form 50 percent of the entire workforce in 2020. They are generally divided

into two sub-groups—18-24-year-old and 25-to 34-year old. Raised in a post-world war/
cold-war era driven by fast communication technology developments, millennials do have

many characteristics in common. In particular, they are more technologically oriented than
previous generations, are more brand loyal, and generally expect instant access to information
among other attributes.

MILLENNIALS CRITICAL RELEVANCE TO THE ISLAMIC ECONOMY

Millennials role in the development of Islamic Economy is critical given the young global
demographic of Muslims. Muslims are the youngest (median age of 23 years old in 2010) of all
major religious groups world-wide, seven years younger than the median age of non-Muslims®.
By 2030, 29 percent of the global young population (15-29) is projected to be Muslim. Besides
distinct millennial characteristics, Muslim millennials are also forging their own identity, with
terms such as ‘Mipsterz (Muslim hipsters)?, ‘GUMmies’ (Global Urban Muslim consumers)”
defining the young trend setting Muslims, confident of their Muslim identities and asserting
their needs in travel, food, education, fashion, and increasingly demanding the attention of
mainstream players.®

So how are these millennials viewing Islamic Economy sectors? What is their behavior and
perception of Halal Food, Halal Travel, Modest Fashion, Islamic financing etc.? Do male and
female interact with these sectors distinctly? What are the most used terminology and
discussion topics? In this SGIE 2016 Report, we are introducing a new feature on millennial
behavior with the Islamic Economy sectors. Reflecting the digitally savvy nature of this
audience, we have conducted a social media listening research exercise to data mine
millennials interactions on Islamic Economy sectors worldwide.

“PwC’s NextGen: A global generational study: Evolving talent strategy to match the new workforce reality”, PwC, 2013.
“Muslims and Islam: Key Findings in the U.S. and around the World.” Pew Research Center, 22 July 2016.

“The Next 1.7 Billion Consumers; Selling To The Muslim world”, Forbes, April 2015.

4

5

6 “Mipsterz: a space for Muslim hipsters”, CNN, June 2015.

7

8  “H&M’s latest look: Hijab-wearing Muslim model stirs debate”, CNN, 20156.
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Social media listening — mining
millennials Islamic Economy interactions

APPROACH & METHODOLOGY

To gather millennials social media based insights on the
Islamic Economy, data from the most popular social media
platform, Facebook, was utilized. All ‘posts’ and ‘comments’
related to Islamic Economy sectors were tracked during

a 3-week time period (July 27-Aug 17, 2016). A total of
452,600 interactions were captured for this social media
analysis. The interactions were spread across six distinct
sector dashboards. The posts were from users in the 18-35
yrs. millennial age group. Specific keywords and hashtags were
used toidentify Islamic Economy related interactions.

The reason for just focusing on Facebook posts, was 1)
Facebook (FB) dominates the social media landscape. FB had
1.59 billion active users worldwide (Jan 2016.)° Meanwhile
Twitter has 320 million and Instagram 400 million active
users. 2) For data analysis, Facebook data is the only major
social platform whose data could be reliably segmented by
age groups, which was necessary for this analysis.

Nuvi (nuvi.com), a social media data aggregation platform,
was used to collect Facebook data for the purpose of our

9 http://newsroom.fb.com/company-info/, accessed on 15 July 2016.

analysis. The coverage was global including all languages,
although keywords and hashtags were in English so other
language interactions were captured only if the English
hashtag or keyword were mentioned. Another limitation
on the sentiment analysis was that other language
interactions, even when captured, could not be used for
automatic sentiments analysis.

AGGREGATE ISLAMIC ECONOMY MILLENNIAL INSIGHTS
Geography & Sector interactions: In aggregate,

the top countries where millennials were engaged
with Islamic Economy sector topics are Indonesia
(126k interactions), Malaysia (84.7k interactions),
Pakistan (55.9k interactions) and USA (14.6k
interactions.) Southeast Asian countries Indonesia
and Malaysia together represent 47 percent of the
interactions captured.

Itis also insightful to see the sector topics that

were prominent in these top markets. 54 percent of
Indonesia millennial interactions related to the
Modest Fashion sector. In Malaysia, 71 percent of
millennial interactions were related to the Islamic
Finance sector. In Pakistan, 87 percent of millennial
interactions were Halal Media and Recreation
sector related and in U.S., 46 percent of millennial
interactions were Halal Food sector related.

Volume of millennial interactions recorded by country & sector

Halal Halal

l!-‘ﬂlaalrt:::: Halal Food Plfggﬁieg; Halal Travel ll?\{,feiﬂaa ?ig;il P:r?(;rgzg‘::gi:gés Total
—— —— ——— | —— —— S —— —
Indonesia 37,600 4,200 68,500 4,600 4,200 7,800 126,800
Malaysia 60,600 7,400 5,300 1,900 1,400 8,100 84,700
Pakistan 4,000 1,200 1,500 500 48,500 200 55,900
USA 2,500 6,800 1,100 1,500 2,200 500 14,600
Philippines 400 7,700 1,200 100 200 4,300 13,900
India 1,800 2,500 500 300 5,200 - 10,300
Saudi Arabia 900 600 900 100 5,300 - 7,800
UK 600 2,700 400 300 1,000 100 5,100
Turkey - - - = 4,900 - 4,900
UAE 300 300 200 - 3,000 - 3,800
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_Ahalallabel is@w‘)'l_ay at arestaurant in Kuala Lumpur,
y :Malaysia. REUTERS/BAZUKI MUHAMMADD
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Overall, the most active Islamic Economy sectors
where Millennials interacted were Islamic Finance
(157k interactions), Modest Fashion (101k
interactions), Halal Media and Recreation related
(99k interactions). Halal Food (54k interactions) and
Halal Travel (15k) surprisingly were lower relative to the
other sector interactions.

Gender profile: Men (205k interactions) and women
millennials (206k) were equally engaged on social
media interactions. This is a big indication of the
equally strong voice of the millennial Muslim women. It is
insightful to also see that across the sectors, Millennial
women were most engaged in Modest Fashion (65k)
and Islamic Finance (61k) sector topics. Millennial
men were most engaged with Islamic Finance (83k)
and Halal Media and Recreation (66k) sectors.

Sentiment analysis: Analysis of all the millennial
interactions captured for this analysis has been
analyzed for their general sentiment. Based on an
algorithm that factors in the conversational tone and
words used in the interactions, a ‘positive’, ‘negative’
and ‘neutral’ sentiment score is given to interactions
(English language ones only.) From all the interactions
that were able to be analyzed for sentiment across all
sectors, an overwhelming 76 percent of millennial
interactions were with positive sentiment, 17
percent were negative, and 7 percent were neutral.

In terms of variations within sectors, ‘Halal Travel” had
the highest negative sentiment interactions although
still at alow 25 percent followed by Islamic Finance
with 23 percent. Halal Pharmaceuticals and Cosmetics,
Modest Fashion, and Halal Media and Recreation

had the most positive sentiment interactions. The
specific sector sections go into the topics and

themes of discussions.

Top keyword & hashtags: From across all the
interactions captured across sectors, the most
common terms and hashtags were: #Halal,
#Projekstg (a part-time work initiative in Malaysia),
Muslim, Hijab, #Halalfood, #Bilal (a new upcoming
movie), Food, and Zakat.

