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Introduction

Things are looking good for the Halal products and services industry; the
world’s Halal market is estimated at USD 2.1 trillion (RM8.4 trillion) annually.
Currently, there are about 1.6 billion Muslims across the 112 countries and it is
estimated that by 2010, the global Muslim population will reach 3 billion*. In
Malaysia today, about 60 percent (or 15 million) of the total population are
Muslims, and if we estimate based on a conservative assumption that the per
capita food expenditure is at RM1 a day, the total annual demand within the
country for Halal food is almost RM5.5 billion a year’. The potential of Halal
products and services is not only limited to Muslim consumers but also gaining
increasing acceptance among non-Muslim, as consumers normally perceive
Halal products as having undergone stringent inspection and standard control
in terms of ingredients used, strict safety and hygiene specifications and
sanitation procedures.

This article attempts to present a brief overview of the global and regional
Halal markets, the development of the Halal industry in Malaysia, as well as
examines the potential, opportunities and challenges of Halal industry in
Penang.

What does Halal mean?

Halal, in Arabic word means permissible or lawful for Muslims. Halal refers to
that which is permitted by Syariah® and applies to every activity carried out by
mankind. Its opposite, Haram, refers to what is unlawful or forbidden.

Halal is commonly used in relation to food, which refers to food that is
compliant with the laws of Islam. Based on "General Guidelines for Use of the
Term Halal" (CAC/GL 24-1997 1) issued by the Secretariat of the Joint FAO/
WHO Food Standard Programme (1999), Halal food is defined as food
permitted under the Islamic Law and should fulfil the following conditions:

i. does not consist of or contain anything which is considered to be
unlawful according to Islamic Law;

ii. has not been prepared, processed, transported or stored using any
appliance or facility that was not free from anything unlawful according
to Islamic Law; and

iii. has not, in the course of preparation, processing, transportation or
storage been in direct contact with any food that fails to satisfy 1 and 2
above.

The Halal industry covers food, non-food products, such as pharmaceuticals,
healthcare products, medical devices, cosmetics and toiletries; and services
that comprise of logistics, packaging, branding and marketing, printed and
electronics media, and travel and tourism. Halal, in fact, touches on all
aspects of human life. The Halal concept takes into account the need to
protect the environment, the humane treatment to animals, ethical investment,
and the intrinsic value of currencies and fairness in all commercial
transactions®.

! The Third Industrial Master Plan (IMP3), 2006 — 2020, and information provided by MATRADE Penang.

2 Information provided by SMIDEC Penang

3 Syariah is the Arabic meaning for the code of life or law which regulates all aspects of a Muslim life.

“ The Halal Journal, Jan-Feb 2006, ‘Manifesto — the Heart of the Halal Journal'. 1



Brief Overview: World Major Markets for Halal Prod  ucts And Services

The lack of statistics pose a challenge in estimating the world market size for Halal
products and services as the Halal industry has not been viewed as a market in its own
right. According to the Third Industrial Master Plan (IMP3), 2006-2020, the annual
global market value for both food and non-food Halal products is estimated at USD2.1
trillion. On Halal food alone, the global market size is approximately USD547 billion in
2005 (Table 1).

Table 1: Estimated Annual Market Size For Halal Foo ds, 2005

Continent / Tota! Muslir_n Fooq Market size
Country Popgl_atlon Pop_ul_atlon Expendltur(_e (US$ million)
(million) (million) (US$ per capita)
Total 6,475.4 1,565.3 n.a. 547,409
Asia 3,921.0 1,043.7 350 365,299
West Asia 213.9 195.3 572 111,712
Indonesia 221.9 195.3 347 67,769
China 1,311.1 39.2 156 6,115
Malaysia 26.1 15.4 381 5,867
Thailand 65.0 5.9 371 2,189
Pakistan 162.4 157.5 n.a. n.a.
India 1,103.6 154.5 n.a. n.a.
Bangladesh 144.2 127.3 n.a. n.a.
Others 672.8 153.3 n.a. n.a.
Africa 906.0 461.8 200 92,360
Europe 727.4 51.2 1,500 76,800
North America 329.0 6.6 1,750 11,550
South America 559.0 1.6 500 800
Oceania 33.0 0.4 1,500 600

