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Introduction

The Halal Industry is an industry that deals with a diverse of a

spectrum of Halal oriented activities such as: procurement1,

sales2, marketing3, transportation4, production5, manufacturing6

of a range of Halal products, and it also cover Halal

investments7 in Halal services such as education8, tourism9,

supervision10, certification11, and auditining12.

An analysis by Dubai Chamber of Commerce and Industry for

the year 2013 showed that the size on the demand for Halal food

is witnessing a remarkable rise in all parts of the world.

Which refers to the increase in the awareness in all over the

world on the principles of sustainable health in the production of

halal food.



*Dagangnet is the ICT

The Halal food products trade, which have been marketed in the

year 2014 was estimated to about548 billion USD*.

It is estimated that the global Halal market in year 2014 is about

2.3 trillion USD*.

The annual growth rates in the trade of Halal products is ranging

between12-15%*.

This means that there are investment opportunities around2.9

trillion USD waiting to enter the Halal industry duringthe next

five years, which will generateinvestmentopportunities and jobs

in various countries around the world.

*Dagangnet is the ICT

It is expected that the global Halal market in 2020 may reach

6.2-6.8 trillion USD. *

2020

2015



Halal Trade has been targeting new markets in non-Muslim

countries, due to the presence of large numbers ofEuropean

Muslim communities, giving greater opportunities for

Islamic countries to be the main origin of these products as

they are more suitable to apply critical terms of Halal

standards in Halal product.

According to the available data*, the Asian countries consume from

global Halal trade about63.3%, African countries about23.8%,

European countries consume about10.2% of this trade, while

American States consumes about2.5% of world Halal trade.

23% of world’s population are Muslims (World Bank 2013)

Muslim Population is increasing at the rate of 1.84% (by Carniege Endowment for
International Peace). The world Muslim population in 2009 is estimated at 1.628 billion

Source: http://www.islamicpopulation.com, Pop. Data - 2009 CIA World Factbook, Source: http://www.islamicpopulation.com, Pop. Data - 2009 CIA World Factbook, *Federation of GCC Chamber

Continent 
World Population

2008      

Muslim 

Population 

Muslims 

by (%) 

Africa 967 462.36 47.81

Asia 4,050.6 1,103.75 27.24

Europe 735.2 51.46 7.0 

North 

America 
331.7 7.13 2.19

South 

America 
576.85 2.41 0.42

Oceania 33.54 0.50 1.49

Total 6,694.89 M 1,627.61 M 24 %



These figures confirm that the Islamic countries is stillthe first

consumer of Halal productswhile Europe and American Markets

are considered to be emerging markets, and it is expected thatin

the coming yearsHalal trade will accommodate a bigger size of

the marketif Islamic countries showed interests in producing

Halal products and invade both European and American markets.

In light of theeconomic indicatorsthat point to the rapid growth of

the economies of the Gulf region, such asSaudi ArabiaandUAE,

in the coming years, and the growing needs of the workforce,

which will lead to an increase in population, it is expected that the

volume of Halal food imports to these two countries will increase

as well, especially meat which constitute a main diet commodity of

the population.



The Halal food market includes a wide range of diverse

spectrum of products, including chicken meat1, beef meat2,

sheep meat3, meat products4, processed foods5, cold drinks6,

pharmaceuticals7, cosmetics8, health care products9 (like

vitaminsa, and protiensb), and personal cleaning products10 (such

as soap barsa, liquid soapb, tooth pastesc, shampoosd, washing

detergentse, surfaces washing soapf). As well asraw materials11

(like fatsa, gelatinb, saltsc, and enzymesd).

Investment opportunities in global Halal is not limited to food

sector but it also extends to companies that support the work of

the Halal sector, such as:

Seed companies, fertilizer, livestock breeding farms, types of

technology companies producing food (such as microbial rennet),

and all kinds of food processing facilities, and logistics

companies.

Thus, innovation through this valuable chains of

companies will encourage the search for new

markets and increase profits.