Men/Women millennial interactions
with Islamic Economy sectors

Sector Male Female
Islamic Finance 41% 30%
Halal Food 10% 12%
Halal Travel 3% 3%
Modest Fashion 12% 32%
Halal Media and Recreation 32% 14%
Pharma?euticals and o, 10%
Cosmetics

Total/ Percentage 204.8K/100%  206.5K/100%

Sentiment across sectors & in total

Sector Positive Neutral  Negative
Islamic Finance 26% 18% 37%
Halal Food 28% 45% 33%
Halal Travel 4% 5% 7%
Modest Fashion 8% 7% 6%
Halal Media and 23% 20% 16%
Recreation

Pharmaceuticals and 10% 5% 3%,

Cosmetics

Total/ Percentage 48.3K/100% 4.4K/100% 10.6K/100%

Aggregate of all sectors keywords
and hashtags

Keywords & Hashtags

Halal 5.1K
#Halal 22K
#Projekstg 2K
Muslim 1.9K
(Hijab) alaa 1.7K
#halalfood 1.4K
Food 1.2K
#Bilal 1.2K
#elitkingdom 1.2K
Zakat 900
#Takaful 800
#lqra 800
Islamic banking and finance 700
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Industry Insights —
Islamic Economy Leaders Survey

Summary

N A strong Islamic Economy industry leaders

survey conducted: A global survey was
undertaken across each core pillar of the
Islamic Economy to measure current business
sentiment. 172 responses were received
across core geographies and sectors, with
Malaysia, the UK, the U.S. and the UAE
accounting for just under 50 percent of total
responses. Halal Food and Islamic Finance
were strongly represented in the survey, at
close to 60 percent of responses. Over 50
percent of respondents had annual revenues
of less than US$5 million, but there was a
robust representation of larger companies,
with 22 percent of respondents having
revenues exceeding $100 million. 41 percent
of respondents were either owner, president or
CEO of the companies they represented.

Industry leaders Islamic Economy outlook is
strong: Businesses confirm that the aggregate
Islamic Economy is a high-growth segment, with
69 percent considering sector performance

to be good or excellent, and 86 percent of
respondents either optimistic or very optimistic
about future prospects.

Halal Food leads not only by size, but by
performance: With 80 percent of respondents
rating performance as at least good, and with
87 percent at least optimistic about the future,
businesses confirm the tremendous and
leading growth potential of Halal Food.

The time is ripe to enhance Shariah finance
product offerings for smaller businesses:
With only 49 percent of respondents using
Shariah financing most of the time, and with
close to 60 percent of businesses needing
long-term expansion, working capital or trade
finance, there are substantial opportunities
tointroduce new, cost-effective products
across high-growth sectors

Healthy eating and ingredients are top
Halal Food growth opportunities. However,

the sector continues to be held back by
lack of standardization.

N Infrastructure sukuk and SME financing
represent strong frontiers of growth for Islamic
Finance. However, lack of public of awareness and
monetary policy regulations are restricting growth.

Key findings across all sectors

1. THEMAJORITY OF ISLAMIC ECONOMY BUSI-
NESSES SURVEYED FEEL THAT THEIR SECTORS
HAVE SHOWN STEADY OR TREMENDOUS
GROWTH:

N Strong performance to date: 69 percent of
respondents assessed the performance of their
respective Islamic Economy Pillars as either good
or excellent, with 19 percent rating their respective
sector performance as excellent.*

N Halal Food leading the pack: Halal Food
represented the strongest sector in terms
of optimism, with 80 percent of respondents
assessing performance as good or excellent,
with a staggering 37.5 percent rating their
sector as “excellent”.

2. ANEVEN BIGGER MAJORITY OF RESPONDENTS
ARE OPTIMISTIC ABOUT THE FUTURE OF THEIR
RESPECTIVE PILLARS

N Strong cause for optimism: 86 percent of
respondents were either optimistic about the
further growth potential of their respective pillars,
with 42 percent very optimistic

N Halal Food once again leads the pack: Halal Food
outperformed other sectors in terms of optimism,
with 88 percent of respondents at least optimistic
about their sector, with 55 percent very optimistic.

10 Good means respondents have seen steady benefit from their businesses’

Halal proposition, while Excellent means respondents have experienced
tremendous growth in their Halal propositions. Similarly optimistic was
interpreted as good future potential for Halal propositions, while Very optimistic
was interpreted as very strong future potential.
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3. HOWEVER, LACK OF SHARIAH-COMPLIANT N Core needs for financing: The top two needs
FINANCE REMAINS A KEY CHALLENGE, for financing included working capital financing,
WITH THE LIMITED USE OF ISLAMIC identified by 22 percent of respondents, followed
FINANCING AND WITH BUSINESSES FACING by trade finance, identified by 19 percent of
HIGH COST AND RED TAPE WHEN TRYING respondents, and long-term expansion finance,
TO RAISE FINANCING identified by 17 percent of respondents

N Mixed use of financing: 49 percent of N Main constraints: High cost, long loan processing
respondents confirmed they either fully use times, and cumbersome documentation
Shariah financing or most of the time, while requirements were the top three challenges noted
32 percent respondents noted only using with raising financing, together accounting for 46
conventional financing percent of responses.

Survey responses to questions on sector sentiment

HOW WOULD YOU RATE THE HOW DO YOU FEEL ABOUT THE FUTURE
PERFORMANCE OF YOUR SECTOR? POTENTIAL OF YOUR SECTOR?
Excellent Very pessimistic
18.6% 2.3%
Optimistic ;’-ezs;|m|st|c
Poor 44.2% e
Good 3.5% Neutral
50% 10.5%
Average
14.5%
Not Sure Very optimistic
12.8% 41.9%

Core survey responses to Islamic Financing questions

HOW MUCH OF YOUR BUSINESS FINANCING IS ADDRESSED

Trade financing

Working capital 18.9%
100% Islamic Majority Islamic 21.7%
41.7% (70%)
9.3%
| Expansion capital
. nsurance 17.3%
Equal Islar_nlc 5.6% o
| conventional
100% 10.2% Machinery
Conventional o ) 6.5%
31.5% Majg;nty conventional Other Other short term
70T 14.7% 15.3%
7.4%

Source: Analysis based on survey responses
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Key findings across Halal Food and
Islamic Finance

4.

HALAL FOOD, THE LARGEST SECTOR BY REVENUE
SIZE, FACES THE STRONGEST OPPORTUNITIES IN
HEALTHY PRODUCTS AND HALAL INGREDIENTS,
WITH SECTOR DEVELOPMENT STILL HELD BACK
BY A LACK OF STANDARDIZATION:

Key opportunities: The top opportunities for
growth comprise the “healthy” branding of

Halal products (19 percent of respondents),
capitalizing on the broader shift towards healthy
eating, followed by Halal ingredients (16 percent
of respondents). Organic and e-commerce also
represent strong expansion opportunities

Limitations: However, the lack of standardization
across the different Halal markets is seen as a
major challenge for over 20 percent of respondents,
followed by the lack of global Halal brands.

ISLAMIC FINANCE RESPONDENTS EXPECT

THE STRONG GROWTH OPPORTUNITIES IN
INFRASTRUCTURE SUKUK AND SME SUPPORT
INITIATIVES, WITH LACK OF PUBLIC AWARE-
NESS THE MAIN LIMITING FACTOR FOR SECTOR
GROWTH:

Key opportunities: The top opportunities for
growth includes sukuk for infrastructure financing
(20 percent of respondents), followed by the
convergence opportunity through funding SMEs
across the Islamic Economy, accounting for 16
percent of respondents. Other opportunities
include social development support and
Shariah-compliant pensions

Key challenges: Major limitations include low
levels of public awareness and limitations on
sector growth imposed by monetary policy
formulation, together accounting for almost 50
percent of responses.