Note: n.a. — Not available
Source: The Third Industrial Master Plan, 2006 - 2020

West Asia or the Middle East is the biggest market place for the Halal products and
services. More than 90 per cent of the West Asia’s population is Muslim. The high
disposable incomes of the population, soaring imports of raw materials for their food
production industry due to scarce domestic agriculture, coupled with limited domestic
Halal certification bodies, have resulted in most of the Halal products being imported into
these oil-driven countries.

South East Asia (in particular, Indonesia, Thailand, Brunei, and Singapore), South Asia
(namely Pakistan, India, and Bangladesh) and China (with 39 million Muslims or more
than double the total Muslim population in Malaysia), are the potential and promising
markets for the Halal products and services.

The Halal market in Europe is made up of more than 50 million of Muslims with a
substantial spending power of nearly USD77 billion in a year. In United Kingdom (UK),
for instance, the annual retail sales of Halal meat are valued at £400 million, according
to the recently published UK Halal Market report by the UK Government®. Halal meat
accounts for 11 per cent of all UK meat sales, whereas Muslims population in the
country ranges from 1.5 to 1.9 million or about 3 per cent only from the total population®.

®The Third Industrial Master Plan, 2006 — 2020
® http://www.meatinfo.co.uk




The figure quoted represents a much wider interest in the consumption of Halal meat that
is not limited to Muslims. Furthermore, the supermarket giants in Europe have realised
the business opportunities of other Halal products than just chilled and frozen beef,
chicken, lamb or mutton. These include other food items such as convenience foods,
ready-cooked meals, sweet and savoury snacks; drinks, and toiletries, cosmetics, health
products and even lifestyle electronics’.

The North America, with a total of 6.6 million strong spending power Muslims, is another
market that offered vast business opportunities for Halal products and services.
Although there was a substantial decline in the sales of Halal products following the
September 11 incident, signs of steady recovery were observed in 2005.

Malaysian Scenario

Malaysia aims to become a global Halal Food Hub by 2010, hopes to raise its current
global Halal market share of 1 per cent to 5 per cent by 2010, by capitalising on the edge
it has over other Muslim nations in trading, logistics, banking and Halal certification®.
Concerted efforts, strategies and measures are undertaken to support the development
of Halal industry as identified in the Second Industrial Master Plan, 1996 - 2005, the
National Agriculture Policy, 1998 - 2010, the Ninth Malaysia Plan (9MP), 2006 - 2010,
and the Third Industrial Master Plan (IMP3), 2006 - 2020.

In 1982, a “Committee on Evaluation of Food, Drinks and Goods utilised by
Muslims” [now known as the Department of Islamic Development Malaysia (JAKIM)] was
established under the Islamic Affairs Division of the Prime Minister’'s Department, with the
responsibilities to check and instil Halal awareness amongst food producers, distributors
and importers. As global recognition of the Halal certification authority is crucial, JAKIM
is designated as the sole certification body of Halal products for export. The Halal logo
issued by JAKIM is a registered trade mark under the Trade Mark Act 1976°.

In August 2004, the ‘Halal Food: Production, Preparation, Handling and storage —
General Guidelines (MS 1500:2004)"° was launched. This set of General Guidelines was
developed by the Department of Standards Malaysia under the Ministry of Science,
Technology and Innovation, with close involvement from JAKIM, the relevant government
agencies, universities, industries and non-governmental organisations.

JAKIM has published the ‘Manual Procedure of Halal Certification Malaysia’ that covers
application procedure, inspection, monitoring and enforcement, which serves as
guidelines. JAKIM also co-ordinate the implementation of Halal certification process in
Malaysia at both federal and state level through Department / Council of Islamic Affairs
level (JAIN / MAIN). Issuance of Halal certificate by JAKIM / JAIN / MAIN is only made
upon the applicant's compliance with MS 1500:2004 and requirements in the Manual.