Halal investments is witnessing growth in a number of key

markets, the most important countries are in theMiddle East,

North AfricaandSoutheast Asia.

Indonesia is the largest market for Halal food, with a market

value of up to197 billion USD in 2012, followed byTurkey in

second place, with a market value estimated at100 billion dollars.

The size of the demand on Halal products is not usually

affected by the income of the population. However, any

increase or decrease in imports offor example meatis driven

by an increase or decrease of the population, where imports in

UAE for exmple fell in the years 2009 and 2010 when

decreased manpower requirements due to the global financial

crisis.



Of the most prominent barriers to Halal trade that emerged

during the last thirty years are the following:

Lack of consumer awareness of the concept of Halal products

which is due to the ambiguity of information about the origin of

the components of the raw materials used in the Halal products.

Diversity of Islamic religious verdicts on main

issues such as stunning, mechanical

slaughtering, consumption and transformation

of Najis materials, etc.

Most of the governments of the Islamic countries and the

consumers are not serious in the Halal industry and its services.

In addition, western establishments are ignorance of Halal

standards.

This has lead to the most important obstacle, that isthe refusalof

some non-Muslim countries exporting Halal productsto the

supervisionof Islamic centerson themanufacture of Halal products

and turn it into a political issue.



Investors can take advantage of the opportunities offered by Halal

trade in its eight aspects, namely:

1. Food and beverage products.

2. Cosmetics.

3. Pharmaceuticals.

4. Health care products.

5. Personal and household detergents.

6. Supportive Halal services.

7. Halal technology

8. Primary raw materials (such as gelatin).

8

Such opportunities can be achieved through establishing a true

partnership1 and build a road map2 based mainly on supporting small

and medium enterprises3 in the eight key sectors of Halal trade

making use of new technologies4 and finance5 that can be supplied

from a group of the Islamic Development Bank and financial

institutions.

It could also be of benefit to collaborate with training and scientific

research centers likeKuwait Institute for Scientific Research, and

far East Halal institutes like: University of Putra and the Sabah

university of Malaysia, and the Halal Science Center of Thailand,to

provide necessary training and prepare indicators on Halal trade

supported by techno-economic studies.



We note here on the importance of the efforts that must be

made   by government regulators1, chambers of commerce2,

scientific research centers3, universities4, scientific applied

colleges5, official religious bodies6, and Halal Certification

Bodies around the world7 in promoting and expanding Halal food

and diversity markets to promote Halal trade.

62% Food and Beverages

38%  Others

22%

6%

10%

62%

Food 

& 

Beverages** 

Nutraceutical

Pharmaceutical 

Cosmetics

Halal care Products

Pharmaceuticals

Halal food 
products (food 
and beverages)

Market Potential by Product Clusters
on only fours Halal sectors 

Global market for Halal-potential products, 2005*

Does not include Islamic Financial Services. Services involved in 

final product e.g. certification, logistics, R&D are 

included in sectorial values

Based on sales revenue

Halal processed food is taken as 66% of the total based 

on world Halal meat consumption

Only non-alcoholic beverages

Source: Euro monitor reports; FAOSTAT

Most of the Halal 
trade is in

a



Source : International Trade Centre; Trade Competitiveness Map

COUNTRIES
Saudi UAE Turkey Egypt Kuwait Qatar Total

Live animals 113,538 263,997 33,666 68,365 73,926 46,638 600,130

Meat & edible meat offal 1,302,153 751,671 1,600 539,750 473,003 152,405 3,220,582