Major growth opportunities and challenges in Halal Food

MAJOR GROWTH OPPORTUNITIES

Halal ingredients

Halal branded 16%
as healthy

19% Halal Organic
Food
13%
B2B and retail
ecommerce

Other 13%

29%

Halal-compliant
testing methods
11%

MAJOR CHALLENGES
Lack of Lack of OIC Halal
standarization Brands
23% 18%
Halal labelling
fraud
Other 17%
31%
Lack of SME
shariah-compliant funding
12%

Major growth opportunities and challenges in Islamic Finance

MAJOR GROWTH OPPORTUNITIES

Sukuk for Increased SME
infrastructure growth initiatives
financing 16%
23%

IF supporting
social
development

Other 15%

21%

Shariah-compliant

Disruptive finance: Finitech pensions
and Crowdfunding 12%
12%

MAJOR CHALLENGES

Monetary policy formulation

and implementation

Other 18%
21%
Underdeveloped
safety nets
17%
Low levels
of public
awareness Central bank
29% governance changes

15%
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A man arranges strawberries at his roadside stall in an outdoor
market in Islamabad, Pakistan. REUTERS/FAISAL MAHMOOD
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Halal Food Sector

NI

Within the Islamic tradition, a person’s spirituality and the purity of one’s soul are very much
tied to the food and drink we consume. In an age of increasing commercialization, the food
we consume can be devoid of God’s presence and the reverence for God’s creation that Islam
requires. It is this gap that much of the Halal Food sector seeks to fill.

With the Quran not only calling for food to be Halal but also Tayyib, or pure, this has led to
segments of the Halal Food sector creating produce of the highest quality, as can be seenin
the rise of Halal organic food. Consequently, non-Muslim demand for such quality food is also
increasing. This demand has led to this report to estimate spending on food and beverages
tobe $1.17 trillion in 2015, with revenues from Halal Certified Food and Beverage products
estimated at $415 billion in 2015.

However established this sector becomes, there seems to always be further room for growth and
opportunity. For example, there has recently been arise in Halal online meal takeout and delivery
platforms, particularly in non-OIC countries. The UK-based HalalEat, Halalonclick in Singapore

and the Russian HalalEda.me, are just a few examples that also highlight the transnational
potential of the Halal Food sector.

Several notable private equity investments have occurred in the past year, signaling
increasing investor appetite for Halal Food investments. ESP Capital and Kingsley Capital
Partners invested $30 million in Janan Meat, a leading UK-based Halal lamb and mutton
supplier, while Abraaj Capital and Texas Pacific Group invested $400 million in Saudi
Arabia-based fast-food chain Kudu.

Unfortunately, there still remains much misunderstanding around Halal meat within non-Muslim
majority societies. Some European countries have even moved to ban Halal and kosher methods
of slaughter. Further financing and work is needed in the marketing and sales area in order to
create a better understanding of the principles of Halal Food.

Nevertheless, the Halal Food sector’s growth shows no sign of slowing down as this report
estimates Muslim food and beverage expenditure to grow to $1.9 trillion by 2021. With creative
innovations taking place such as the Ramadan Energy Bar and many opportunities to tap into
high potential segments such as Halal baby food, the Halal Food sector proves it will remain a
flourishing sector for many years to come.

_ __



HALAL FOOD

MARKET SIZE* BENCHMARK
How much does the How does global
global Muslim market Muslim spend Estim.ate q
spend on food? ¥ compare to total T T
global spend on Certified Food and
food and beverage? Beverage products
$415Bn

in 2015
2015

$1,173Bn
$771Bn $380Bn [ $341Bn

Global Muslim Market United States Japan India
16.6% of Global

Expenditure (2015 est., US$ Bn)

2021
(Potential)

$1,914Bn

18.3% of Global Expenditure

THE HALAL FOOD INDICATOR
Which countries have the best developed ecosystem

for Halal Food and Beverage? v
Bahrain
l—@ Qatar
© Pakistan
%0

Saudi Arabia
Malaysia
Oman
Somalia @ ©
_ United
O B Arab Emirates
Australia @

*CRITERIA (From a total of 73 select countries)

1. Trade OIC Food Trade Relative toits size

2. Governace Regulation/Certification requirements
3. Awareness Media/Events

4. Social Food Price Index

Selected » Meat Suppliers Ingredients Distribution Channels  Regulatory
BRF (Brazil) Manufacturers ~ McDonalds (U.S.) Emirates Intnl. Accreditation Council
key players Cargill (USA) Aromco Ltd. (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)
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FOOD TRADE BY OIC COUNTRIES?
What do OIC member
countries import most? » =

<8 ’
X 4 ‘
M

180% ~ 47.8% ' 33.3%

Animal and animal products Vegetable products  Food processing / Manufacturing
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)
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@ «— — 0 @ «— — 0 @ «— — 0
$35Bn $16 Bn $88 Bn $68Bn $61 Bn $37 Bn
Imports Exports Imports Exports Imports Exports
TOP MARKETS Issues and
: .. Consumer needs

food expenditure markets -

Halal food Non-
Indonesia $154.9 B2B & retail Muslim
Turkey — e——— $1155 commerce consumers
Pakistan — e— $106.3 * Nega;.'ve
Products media
Egypt — o $77.5 & Markets Backlash
Halal (1) Halal
Bangladesh — e— 68.5
anglades ? ingredients labelling
ran  eo— $59.0 manuf. fraud
SaudiArabia  se— $47.9 Emerging * Influence / o
exporters Social
Nigeria — — $41.2 N Media
Russia $37.0 Lack of * Testing &
_ global OIC detection
India  m— $34.8 advancement
Halal *
201 . B
(2015 est., US$ Bn) organic Halal
growth
* Halal Food
sukuk / Accreditation

debt roll-out

Halal * Lack of

food equity standarization
investments

Halal Food markets

Lack of SME d Halal

‘Tayyab’ cross-over global Shariah- comparty
opportunity3 o Compl_iant venf:atlon
N ) company funding High cost
obal organic food and beverages IPOs * operations
market expected to reach * *0 Policies,
$105Bn in2015 Regulations
Financing & Investment

‘ High Impact Issues O Challenges % Opportunities

1 Covers food & non-alcoholic beverage expenditure; Expenditure data baselined from 2011 International Comparison Program + National Statistics Agencies.
See Report for full methodology. DinarStandard Muslim market estimates & analysis; Sector correlated IMF Outlook Oct 2014 Database for projections.

2 Source: DinarStandard Industry value chains; aligned with International Harmonized Code (HC) Covers animal products, vegetable products, and processed
food minus swine, spirits, tobacco. Not included: retailers/other distribution channels, machinery, supporting inputs, logistics, support services (eco-system).
8 Source: Global Organic Foods & Beverages Market Analysis By Products, Geography, Regulations, Pricing Trends, & Forecasts (2010 - 2015), MarketsandMarkets.

_



Halal Food Indicator

The 2016 State of the Global Islamic Economy Report revisits the Halal Food Indicator (HFI)
to evaluate countries’ health and development of their Halal Food ecosystem. The indicator
does not focus on the overall size and growth trajectory of a country in the Halal Food
sector; instead it evaluates them on relative strengths of the ecosystem they have for the
development of the sector.

The United Arab Emirates, Australia and Pakistan lead the Halal Food indicator ranking that
focuses on the health of the Halal Food ecosystem a country has relative to its size and
including its related social considerations.

The Indicator equally weights fours metric categories and has the following metrics for each:
(Full methodology is presented in the Appendix.)

N Supply drivers relative to country size (meat/live animal exports to OIC countries)
N Governance (Halal regulations and certification requirements)

N Awareness (number of related news articles and events)

N Social (food pricing index)

Below are the top 10 countries in the Halal Food Indicator.

TOP 10

Halal Food

UAE 75
Australia 63
Pakistan 56

Brazil 56
Malaysia 55
Oman 54
Somalia 51
Saudi Arabia 50
Bahrain 45
Qatar 45

p.28

State of the Global Islamic Economy 2016



Meat Export

Governance Awareness

Halal Food Sector Score to OIC Score Score Social Score GIE Ranking
United Arab Emirates 75 41 100 115 45 2
Australia 63 108 67 58 26 19
Pakistan 56 15 100 37 74 6
Brazil 56 146 33 10 36 23
Malaysia 55 2 100 61 58 1
Oman 54 42 100 19 57 5
Somalia 51 118 33 NA NA 29
Saudi Arabia 50 21 100 25 53 4
Bahrain 45 0 100 28 54 3
Qatar 45 4 100 26 49 8
United Arab Emirates (UAE) Pakistan

The UAE overtakes Malaysia as the leader in the Halal
Food indicator, due to a significant strengthening of
its regulatory oversight of the Halal Food industry, and
avast improvement in its awareness score, driven

by strong publicity.