As shown in Table 2, a total of 930 Halal certificates have been issued by JAKIM by
categories of products, premises, and abattoirs in 2004. The number of products that
have obtained Halal certification increased from 544 in 2001 to 801 in 2004.

" The Halal Journal, Jan & Feb 06

& Comtex Business Via Thomson Dialog NewsEdge, April 13, 2006

® Matrade Business Handbook: ‘Exporting Halal Products — Guidelines for Certification of Food Products,
Pharmaceuticals, Comestics’, Malaysia External Trade Development Corporation (MATRADE), July 2005.

0 MS 1500:2004 incorporates compliance with international standards of Good Manufacturing Practices and Good
Hygiene Practices and prescribes practical guidelines for the food industry on the preparation and handling of Halal food
(including nutrient supplements) based on quality, sanitary and safety considerations and serves as a basic requirement
for food products and food trade or business in Malaysia.



Table 2: Number of Products Obtained the Halal Cer tificates, Malaysia

Year Products Premises Abattoirs Total
2001 544 123 23 690
2002 420 220 22 662
2003 487 38 11 536
2004 801 117 12 930

Source: JAKIM

The Malaysian Prime Minister, during the tabling of 9MP on 31 March 2006, has
announced the establishment of the Halal Industry Development Corporation (HIDC), with
the main tasks of coordinating efforts to develop and review Halal standards, encourage
investments in the Halal industry, and to promote Halal products and services in the global
market. In order to sustain the development of the Halal industry in Malaysia and to turn
the country into a Halal Hub, the Government has allocated RM95 million, which consists
of a launching grant of RM25 million for HIDC, RM50 million to set up Halal parks, and
another RM20 million to provide financing to entrepreneurs of Halal products, through the
SME Bank™".

The Ministry of Agriculture and the Department of Veterinary Services have identified a few
potential areas to be developed as Halal Food Industrial Zones. These areas include
Pulau Indah in Selangor, Pedas Halal Park in Negeri Sembilan, Serkam Pantai in Melaka,
Paya Pahlawan in Kedah, Pantai Remis in Perak, and Gambang in Pahang.

On 18 August 2006, the unveiled 15-year industrial master plan or IMP3 identified the
development of Halal industry as one of the priority areas. Eleven (11) strategic thrusts
have been placed for the development and promotion of Malaysia as the global Halal Hub,
and the IMP3 envisaged that by 2008, the country will be the centre for:

The production and distribution of Halal products
Halal service providers

Reference on the Halal Standards; and

R&D on Halal matters

A wide range of incentives are offered by the Government to Malaysian companies,
including SMEs, that are involved in the Halal products industry. Among the incentives™
are:

Grants for business planning and development, product and process
improvements, productivity and quality improvements and certification, market
development and brand promotion.

A special grant for the development and promotion of Halal products

Investment Tax Allowance of 100 per cent on qualifying capital expenditures for five
years for companies which produce Halal foods; and

Double tax deduction on expenditures for obtaining Halal certification and
accreditation.

In terms of investment, though the statistics / data of Halal industries are not readily
available, the figures, to a certain extent, have indicated the growth and investment trend of
the Halal food and selected non-food industries. The total approved investments for food
and selected non-food industries (medical devices, pharmaceuticals, and cosmetics and
toiletries) have doubled from RM3 hillion (1996-2000) to RM7.2 billion (2001-2005), as
exhibited in Table 3. Compared the two periods before and after 2000, the domestic
investments on food and pharmaceutical industries have shown substantial increase.

™ Website of Malaysia Industrial Development Authority (MIDA), http://www.mida.gov.my
2 The Third Industrial Master Plan, 2006 — 2020.