Dairy products, eggs, honey, 

edible animal product 629,539 458,108 116,815 406,278 113,782 44,528 1,769,050

Products of animal origin 7,606 2,617 28,949 17,615 515 279 57,581

Edible vegetables & certain 

roots, tubers 163,677 438,228 246,078 306,488 79,274 48,490 1,282,235

Animal, vegetable fats & oils, 

cleavage products 460,376 427,054 1,094,076 1,096,879 85,977 19,468 3,183,830

Meat, fish & seafood food 

preparation 140,196 115,687 3,036 119,465 63,626 20,543 462,553

Miscellaneous edible 

preparation 341,480 267,569 328,770 61,043 70,852 31,816 1,101,530

Essential oils, perfumes, 

cosmetics, toiletries 727,097 1,304,134 839,551 155,801 127,783 54,401 3,208,767

Total 3.8 B 4.1 B 2.7 B 2.8 B 1.1 B 418 M 14.9 B

Trade Performance: Imports of Middle East
(2009, in USD millions) Where to focus on Halal Trade?

• Growth in the Muslim population, the primary 
market for Halal food 2 billion by 2020

• Rising income in primary markets for Halal food Affluent lifestyle

• Increasing demand for halal, safe, high quality food 
in primary markets 

Health conscious

• Increasing demand for greater variety in primary 
markets Diversified choices

• Incidents of food marketed as Halal but failing to
meet the Halal requirements has spurred demand
for genuine Halal products (Assurance &
Guarantee)

Assurance & Guarantee

Increase in spreading Halal culture among consumers
which increases the awareness of the importance of
Halal requirements in Halal products, this in turn will
increases the demand for Halal products.

Increase awareness of
religious culture in Halal

Key Factors that encourages Halal Food and its diversity Trade



Countries in the region are among those with:

1. highest per capita incomes in the world;

2. highest population growth rates in the world;

3. fastest growing middle class in the world

4. Net importers of processed food

Middle East Key Factors

Saudi

United Arab Emirates

Egypt

The GCC countries: 

• Saudi Arabia 

• United Arab Emirates (UAE) 

• Kuwait 

• Oman 

• Bahrain 

• Qatar

Market Assessment GCC Countries



Imported of Halal meat and
meat-based products 

Which meat commodity to focus on and in which country?

Saudi 

Arabia

50.1%

Qatar
5.8%

Oman
5.4%

Bahrain
2.6%

UAE 25.5% Kuwait
10.6%

Note: The estimated total halal meat imported to the GCC in 2007
B 2.3 billion USD

Beef Meats

15.9%

Mutton 

Meat

9.9%

Poultry 

Meats

74.2%

Types of Halal meat imported
Breakdown of Halal meat imported into GCC 

(2007)

Sources of imported
Halal meat in GCC

Which exporting country to focus on?

Sources of imported Halal poultry 
meat to GCC countries (2007)

Sources of imported Halal meat to the 
GCC countries (2007)

GCC= Gulf Cooperation Council 



Trade Issues

1. The Halal market is huge and is global

2. But Halal is interpreted differently in different countries

3. Lack of mutual recognition on trade matters among OIC 

country members

4. Lack of competent Halal Certification Bodies

5. Lack of common Halal standards

7. Normally, Halal is regulated under the labeling law

8. Halal certification, therefore, is conducted by many agencies/

associations/ councils/ federations, etc

9. Most traded Halal products are imported from non-OIC countries

10. The OIC is a net importer of Halal food

6. In almost all countries, Halal is a religious issue. Hence, the state

government will not intervene



What to Focus?

• Halal Certification Bodies (HCB)

• Competency of HCBs (Brazil, EU, India, Australia and US)  

• Halal Standards set by the competent authority

• Halal Logo – authenticity

• Halal Import Control:

– Policies and Regulations

– Import Data base

– Automated food import management system – clearance, hold, 

analysis or rejection

– Screening tools: rapid test kit, analytical support

Halal certification bodies

Current scenario

ASIAN

16%
AFRICA

4%

EUROPE

23%

NORTH 

AMERICA

19%

SOUTH 

AMERICA

4%

Total  of 34 countries surveyed :107 Organisations

AUSTRALASIA

34%

Number of Halal Certification Bodies by Region

Over 300 Halal 

CBs in 

operation, 

however only 

33% are 

registered 

legal bodies



Recognized Halal certification bodies  
(HCBs) in GCC countries

South America

12%

Europe

28%s

Africa

12%

North America

12%

Asia

19%

Australia / Oceania

17%

Total No of HCBs recognized : 52

Lack of mutual recognition

GCC 
COUNTRIES

52

MALAYSIA
50

INDONESIA 
33

23 16

25

14



List of HCBs recognized by Malaysia, 
Indonesia and GCC

25

No HCBCountry Logo

1 Australia Australian Halal Food Services (AHFS)

2 Australia

Australia

Australia

Australia

Australia

Netherlands

3

4

5

6

7

Adelaide Mosque Islamic Society of South Australia

Islamic  Association of Katanning Inc.

Islamic Co-ordinating Council of Victoria (ICCV)

The Australian Federation of Islamic Councils (AFIC)

The Perth Mosque of Western Australia Inc

Control Office of Halal Slaughtering & Halal Quality 

Control

8 New Zealand
Federation of Islamic Associations of New Zealand 

(FIANZ)

9 Philippines

Singapore

South Africa

Thailand

USA/Canada

USA

10

11

12

13

14

Islamic Da’wah Council of the Philippines (IDCP)

Islamic Religious Council of Singapore (MUIS)

South African National Halaal Authority (SANHA)

The Central Islamic Committee  of Thailand (CICOT)

Islamic Food and Nutritional Council of America 

(IFANCA)

Islamic Services of America (ISA)

Halal certification bodies in Western countries are important because they provide

important information from day to day on Halal products, Haram and the doubts in

these products and inform the Muslims worldwide. HCBs act asa working tools in

the field of Halal consultancies.

No HCBCountry Logo



Halal has Gone Mainstream

• Halal logo has now become a symbol of quality and religious

compliance and this makes it sound asthe new green.

• McDonald’s in Singapore has seen an influx of eight

million patrons a year after obtaining a Halal certification.

• Since being certified Halal, KFC, Burger King and Taco Bell

have all seen an increase of 20 per cent in customers

• Halal has also been extended to downstream products and

services such as cosmetics and pharmaceuticals, hygiene

products and nutritional supplements, travel, art, and books;

even marriage and finance.

Halal 
Products 

& Services
Supportive Halal services. 

Personal and household detergents.
Food products and beverages.

Health care products.

Halal Technology

Cosmetics.

Pharmaceuticals. 

Diversity of Halal Market

Raw materials such as gelatin, enzymes, fat, and proteins are
considered as one of the successful future markets because they
provides the raw materials of other Halal products.

Primary raw materials (such as gelatin).



• Food
Uses of Gelatin

• Flavored milk

• Yogurt

• Sour cream

• Cottage cheese

• Imitation dairy products

• Ice cream

• Cheesecakes

• Marshmallow

• Confectionery

• Chocolates

• Jellied beef

• Corned beef

• Fruit juices

• Cereals

• Puddings etc.
• Pharmaceuticals

• Cosmetics

R&D

Education & Training

Market Network

Halal 
Products 

& Services

Laboratory Support

R&D

Spain Kuwait, KISR

Consultancy

Technology 
Commercialization

Investment & Financial
Support

Proposed Collaboration



SUMMARY

• Potential and opportunities of halal trade in the Middle & Far East

is great

• Halal certification and modern scientific approaches could reduce

the concerns of Muslim consumers with regard to new processed

foods

• Basics and principles of halal products and services should be fully

understood by all stakeholders of halal industry to ensureintegrity

of halal all along the supply chain.

THANK YOU FOR YOUR 
ATTENTION

سبحنك اللهم وبحمدك أشهد أن ال إله 
إال أنت، أستغفرك وأتوب إليك

mazeedi@hotmail.com
0096597498500

هاني منصور المزيدي . د
1981مع األخ أمجد محبوب في أستراليا سنة 

Dr. Hani Mansour Al-Mazeedi
With brother Amjad Mahboob

in Australia in 1981
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