Australia and Brazil

Australiaimproves its strong position, moving from 4t
to 2" position and overtaking Pakistan in the rankings.
This is due to it maintaining its high level of exports,
while also increasing awareness and publicity of Halal
Food. Brazil also improves its ranking, from 6t to 4. This
is almost wholly driven by an increase in meat exports
to the OIC, in addition to maintaining its position in

other sub-indicators.

Although overtaken by Australia, Pakistan nevertheless
still occupies a strong position in 3 place in the rankings.
This is due to the country maintaining its scores in all sub-
indicators, including maintaining low food prices, relatively
strong regulation and a growing certification ecosystem.

Ups and Downs

Azerbaijan and Egypt, were in 8™ and 9t place in last
year’s rankings, but dropped from the top ten and are
replaced by Bahrain and Qatar. Both Bahrain and Qatar
exhibited strong regulatory and compliance scores, in
addition to maintaining relatively low food prices.
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Halal Food Market Sizing

Market size and profile — Global Muslim consumer spending on Food and Beverage
$1.17 trillion in 2015 (17 percent of global expenditure), and, representing a first of its
kind for this report series, the 2015 Halal Certified Food and Beverage Market has been
estimated at $415 billon.

This Report estimates Muslim populations globally to have spent a total of $1.17 trillion on food
and beverages (F&B) in 2015, representing between 17 percent of the global market spend of
$7 trillion. This is a growth of 3.4 percent from the previous year, and is slightly higher than the
global market growth of 3.3 percent. Muslim spending on food and beverage is expected to
reach $1.9 trillion by 2021, a CAGR of 9 percent from 2015.

The Muslim consumer expenditure for food and beverage is ranked first, ahead of China ($854
billion), the United Sates ($770 billion), Japan ($380 billion), and India ($341 billion).

Muslim countries with the highest spend on food and beverage in 2015 were Indonesia ($155
billion), Turkey ($116 billion), Pakistan ($106 billion), Egypt ($78 billion), Bangladesh ($69 billion),
Iran ($59 billion), and Saudi Arabia ($48 billion).

The revenues for Halal Certified Food and Beverage products globally have been estimated
at 8415 billion in 2015, which represents the total estimated sales of food products across
the Food and Beverage value chain. This estimate includes spend by both Muslims and non-
Muslims on Halal Food and beverage products. The estimation was based on detailed interviews
with a selection of certification bodies as well as a review of independent estimates, with
further detail included in the Methodology section towards the end of this report.
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Social Listening -
Consumer Sentiment

Approach

Earlier in the Report, our methodology and aggregated insights from millennials (18-35 age
group) using social media listening based research was introduced. Here we present specific
insights from millennials social media interactions on Halal Food. A total of 53,600 Halal Food
related Facebook ‘posts’ and ‘comments’ from the millennial age group are analyzed here.

Geography interactions

In aggregate, the top countries where millennials were engaged with Halal Food sector
topics were Philippines (7.7k interactions), Malaysia (7.4k interactions), United States
(6.8k interactions), and Indonesia (4.2k.) Millennials from Non-Muslim majority countries of
Philippines, USA, UK, India and Australia seemed to be prominently interacting on Halal Food.

Volume of millennial interactions on Halal Food by country

Country Inﬂlg?g?;:sf Country Inlg;'?cgﬁglgg
Philippines 7.7K Pakistan 12K
Malaysia 7.4K Saudi Arabia 600
United States 6.8K Canada 600
Indonesia 4.2K Nigeria 600
United Kingdom 2.7K Thailand 400
India 25K UAE 300
Australia 2.1K Japan 300
Singapore 1.4K

Sentiment analysis

Based on an algorithm that factors in the conversational tone and words used in the
interactions, a ‘positive’, ‘negative’ and ‘neutral’ sentiment score is given to interactions (English
language ones only.) From the interactions that were able to be analyzed for sentiment across
Halal Food interactions, an overwhelming 71 percent of millennial interactions were with
positive sentiment, 18 percent were negative, and 10 percent were neutral.

The majority positive sentiments by millennials are generally of the type of Halal foodie’
experiences, Halal product announcements, and healthy & Halal announcements. The minority
negative sentiment interactions were generally Islamophobic related (mostly from the US,
Europe and some from Australia), or non-qualified Halal/fraud related concerns. Select actual
interactions are referenced below (these have been made anonymous for privacy purposes.).
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HEAILTHY & HALAL THEMES

€& Made in USA, Manufactured by NATURES WAY~>
USFDA, BFAD, HALAL & KOSHER approved.”

£E They are finally here! Try it:) We have an exclusive
Partnership with the #BarleyQueen herself, Miss
Maritoni Fernandez, an actress, business owner and
our supplier. All products are Halal, FDA Approved
and has CPR. #HealthandWellnessProducts”

£E Protect your baby from any form of sickness.
Make them healthy and happy. Buah Merah Mix
is a healthy and refreshing juice drink, enriched
with Natural Anti-Oxidant (Beta-Cryptosanthin)
that boosts the immune system. 100 percent
ORGANIC, NON TOXIC, ALL NATURAL 100 percent
HALAL, FDA REGISTERED”

HALAL FOODIES

£E Would love to see more and more Halal Japanese
food available for muslim in Malaysia..”

£E& Eating healthy without compromising on good food!!
#homemade #eatinghealthy #portioncontrol #Halal
#tryingsomethingnew #beefchowmien”

£E 1just had to share my good news with you all. This
coming Saturday at 3pm, I'll be cooking live at
the London Halal Food Festival. This is a really big
event for me, so please do remember me in your
prayers. Let me know if you'll be at the Festival as it
would great to meet up ”

£E Great day at food fest. The intense heat aside
we had a great time. Can’t wait for next year
Inshallah! Thanks to every one who came out
and ISB for organizing the best Halal food
event on the east coast.”

£E Finally got the opportunity to visit the mosque
in Changwon (South Korea). So,s0,s0 happy!
Able to pray tahiyatul masjid an isyak there. The
committees also offered dinner of spicy seafood,
yum! Also took the opportunity to buy some Halal
food to stock up at dorm.”

€€ Inthe mood for some Halal food”

”///

PRODUCT ANNOUNCEMENT THEMES

(11

(13

(11

(11

Frontrow International Products!!! The Most Trusted
and The Most Effective Food Supplements in the
Philippines! 100 percent made in U.S.A “ONTARIO
CALIFORNIA”; Approved by HALAL (UAE)”

Halal Food and Nutrition Council Philippines, Inc.
signed a Memorandum of Understanding with Korea
Halal Authority Corporation, the objectives of KHAC
and HFNCP, INC. are complementary and same as
the promotion, recognition and development of
Halal trade and industry.”

Now our products are available at SAFANA HALAL
MEATS 3rd Parklands Avenue AMANI PLAZA”

Brazilian Beef Export! Product Halal and non Halal!
Meats of the highest quality and certified by the
most demanding agencies Health Surveillance! Just
send us a Letter of Intent to Purchase (LOI) or ICPO
banked and updated that agilizaremos a quote and
subsequent Trading closing quickly and safely.”

ISLAMOPHOBIC THEMES

(11

(11

(11

This is not the first public school in America
that has become ‘sharia-compliant’ by
removing pork products from its food
service, in order to accommodate Muslim
supremacist religious demands.”