Table 3: Investment in the Food and Selected Non-F

ood Industries, Malaysia

Industry 1996 - 2000 2001 — 2005
Total Investment 3,023.3 7,204.9
Foreign 1,653.6 3,550.8
Domestic 1,369.7 3,654.1
Food 2,043.2 3,197.6
Foreign 1,162.1 1,345.0
Domestic 881.1 1,852.6
Medical devices 746.5 2,807.6
Foreign 424.3 1,845.9
Domestic 322.2 961.7
Pharmaceuticals 95.7 911.2
Foreign 33.5 216.9
Domestic 62.2 694.3
Cosmetics and toiletries 138.1 288.1
Foreign 33.8 143.0
Domestic 104.3 145.1

Source: The Third Industrial Master Plan, 2006 - 2020

The exports of processed foods grew at an average annual rate of 10.8 per cent, from
RM2.3 billion in 1996 to RM6.5 billion in 2005. The top five export destinations for
Malaysia’s processed foods in 2005 were Singapore, Indonesia, USA, Japan and Thailand
(Table 4). These markets accounted for more than 44 per cent (or RM2.9 billion) of the
total exports of Malaysia’s processed food. On the other hand, the imports of processed
food have registered 7.1 per cent of average annual growth from 1996-2005. Australia,
Thailand, USA, Netherlands, and Singapore were the five major sources of import of

processed foods.

Table 4: Malaysia’s Export of Processed Foods to T

op Ten Countries

1996 2000 2005 1996-2005

Export | Import Export Import Export Import Export Import

RM Million A"grr"’c‘)%veﬂf&‘)‘a'
Total 2,333.4 | 3,524.8 | 3,408.4 | 4,344.4 | 6,529.9 | 6,353.6 10.8 7.1
Singapore 564.1 92.3 791.2 126.1 | 1,064.9 287.4 7.1 13.4
Indonesia 72.8 100.2 320.3 219.1 613.4 265.3 225 10.1
USA 167.4 303.4 231.8 283.0 580.4 482.8 134 7.4
Japan 152.9 37.0 85.3 43.2 314.1 27.8 6.4 -4.3
Thailand 43.5 505.1 141.7 422.2 309.8 879.1 26.6 7.6
Australia 113.3 867.0 149.7 | 1,2455 296.1 | 1,324.2 9.3 4.3
Hong Kong 286.5 23.2 230.1 44.2 249.7 21.7 -1.4 2.8
Philippines 4.7 25.9 1115 43.5 236.0 154.9 15.5 18.9
Netherlands 1131 119.9 113.4 152.5 223.8 338.7 7.8 135
Taiwan 88.7 55.0 109.8 42.4 166.2 44.9 6.2 -5.4

Source: The Third Industrial Master Plan, 2006 - 2020




Potential of Penang in the Halal Industry

Does Penang have the potential to be the regional Halal Hub? Is it merely a dream or are
we making a bold vision? The following section discusses Penang’'s potential, and
highlights some of the pertinent issues and challenges faced by the industry.

Strong foothold of Food Processing Industry

The food processing industry in Penang is long established with majority being local small-
and medium size setups. There were 53 food processing establishments in Penang in
2005". The jobs offered in the food processing industries accounted for approximately 1.4
per cent of the total employment of the manufacturing industry of the State (Table 5).

Table 5: Number of Companies in Operation in the F  ood Processing and Medical
Equipment / Pharmaceutical Industry, 2005

Sectors Total Companies Tota:nlzr:tgloy— .T_/gg Iolgtr:igrc;{;)n:etgt
Food Processing 53 3,001 1.4
Others 1,118 207,906 98.6

Total 1,171 210,907 100.0

Note: * The total employment was based on 1,127 companies or 96.2% of total companies.
Source: The Penang Industrial Survey 2005

Table 6 shows the total approved manufacturing projects for both Penang and Malaysia.
Out of the total number of approved manufacturing projects in Penang for 2006 (January —
September), six (6) of them were for food processing, with a total capital investment
amounting to RM23.6 million and a potential to create 198 potential employment
opportunities.