Stop Halal and Kosher slaughter in the UK” -
Jetzt unterschreibenl.”

Australia produces enough food to feed 80 million
people.. and it only has 24 million population. Halal
certification will only open for new market and wider
acceptance to your closest neighbour.. which part
scared you about meeting the requirement?”

FRAUD THEMES

(11

MUIS (Indonesia Halal certifier) certified with
posters approval only......can the authority

look seriously into this... Note: Best to advise
the Makcik or Kakcik not to work there even
though its stated No Pork No Lard.....nauzubillah
minzalik..astarghfirullah”

101095 P00 [B[BH
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Sentiment distribution of Halal
Food related interactions

Negative
18%

Neutral
10%

Positive
71%

Top keywords & hashtags

From across the Halal Food interactions captured,
the most common terms and hashtags were: Halal,
Muslim, #Halalfood, Food, #Halal, Food and Drug
Administration, #Food, and Meat.

Aggregate of all sectors
keywords and hashtags

Keywords & Hashtags

Halal 5K
Muslim 1.8K
#halalfood 1.3K
Food 1.2K
#halal 600
Food and Drug Administration 400
#food 400
Meat 300
Allah 300
Gender profile

Millenial women (24.2k/ 45 percent) and men (20.7k
interactions/ 39 percent) were both well represented
on Halal Food related social media interactions with
women more prominent. Specific topics and hashtag
where women interaction was more prominent include:
#Halalfood, #homemade, and Halal.

Top Facebook keywords
and hashtags

#halalfood

#halal

Administration

#food

. Food and Drug

Meat

@ 1o

—— Pork
®—— (hicken
&—— [slam
®&—— (Carnitine
&—— Rice

o—— The Halal Guys

s
Q
=
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=
-
o
]
o
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Q
)
o
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@ Facebook keywords @ Facebook hashtags
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Current Landscape and Trends

Key players across the value chain

Select key players
Value Chain Segments
Mainstream Companies Islamic/
addressing Halal Halal Companies
Meat Suppliers Farms, abattoir, meat packaging BRF (Brazil) Maret (Turkey)
and supply Cargill (USA) Al Shaheer (Pakistan)

Allanasons (India)
American Foods Group (USA)

Organic meat

Creekstone Farms (USA)

Crescent Foods (USA)
Euro Quality Lambs (UK)
Willowbrook Farms (UK)
Halal Exotic Meats (UK)
Honest Chops (USA)

Ingredients Manufacturers

Gelatin, sauces / marinades, other

Kerry Group (Ireland)
Royal DSM (Netherlands)

Aromco Ltd. (UK)
Bidara Herba Niaga (Malaysia)

Prepared Meals

Nestle (Switzerland)

Al Islami (UAE)

Saffron Road (USA)

Al Safa (Canada)

Arman (China)

Tahira Foods (UK)

KKR Halal Foods / Halaloodies (UK)

Snacks/ Ready to Eat meals Nestle (Switzerland) Saahtain Foods (UAE)
Kraft (USA) Fajr Foods/ Ramadan Bar (USA)
Halal Select Snacks (USA)
Baby Food Gerber (USA) Nasim’s Halal Baby Food (UK)

Beech-Nut (USA)

Aara’s Baby Foods (UK)

Distribution Channels

Digital - E-commerce/ Booking

Alibaba (China)

Dagang Halal (Malaysia)

GrubHub (USA) Zilzar (Malaysia)
Halaleat.com (UK)
Halal Dining Club (UK)
Restaurants / Catering McDonalds (USA) Marrybrown (Malaysia)
KFC (USA) Kudu (Saudi Arabia)
Chicken Cottage (UK)
The Halal Guys (USA)
Grocery [ Retail Tesco (UK) Aycan Supermarket (Australia)
Carrefour (France) Pak Supermarkets (UK)
BIM (Turkey)
Digital - Information and content Food Network (USA) Zabiha Halal (USA)

MyHalalKitchen (USA)
Halal Gems (UK)

Regulatory

Accreditors

JAS-ANZ (Australia/ New Zealand)

Emirates International Accredita-
tion Council

GCC Accreditation Council
Pakistan National Accreditation
Council

Certifiers

SGS (Switzerland)

JAKIM (Malaysia)
MUIS (Singapore)
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High growth segments

While the Halal Food industry is overall
considered a high-growth industry, there are
pockets of opportunity which represent lucrative
opportunities for new entrants:

N There is growing demand for Halal organic and
Tayyib food, which is fueling rapid growth for
individual players, and attracting new players:

N Across the U.S. and UK, there are now several
leading Halal organic meat suppliers, including
Crescent Foods, a U.S.-based chicken
and meat supplier; Euro Quality Lambs, a
UK-based lamb supplier serving Europe

Nl Saffron Road is a well-documented success
story and a rapidly growing U.S.-based
processed food manufacturer with revenues
exceeding $40 milliont

N However, the last two years have seen
notable new entrants in the meat supply
market, including UK-based meat supplier
Halal Exotic Meats and U.S.-based Honest
Chops, the first all-natural Halal meat store in
Manhattan, New York.

Nl Halal ingredients manufacturers are seeking to
address a core OIC-wide and global opportunity:

N Halal ingredients are a growing necessity for
Muslims given the widespread use of non-Halal
ingredients in food products, including pork-
derived gelatin, the use of pepsin (derived from
pork) in cheese, and carmine (derived from
insects) as a colorant in several food items

N To address this demand, over 300 Halal
ingredients manufacturers have been
identified globally, including leading global
ingredients manufacturers such as Cargill

1 http://www.salaamgateway.com/en/food/story/overviewthe_10_bln_us_halal
food_market-salaam20012016164056/, accessed on 9 August 2016.

and DSM, however, a notable segment are
emerging in OIC countries.?

N Halal B2B is evolving as a number of key players
have emerged to facilitate trade between Halal
Food manufacturers, suppliers, and distributors:

N Dagang Halal, based in Malaysia, is a
public company founded in 2007 with over
21,000 Halal products from 4,000 sellers
across Southeast Asia®

N Zilzar, based in Malaysia, founded in 2014,
has over 25,000 suppliers and 30,000
products listed online*

N Aladdin Street, based in Malaysia, was
founded in 2015 and has secured $5 million
in funding, but has not launched to date.
The company plans to accommodate 1,500
merchants and over 30,000 products.®

N Premium restaurant chains are emerging to
address the Muslim demand for “farm-to-
fork” and “fine dining”:

N Paramount Fine Foods, based in Canada,
has established over 30 Middle Eastern
Halal restaurants and is one of the few Halal
companies that have addressed the “farm-
to-fork” experience®

N UK-based La Sophia is a highly popular
Michelin-Grade restaurant in London that
is run by the UK’s premier Halal Chef,
combining French Mediterranean cuisine with
Palestinian ingredients.

2 http://www.salaamgateway.com/en/food/story/addressing_the_halal_
ingredients_opportunity_industry_developments-salaam13062016062959/,
accessed on 8 August 2016.

3 http://digital.salaamgateway.com/en/digital/story/CASE_STUDYDaganghalal_
the_halal_ecommerce_pioneer_helping_create_global_Islamic_Economy_brands-
SALAAM08052016030221/, accessed on 8 June 2016.

4 http://digital.salaamgateway.com/en/digital/story/Zilzar_chasing_Alibaba-
SALAM04092015105123/, accessed on 8 June 2016.

5 “Aladdin Street, M'sia’s First Halal E-Commerce Platform, Sets Sight On The
World”, WeblInTravel, March 2016.

6  http://www.salaamgateway.com/en/food/story/creating_a_farmtofork_halal_
food_concept-salaam30112015091010/, accessed on 8 August 2016.

s
o
Uk
Qo
ek
oyl
o
I}
o
(%)
[
Q
—
o
-

_


http://www.salaamgateway.com/en/food/story/overviewthe_10_bln_us_halal_food_market-salaam20012016164056/
http://www.salaamgateway.com/en/food/story/overviewthe_10_bln_us_halal_food_market-salaam20012016164056/
http://www.salaamgateway.com/en/food/story/addressing_the_halal_ingredients_opportunity_industry_developments-salaam13062016062959/
http://www.salaamgateway.com/en/food/story/addressing_the_halal_ingredients_opportunity_industry_developments-salaam13062016062959/

Current and emerging leaders in the
global Halal Food industry

N BRF, one of the seventh largest food
manufacturers in the world and a major player
in the Halal meat industry, plans to expand into
Malaysia and the Middle East. BRF plans to open
an office in Malaysia to access the Asia market,
following its acquisition in 2015 of Thailand-based
Golden Foods Siam,” and also plans to expand
capacity at its UAE-based Kizad plant from 72,000
to 100,000 tons by the end of 2016.8

N Several key OIC manufacturers have
taken important steps towards becoming
global Halal Food brands:

N Al-lslami Foods, the leading Halal Food brand
in the Middle East, has experienced significant
growth over the last few years. The company
established a foothold in France through
launching its Al Farooj Fresh brand, and opened
anew factory in Dubaiin 2015, tripling its
production capacity.’ In 2016, Al Islami Foods
opened an office in Brazil, with plans to build a
chicken processing facility to provide access
to Europe and the Americas®®

N Brunei Halal, a Halal Food brand established
in 2009, is owned by the government of Brunei
via Ghanim International Group. The company
has established operations in the UK, securing
distribution through leading retailer Tesco’s.
Following a recent leadership change in
2015, and under new CEQ Dr Nur Rahman, the
company is now seeking to expand into the
Middle East, having had advanced discussions
with Lulu supermarkets*

N Saahtain Foods, a UAE-based Halal ready-
meals producer, has experienced rapid
growth since it was founded in 2014, to
provide convenient nutrition to poverty-
stricken consumers under its Tayyab brand.

7 “BRF to “accelerate” expansion in SE Asia, Middle East”, Just-Food, April 2016.

8  “BRF to expand $160m food factory in UAE’s Kizad”, ConstructionWeekOnline.
com, November 2015.

9 “Halal Al Farooj moved to France with Islamic finance”, Saphir News, September
2012.

10 “Allslami ponders Brazilian factory”, Foodnavigator.com, March 2016.

11 BruneiHalal Company Website, www.bruneihalal.com, accessed on 14 June
2016.

The company is planning to establish
operations in Brunei.t?

N While Brazil, New Zealand and India remain the
top three meat exporters to the OIC, several
0IC countries have significantly boosted, or are
poised to boost, their exports of Halal meat:

N Turkey is set to become a leading Halal
exporter to the OIC, after establishing Halal
certification in 2009 through the Turkish Halal
Institute, with meat and live animal exports
increasing from $215 million in 2010 to
$686 million in 201413

N Pakistan has strengthened its Halal Food
ecosystem, having established the Pakistan
National Accreditation Center in 2015 to
oversee 14 certifiers and over 200 testing
laboratories. Pakistan’s efforts have enabled
it to significantly increase meat exports to
0IC markets, from $81 million in 2009, to
$219 millionin 2014

N Iranis seeking to significantly ramp up its
export of Halal Food following the removal of
international sanctions in 2016, with plans to
substantially increase exports of poultry to
GCC markets to 1 million tons.1®

N Furthermore, several non-0IC markets are
seeking to boost their Halal Food production:

Nl Thailand's government has set aside $5.1
billion to support the Halal Food industry
through grants and certification subsidies.
The country’s exports were estimated at $2.8
billon, including meat and processed animals,
according to government statistics®®

12 “British banker dumps high life to produce halal food in Abu Dhabi for the poor”,
The National, February 2016.

13 http://food.salaamgateway.com/en/food/story/OverviewTurkeys_30_blin_halal_
food_market_opportunity -SALAAM27012016105545/, accessed on 8 June
2016.

14 http://www.salaamgateway.com/en/food/story/overviewhalal_opportunities_in_
pakistans_100_bln_muslim_fb_market-salaam24022016034108/, accessed on
8 August 2016.

15 http://food.salaamgateway.com/en/food/story/OverviewHalal_food_
opportunities_in_lrans_61 billion_FB_market-SALAAM12042016112326/,
accessed on 8 June 2016.

16 http://www.salaamgateway.com/en/food/story/overviewthailands_6_bln_halal_
food_market-SALAAM17022016053825/, accessed on 8 August 2016.
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A

N South Korea plans to boost its exports
by a third to over $1 billion by 2017, and is
facilitating this through the establishment of
the Korean Institute of Halal Industry in 2014
to oversee the industry, and with the help of
JAKIM, developed the Korean National Halal
Food Standard, with over 200 South Korean
companies certified in 20167

N Chinais also emerging as a key player in
the Halal Food industry. Following concerns
of food quality, consumers are increasingly
preferring Halal-certified dairy products,
considering it as safe for consumption.*®There
has also been substantial efforts to develop
aHalal ecosystem in the country, with the
establishment of the Wuzhong Industrial Zone
housing Halal companies.”

There has been notable consolidation in the
Halal Food industry, with 70 acquisitions
identified in the Halal meat value chain between
2012 and 2015, valued at a total of $2.1 billion.
An estimated 86 percent of the identified deals
were led by food companies, with the balance led by
private equity firms

N Notable acquisitions by food companies
include the acquisition of Kinxia Qinheyuan
Halal Food Company by Beijing Xinhua
Agriculture for $267 million in 2015,
and the acquisition in Turkey of meat
company Namet by competitor Maret for
$75 million in 2014.20

Investment and finance

N Several notable private equity investments have

17

18

19

20

occurred in the past year, signaling increasing
investor appetite for Halal Food investments:

http://www.salaamgateway.com/en/food/story/south_korea_aiming_

to_boost _halal_food_exports_by_a_third_to_123 billion_by_2017-
salaam09052016012221/, accessed on 8 August 2016.
https://www.salaamgateway.com/en/food/story/domestic_demand._for_better_
food_standards_drive_chinas_17 billion_halal_sector-salaam17072016014334/,
accessed on 8 August 2016.
http://www.salaamgateway.com/en/food/story/overviewchinas_halal_food._
market-SALAAM10012016044949/, accessed on 8 August 2016.
http://www.salaamgateway.com/en/food/story/global_ma_activity_and_
potential_in_the_halal_food_sector-SALAAMO7092015070923/, accessed on 9
August 2016.

A

21

22

23
24

25

N ESO Capital and Kingsley Capital Partners
invested $30 million in Janan Meat, a leading
UK-based Halal lamb and mutton supplier
founded in 1992. The investment was primarily
provided as secured debt, but investors
also received an equity stake. The deal will
help Janan Meat Limited refine its future
strategy and help move the company to its
next stage of growth in becoming a premier
brand across Europe?

A\l Leading global private equity firms Abraaj
Capital and Texas Pacific Group invested
$400 million in Saudi Arabia-based fast-food
chain Kudu, which has over 200 restaurants
across the country, to advance the company’s
next stage of expansion?

N Fajr Capital, a leading private equity investor
in the Middle East and Asia, acquired the Cravia
Group in 2016, a UAE-based food and beverage
platform founded in 2001, for an undisclosed
sum.? Cravia currently operates over 85
restaurants and is recognized for exceptional
franchise operational management standards
with a strong portfolio in the Middle East and
franchises including Cinnabon, Seattle’s Best
Coffee, Carvel, and Five Guys.