Table 6: Approved Manufacturing Projects for Penan
Jan-Sep 2006

g and Malaysia, 2004, 2005 and

. . Capital Investment
No. of Projects Potential Employment RM million)
2006 2006 2006
2004 | 2005 | (Jan- | 2004 2005 (Jan- 2004 2005 (Jan-

Sep) Sep) Sep)
Food Processing
Penang 6 3 6 304 81 198 137.9 6.9 23.6
Malaysia 74 75 55 3,465 4,260 3,954 1,116.1 1,457.5 1,160.7
Overall Manufacturing
Penang 144 148 109 9,235 21,904 7,536 2,030.3 4,808.2 3,788.5
Malaysia | 1,101 | 1,026 | 771 | 88,634 | 114,956 | 59,699 | 28,773.0 | 31,057.0 | 35,202.8

Source: Malaysian Industrial Development Authority (MIDA)

There are 21 exporters of Halal products from Penang (Table 7). Most of the Halal exports
from Penang’s producers are frozen food and seafood, canned food, meat products,
biscuits and cookies, bakery products and ingredients, non-alcoholic beverages, coffee,
tea, cereal and grains, cocoa and chocolate products, coconut products, fruits and nuts,
jelly and pudding, spices and seasonings, sugar and confectionery, and pharmaceuticals,
herbs and health foods. The major export destinations are Europe, Asean countries, USA,
Middle East, as well as Australia and New Zealand.

3 The Penang Industrial Survey 2005, conducted by Socio-Economic & Environmental Research Institute (SERI) for invest-
Penang.



Table 7: Number of Exporters of Halal Products by State

State No. of Firms Percentage (%)
Selangor 73 36.5
Johor 32 16.0
Pulau Pinang 21 10.5
Kuala Lumpur 13 6.5
Perak 12 6.0
Negeri Sembilan 11 5.5
Kedah 8 4.0
Sarawak 8 4.0
Melaka 7 3.5
Sabah 6 3.0
Terengganu 4 2.0
Pahang 2 1.0
Kelantan 2 1.0
Perlis 1 0.5
TOTAL 200 100.0

Source: Derived from ‘Malaysia Exporters of Halal Products, Directory’,May 2006, MATRADE

Penang, in fact, is the major exporter of the processed seafood products in the form of frozen
and canned seafood as well as relatively newer surimi-based seafood products. The major
export markets for the processed seafood are Europe, Australia, Middle East, and North
America. Among the major players are Seapack Food, Oceanpac, Rex Canning, Golden Fresh,
and Hong San Frozen Food. Most of these seafood processors have obtained Halal certification
and complied with stringent safety standards such as Hazard Analysis Critical Control Point
(HACCP).

Increased Trend of Halal Certification in the State

The number of firms that obtained Halal certification from the State Department of Islamic Affairs
Pulau Pinang (JAIPP) has increased from 170 (in 2003) to 311 (as at September, 2006) (Table
8). The Halal certification is issued for products, catering services, restaurants, hotels, and
abattoirs. The JAIPP is allowed to issue Halal certificates to firms that are operating within
Penang and the Halal logo issued can only be affixed within the State as its validity is subject to
State level approval. JAKIM is the sole designated certification body of Halal products for
export.

Table 8: Total Firms that Obtained Halal Certifica  tion from Jabatan Agama Islam Negeri
Pulau Pinang (JAIPP), 2003 — September 2006
2003 2004 2005 Jan-Sep, 2006
Number of firms that
obtained Halal Certification 170 230 270 311
from JAIPP

Source: Jabatan Agama Islam Negeri Pulau Pinang (JAIPP)