However, there have been notable
developments in the use of shariah
financing on stock exchanges:

N Dagang Halal became the first Halal company
to list in the UK, raising $6.1 million when
listing on London’s ISDX Growth Market
stock exchange in 2016%*

N\l Al Shaheer Corporation raised $22
million through listing on the Pakistan
Stock Exchange in 2015.%5

http://food.salaamgateway.com/en/food/story/UK_halal_lamb_
and_mutton_supplier_Janan_receives_205_min_pound_investment-
SALAAM30052016044044/, accessed on 8 June 2016.

http://www.reuters.com/article/abraaj-tpg-capital-kudu-
idUSLENOX60DG20150409, accessed on 9 August 2016.

“Fajr Capital completes acquisition of Cravia Group”, Gulf News, May 2016.

http://www.salaamgateway.com/en/digital/story/case_studydaganghalal_the _
halal_ecommerce_pioneer_helping_create_global_islamic_economy_brands-
salaam08052016030221/, accessed on 8 August 2016.

Please change to “General public portion of Al Shaheer’s IPO oversubscribed”,
The Express Tribune, August 2015.
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Regulation and operations

N Accreditation bodies have begun to oversee

26

27

28

29

Halal certification bodies in several key markets,
signaling a major upgrade in how the Halal Food
industry will be regulated going forward:

N While this development is inits early
stages, the accreditation bodies would
accredit individual Halal certification
bodies, ensuring those bodies are certifying
according to international standards,
similar to best practices followed in other
industries such as food safety

N Inamomentous step, the UAE launched the
International Halal Accreditation Forumin
2016, bringing together 10 founding members
which intend to accredit and oversee Halal
certification bodies. Members include the Gulf
Accreditation Center?¢

N Examples of certification bodies that
have already been accredited include the
Halal Feed and Food Inspection Authority
in the Netherlands, and the New Zealand
Islamic Development Trust.?”

Halal Food hubs have been set up in several
countries in free economic zones, encouraging
Halal companies to co-locate and work closely
together, facilitating compliance:

N InMalaysia, the United Malayan Land and
Johor State Government have started to
develop an Integrated Bio-Halal Industrial
Development to nurture bio-based Halal
research and development?®

Nl The Thai Chamber of Commerce has
established a Halal Industrial Center in Pattani
province in Thailand to encourage the region to
become a hub for Halal products in 2013.%°

https://www.salaamgateway.com/en/food/story/new_international_halal_
accreditation_forum_in_dubai_to_harmonise_conformity_assessment _practices_-
SALAAM12052016011628/, accessed on 8 August 2016.

Gulf Accreditation Council company website, www.gac-accreditation.org/cab-
list, accessed on 20 July 2016.

“Halal Businesses For Everybody, Big Opportunities In Store For Johor Halal Park”,
MalaysianDigest.com, February 2016.

“Incentives Offered to Investors in the Halal Industrial Center in Pattani”, The
Government Public Relations Department of Thailand, January 2015.

N The Halal verified engine, designed to check
the Halal status of companies, and designed
by Malaysia’s Dagang Halal, is fueling rapid
growth in trade on the Dagang platform. The
engine was launched in 2013, and allows users
to search, view, and download Halal certification
documents for products and companies across the
value chain. The database will include companies
that have been certified by the 73 certification
bodies under JAKIM.20

Innovation

Several new product segments have emerged in the
Halal Food industry over the last few years to address
the unmet needs of Muslim consumers, primarily

in non-0IC countries:

N Addressing the need for fresh Halal meals
delivered on demand, dedicated Halal online
meal takeout and delivery platforms have
emerged in non-0IC countries, going beyond
mainstream services such as GrubHub by verifying
the Halal certification of restaurants:

N HalalEat, based in the UK, was founded
in 2013 and has acquired 280 restaurant
signups across major UK cities and aims to
crowdfund $220,000 in 2016.The company
has also launched in Melbourne, Australia and
registered domains across Europe and in South
Africa, with plans to scale globally3!

N Halalonclick, based in Singapore, was
founded in 2014 and has acquired 18
restaurant signups. The company serves over
20 delivery areas in Singapore®?

N HalalEda.me, based in Russia, was founded

in 2015 and currently offers food options from
over 60 restaurants in 21 cities across Russia.
The company was launched by the Halal Guide

30 DagangHalal company website, http://www.daganghalal.com/HalalNews/

HalalNewsDtl.aspx?id=2360, accessed on 8 August 2016.

31 http://food.salaamgateway.com/en/food/story/CASE_STUDYHalaleatcom_

bringing_freshlyprepared_halal.meals_to_Muslim_households_in_the UK -
SALAAM11052016021756/, accessed on 8 June 2016.

32 http://food.salaamgateway.com/en/food/story/OverviewOnline_halal_food.

takeout_and_delivery_in_Muslimminority_countries-SALAAM05062016132157/,
accessed on 8 June 2016.
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Team, which raised $800,000in 2012 ina
start-up competition.®?

Nl Catering to the unmet demand for Halal

alternative, low protein meats, such as venison,
llama and camel meat, Halal Exotic Meats, a UK
based meat supplier, was launched in 2013, and
caters both to customers and restaurants and has
leased its own farm3*

To address the need for Halal snacks catered
to the Muslim lifestyle, Fajr Foods, based

in Switzerland, has launched the Ramadan
Energy Bar, which is designed to provide lasting
energy for Muslims who are fasting during the holy
month. The low fat, caffeine free chocolate and
complex carbohydrate formula has been tested to
provide energy for up to nine hours and is primarily
sold in the UK and U.S%

CURE nutrition bar from black seed formula.
This nutrition bar, from the U.S., is based on a family

33 http://www.salaamgateway.com/en/food/story/overviewonline_halal_food.
takeout_and_delivery_in.muslimminority_countries-salaam05062016132157/,
assessed on 9 August 2016.

34 Halal Exotic Meats company website, https://halalexoticmeats.co.uk/, accessed

on 8June 2016.

35 https://www.mysalaam.com/en/story/Can-you-last-the-fast-Try-the-worlds-

first-Ramadan-energy-bar/SALAAM16052016044634, accessed on 8 June
2016.

N Offering the Halal answer to Open Table, a

N Invention makes testing for porcine DNA

recipe with black seed as the main ingredient. The
on-the-go breakfast bar is 100 percent natural,
with no sugar, no preservatives and is gluten-
free. CURE bars are handed out to the hungry

in local communities®
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leading reservation app, The Halal Dining Club,
based in the UK, helps individuals reserve a
space at top quality Halal restaurants. The online
service was launched in 2015, and features top
rated restaurants based on reviews, offering a
loyalty rewards program for frequent customers®’

risk-free, launched: GeneStat, an 8 kg portable
device that detects traces of porcine DNA in
food samples, was developed in 2011 by a team
from Universiti Putra Malaysia (UPM). It has now
been commercialized and is being marketed

in the Middle East, Europe, and in the U.S.
through the company DxNA.3®

36 CURE company website, http://cureyourworld.com/, accessed on 8 June 2016.

37 Halal Dining Club company website, http://halaldiningclub.com/, accessed on 8
June 2016.

38 “Malaysian invention makes testing for porcine DNA risk-free”, Halal Focus,
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Key Challenges

Marketing and sales challenges

N There remains significant resistance to Halal
Food among non-Muslin consumers and in non-
Muslim countries, with several key examples:

N Holland has moved to ban the export of both
Halal and Kosher meat due to objections to
slaughtering methods used in both instances,
limiting the country’s overall participation in
high-demand OIC markets.®

N There has been a significant backlash against
Halal certification in Australia, with several
senators conducting an inquiry into the Halal
industry, considering the cost of certification
and higher price of food as a tax.*°

Nl There is a prevalence of Haram ingredients in
food items with a lack of awareness among
Muslim consumers and importing OIC markets.*

Financing challenges

N Despite recent developments, the level of
equity investment in the Halal Food industry
remains low, limiting growth:

Nl Despite Muslim spend accounting for over
15 percent of the global Food and Beverage
industry, M&A deals in Halal Food accounted
for less than 2 percent of deal activity in the
Global Food industry in 2014.42

Nl Financing remains a challenge, with a lack of
Shariah-compliant debt financing options for
companies in the Halal Food industry to expand.*®

39 “Holland to ban export of kosher and halal meat”, JTA, February 2016.

40 “Halal certification ‘creates more value than it costs’, says peak food body”, The
Guardian, August 2015.

41 http://www.salaamgateway.com/en/food/story/addressing_the _halal_
ingredients_opportunity_industry_developments-salaam13062016062959/,
accessed on 8 August 2016.

42 http://www.salaamgateway.com/en/food/story/global_ma_activity_and_
potential_in_the_halal_food_sector-SALAAM07092015070923/, accessed on 8
August 2016.

43 Based on conversations with Ahmed Adam, CEO of Crescent Halal (U.S.), and
Rizwan Khalid, Director of Euro Quality Lambs (UK).

Regulations and operations
challenges

N There is alack of common and unified
standards globally, which causes confusion
for multinational companies seeking to
enter the Halal Food market. For example,
there are notable differences between the
standards of the Department of Standards
Malaysia (DSM) and the Emirates Authority for
Standardization and Metrology (ESMA). Unified
standards have failed to gain consensus
within the industry.#4

N Accreditation bodies with Halal programs
have emerged, but have not captured
the full responsibility of overseeing
certification bodies in the global market,
which can reduce quality and control over
halal certifiers. Accreditation bodies have
not signed Mutual Recognition Agreements
to ensure peer review services and currently
operate independently. 4

44 http://www.salaamgateway.com/en/food/story/resolving_the_current_
inefficiencies_in_the_global_regulation_of halal_food-salaam13042016195204/,
accessed on 9 August 2016.

45 http://www.salaamgateway.com/en/food/story/resolving_the_current_
inefficiencies_in_the_global_regulation_of halal_food-salaam13042016195204/,
accessed on 9 August 2016.
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Opportunities by product/services segment

While the Halal Food industry is maturing, there are several high potential segments that remain
largely unaddressed across products and services.

Largely unaddressed product and service segments

" Unaddressed
high potential Halal
product meat snacks
segments

*

Baby food Halal feed

\

i Unaddressed

high potential On-demand
service consumer

segments services

*

Premium
dining

Opportunities by stakeholders

Across stakeholder types, there are opportunities for key players to drive the development of
the Halal Food industry.

Opportunities by stakeholder type

Mainstream
or existing Acquire Develop a
Halal Food existing

players players

new Halal
offering
*
' / Pursue
Private On-demand substantial value

equity consumer creation
services opportunities

Venture Incubate/
Cavital invest in new
P offerings

L * Converge

Develop standards and
comprehensive roll-out

Regulators training programs  \ . creditation of
toHaciolpt certification
aa bodies




Existing opportunities in Halal Food

Opportunity Explanation
Halal Meat Snacks Sub-segments with largely unaddressed Muslim demand:

N Meat snacks: Despite a few small-scale players, very few quality companies are currently
addressing the demand for Halal snacks, in particular for dried meat, with a select number of
players operating online in non-0IC countries*

N Deli meats: There is limited availability of deli meats in non-0IC markets, in particular in the U.S.,
where over 20 percent of surveyed respondents in a 2014 study felt that there was a major gap
in the market for deli meats.*”

Potential:

N\l There is significant potential for mainstream and existing Islamic food brands to extend their
offerings to provide Halal meat snacks, with substantial growth prospects for market entrants,
with over 10 percent anticipated CAGR growth between 2015 and 2020 in the global meat
snacks industry*®

Baby Food Largely unmet Muslim demand:

N There are notable players addressing Muslim demand, including Aara’s Baby Food and Nasim’s
Baby Food in the UK*®

N However, many leading players in the baby food industry are not Halal certified, with gelatin and
other non-permissible ingredients included in popular products

Potential:

N There is an opportunity for start-ups and leading Halal products manufacturers to diversify into
the baby food industry, developing high quality products

Halal Feed Largely unmet opportunity:

N Alargely unaddressed opportunity, Halal feed is likely to serve as a major growth area as Muslim
consumers become more aware of the Halal supply chain, and as certifiers strictly monitor the
product supply chain®®

Potential:

N There is an opportunity for feed manufacturers to secure Halal certification, as well as
specialized new players to emerge to ensure Halal supply chain integrity

On-demand consumer

Sub-segments with largely unaddressed Muslim demand:

N Fresh food delivery: Although several services have emerged, including Halal On-Click and Halal
Eat, these services are only available in a handful of cities, with substantial opportunity®*

N Meat kit delivery: The leading meal-kit delivery providers do not provide a Halal option, however,
with the increasing demand for convenience among Muslim millennials®?

Potential:

N Leading Halal products companies can address the meal-kit delivery opportunity, potentially
partnering up with food bloggers to develop offerings

Premium dining services

Largely unaddressed Muslim demand in non-0IC markets:

Nl The Halal restaurants segment is beginning to diversify, going beyond fast food and ethnic
South Asian full-service restaurants, to incorporate a broader range of cultures

N However, despite several notable premium Halal restaurants, including Paramount Fine Foods
and La Sophia, there are very limited dining options in the premium full-service segment®®

Potential:

Nl There are substantial opportunities to develop Halal fine dining concepts that can appeal to
high-income Muslim households and GCC tourists that are seeking premium options.

Source: Thomson Reuters and DinarStandard analysis

46. https://www.salaamgateway.com/en/food/story/halal_meat_snacks_the_
next_high_growth_opportunity_for_food_brands-SALAAM10072016025917/,
accessed on 9 August 2016.

47, “American Muslim Market Study”, American Muslim Consumer Consortium in 50. Conversation with Sagid Mohamed, CEO, Halal Food Authority (UK).
conjunction with DinarStandard, 2014 B1. https://www.salaamgateway.com/en/food/story/overviewonline_

halal_food_takeout_and_delivery_in_muslimminority_countries-

48. https://www.salaamgateway.com/en/food/story/halal_meat_snacks_the_ SO0 e v-n. Y-
next_high.growth_opportunity_for_food brands-SALAAM10072016025917/, SALAAMO5062016132157/, accessed on 9 August 2016.
accessed on 9 August 2016. 52. https://www.salaamgateway.com/en/food/story/the_rise_of online_

49. https://www.salaamgateway.com/en/food/story/halal_baby food_the 5 _bin_ food.delivery.in.the.us where are_the halal_food companies-
high_growth_untapped_opportunity-SALAAM02112015103839/, accessed on SALAAMO6032016072035/, accessed on 9 August 2016.

9 August 2016. 63.  Conversation with Saqib Mohamed, CEO, Halal Food Authority (UK)
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Stakeholders Action Analysis

Mainstreamor Acquire existing Rationale:

existing Halal  players N Acquisition of existing players in the Halal Food industry will help drive consolidation and
Food players increase efficiency

N Through acquisition, companies can gain access to Muslim consumers, and cross-sell its broader
product range to Muslims

Main areas of opportunity:
N Key areas include acquiring high growth Halal Food brands, and acquiring and scaling Halal meat companies

Developanew  Rationale:

HaIaI_Food N There are several major gaps in the market for Halal Food products, especially in OIC countries which are
offering adjacent to product offerings by existing food players

Main areas of opportunity:
N Key areas include largely unaddressed segments such as Halal meat snacks, baby food and Halal Feed

Private equity  Acquire an Rationale:

existing player | The Halal Food industry is highly fragmented and in significant need of capital to scale and expand to
address substantial demand

N Private equity firms are ideally positioned to provide equity financing in a Shariah-compliant manner and
are beginning to invest in Halal Food, evidenced by the recent acquisition of Janan Meat in the UK
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