Proposed Halal Park in Penang

A 100-acres Agro-based Industrial Park or PERDA Halal Park is proposed at Kubang Menerong,
Tasek Gelugor. The proposed Halal park, spearheaded by the Penang Regional Development
Authority (PERDA), with close collaboration among Malaysian Agricultural Research and
Development Institute (MARDI), Agriculture Department, Universiti Sains Malaysia, and several
other government agencies, aspires to become the regional services (processing, canning, and
packaging) and distribution (warehousing and logistic facilities) centre for the agro-based
downstream processing activities. The project site is divided into four (4) core functional areas,
namely Incubator (39 acres), guidance factories (kilang bimbingan), commercial industrial lots



for the existing local and international Halal food processing and agro-based products players,
and a research and development (R&D) centre. The proposed Halal park aims to commence
operations in early 2007. In the initial stage, the proposed Halal park will focus on producing
beverages, sauce, frozen food, snack food, traditional cake, and bakery. Products from the
proposed park are plan to be sold to a few well-known superstore chains, such as Carrefour,
Tesco and Giant.

Availability of Research and Development Facilities in the Local Institution of Higher
Learning

Research and development (R&D) is always a crucial element to leverage upon technological
advancement, to acquire and enhance the necessary technological capabilities and move up
the entire value chain of the industry. The well-established local institutes of higher learning in
Penang are expected to play a prominent role in Halal scientific R&D for both food and non-
food items. Any initiative to set up business incubators for Halal products to assist the local
Halal entrepreneurs are deemed as desirable. Areas that have been identified for further
enhancement include Halal-compliant food preservation and packaging technologies with the
incorporation of food safety and sanitation practices™.

Logistic — Land, Sea and Sky

The Halal industry encompasses the entire value chain, from agricultural or farming activities,
processing and manufacturing, transportation and shipping, to retail and consumption. In other
words, from farm to fork, or production to consumption. In this case, logistics will play an
integral part to ensure the Halal integrity is actually in place. Penang is home to many leading
multinational manufacturing establishments with more than 30 years of excellence hands-on
experience. The entire logistic solution of facilities and services for land, sea and sky are
already in operation. What Penang needs is an innovative logistical solution which is Halal-
compliant. It would make good business sense for the existing seaport to consider offering a
Distripark concept — an advanced Halal compliance distribution hub with ample storage space,
comprehensive facilities for trans-loading, packaging, reloading and other value-added
services, to cater for the needs of importers and exporters in the northern region of Malaysia as
well as the Indonesia-Malaysia-Thailand — Growth Triangle (IMT-GT) areas.

Growing Demand of Halal Products in the Hypermarket s and Retail Outlets

Three hypermarkets in Malaysia have indicated Halal compliance as part of their business
expansion plans and highlighted that Halal products have a promising future as these products
have gained increasing appeal from both local and foreign Muslim and non-Muslim customers.
One is a well-established Penang-based enterprise and the other two are prominent foreign-
based companies.

The Penang-based public listed supermarket group confidently pointed out that the future of
Halal products, especially the processed/canned food products in the retail/lhypermarket
segment is promising. The Halal food products in their hypermarket outlets have marked a
handsome 10 — 20 per cent of annual sales growth. More than 90 per cent of the food products
on their shelves are Halal certified. This leading local supermarket group aims to increase the
percentage of Halal compliance food products in their hypermarket and retail outlets. They
constantly advice and encourage their food product suppliers to obtain Halal certification. Out
of the total number of Halal products in their stores, 80 per cent of them are sourced locally — in
which approximately 30 per cent of the Halal products suppliers are Penang based small- and
medium- size firms. The supermarket group works hand-in-hand with the Ministry of Health
Malaysia and the Ministry of Domestic Trade and Consumer Affairs, to ensure that all the Halal
food items in their stores conform to the necessary processes required in Halal production
under the guidelines, and they also seek the Federal Agricultural Marketing Authority (FAMA),
Malaysia’s assistance to source for local Halal food suppliers.

4 The Third Industrial Master Plan, 2006-2020



The French-based, world’s second-largest hypermarket chain is working closely with JAKIM
and has recently formulated the Halal Guidelines and set up the Halal Compliance
Committee to audit their existing ten stores in Malaysia on a monthly basis and conduct halal
and hygiene audit / site inspection of their local suppliers. Halal trainings (including the
educational process targeted towards proper management) are provided on a regular basis.
The French retailer plans to put Malaysia as the halal hub for their household brand
products, which have already been exported to Singapore and will also be shipped to other
countries by the first quarter of next year'. This hypermarket giant currently has eleven (11)
local small and medium enterprises (SMEs) to supply about 300 products that carry their
household brand, and it aims to raise the local SMEs products by another 1,000.

Another of Britain’s biggest hypermarket chains, which has had a strong foothold in Malaysia
since 2002, will spend RM1 billion on Malaysian-made Halal foods over the next five years to
cater for rising demand in Halal products in its UK home market™®. By April 2007, the local
Halal products would be introduced to their 40 outlets, mostly in London, which has about 1.7
million Muslims. This UK-based retail giant has exported Malaysian products worth RM223
million in 2003 and 2004. Its outlet in Penang, which started operations since November
2004, with approximately 40 per cent Muslim customers and 10 per cent tourists / foreigners,
has registered more than 10 per cent of annual sales growth for Halal products. This leading
hypermarket chain believes in maximizing the benefits of local sourcing. Among the steps
taken include: collaborating with the Ministry of Domestic Trade and Consumer Affairs to
develop the Supplier Guidelines Communication Pack for potential suppliers; organising
seminars, workshops and proactively assisting SMEs in the supply chain; developing and
assisting local suppliers to supply products under their household brand to their hypermarket
chains, locally and internationally. This particular hypermarket is also working closely with
the State Government and FAMA, a subsidiary of the Ministry of Agriculture, to maximize
local sourcing opportunities™’.

Penang’s Strong Drive For Tourism

Penang’s strong drive for tourism has managed to draw quite a substantial number of high
spending power tourists from the Middle East countries, particularly from Saudi Arabia and
the United Arab Emirates. The months of July to September are the peak travel season for
Arabs as they try to flee from the hot summer in their own countries. Besides the Middle
East, the potential tourist market for Halal products and services can be extended to the 39
million Muslims in China. While most of the leisure oriented Muslim tourists are mainly
attracted by the sea, beaches, shopping, and some even by the diversified culture/customs
or architecture/heritage buildings in Penang, food is one of the essential elements of the
tourist experience which cannot be undermined.

Although there is no shortage of Muslim dining outlets in Penang, in fact, the State caters to
every culinary desire, a handy Halal food guide/directory would make the savouring of food
for Muslim tourists easier and more appealing. In 2005, the State Tourism Action Council, in
collaboration with the State Islamic Religious Council and Malaysia Meatless Day Campaign
Committee, published the Halal and Vegetarian Food Directory for Penang. Perhaps this
existing official Halal and Vegetarian Food Directory could be further enhanced and
expanded by the inclusion of the types and brief descriptions of recommended cuisine from
each outlet, a price range, reviews from the foreign guests, indication of proximity to
mosques, as well as essential information on annual events, major shopping areas, cultural
districts of the State, vital visitor advice, and more. In addition, to fully tap the advancement
of information technology, the Halal and Vegetarian Food Directory could be propagated
through compact disc (CDs) as well as the official and popular visit Malaysia/Penang
websites with timely online updates of new outlets, new dishes, and guests reviews.

' The Halal Journal, Jan & Feb 2006
%8 http://www.meatprocess.com/news/
7 http://www.tescomalaysia.com.my
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Issues and challenges

Several issues and challenges are highlighted below:

Slow Loan Approval Process

Although the industry does not lack financial assistance, the speed in processing the
SMESs’ loan applications, particularly by government-linked financial institutions, needs to
be hastened. The slow approval of loans, to a certain extent, has dampened the spirit of
SMEs who plan to expand their production capacity to meet export demand.

Stiff Regional Competition

The vast market potential of Halal products and services has drawn a large number of
strong regional contenders into the industry. Thailand, Indonesia, Brunei, and other
Asean countries have further strengthened themselves to be the global Halal players. Our
local small and medium size Halal entrepreneurs face stiff competition from their regional
counterparts when they try to gain access to the world Halal market. These local SMEs
will need guidance and assistance especially to explore new export markets.

Too Many Agencies Involved in the Halal Industry

There are currently quite a number of ministries and agencies involved in the Halal
industry, at both the Federal and State levels. The industrialists are of the opinion that
there is a need to streamline and further enhance the coordination and collaboration
among the agencies involved.

Needs Bigger Empowerment for the State Level Agenci  es

The role of State level agencies are mainly limited to coordination and advisory as most of
the final approvals and decisions are made at the Federal level. Suggestions have been
made to allow for a bigger empowerment of State level offices as well as to improve the
knowledge and competency of the officers at State level, in order to enhance the
efficiency and competitiveness of the industry.

Lack of local supply for Halal raw materials

Currently, more than 70 per cent of the raw materials for the food processing industry is
being imported’®. The industry is faced with the lack of local Halal raw materials,
particularly meat. Unlike the neighbouring countries with abundant resources as inputs,
Penang faces a challenge in terms of competitive advantage. To ensure the imported raw
materials comply with the Malaysian Halal Standard, more frequent consultative meetings
and briefings between the Malaysia’'s certification body and major Halal raw materials
suppliers are also needed.

Conclusion

Under the IMP3, strategic thrusts to propel the country towards becoming an international
Halal hub have already been drawn up. Penang, with a head-start on manufacturing,
coupled with a strong commitment and efforts by the Government to strengthen the agro-
based industry, is well positioned to be a premier Halal industry player for the country.
The State level programme and planning will be in tandem with the national strategies and
initiatives in order to enjoy synergistic advantages.

The combination of a good understanding of global Halal market trends, choosing the right
market segment to supply products and services in which the country has a competitive
advantage, together with the utilisation of essential marketing strategies such as effective
product branding, can result in the growth of the Halal industry which should be a win-win
situation for both the local small and medium size Halal entrepreneurs and for consumers
of Halal products. Perhaps both the public and private sectors should study the strategies
on how to create uncontested market space through value innovation and unleashing new
demand™. § Lim Wei Seong & Mohd. Rizal b. Abd Wahab

¥ The Third Industrial Master Plan, 2006 — 2020.
9 W. Chan Kim and Renee Mauborgne, 2005, ‘Blue Ocean Strategy: How to Create Uncontested Market Space and Make
the Competition Irrelevant’.
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World Competitiveness Report
2006 (Malaysian Perspective)

1. Overview

The Global Competitiveness Survey (GCS) published in “The World Competitiveness
Yearbook” analyzes and ranks the ability of nations to create and maintain an environment that
sustains the competitiveness of enterprises. The Global Competitiveness Index (GCI)
assumes that wealth creation takes place primarily at the enterprise level (private or state-
owned) of nations, and its ability to compete domestically or internationally by driving
productivity and competitiveness. Therefore, the most competitive economies in the world will
typically be those where concentrated efforts have been made to frame policies in a
comprehensive way, that is, those which recognize the importance of a broad array of factors,
their interconnections, and the need to address the underlying weakness and then “rally” in a
proactive way.

Figure 1 describes the IMF projected GDP

Fi 1: Sh f World GDP in 2015 . .
gure are ot wvor " contributors by regions expected by 2015.

OTHER Most competitive indices for 2006 in Asia
ASIA have shown positive growth. GCI index has
USA 11% been increasing steadily at an average of

JAPAN 10% in nations such as India, China Japan,
6% Singapore and Korea, indicating productivity
INDIA gains. Asia is expected to be the “anchor”
8% for future global growth contributing an
average of 45% of world GDP in the 21st
century. Based on this statistics, Malaysia
needs continuous “hawkish” strategies to
CHINA create efficient and flexible markets for
20% sustainable long-term economic growth.

WESTERN

EUROPE
17%

2. Competitive Assessment by Regions

Conventional wisdom considers that rising interest rates, persistent deficits, tightening policies
and relatively expensive commodities will not support a buoyant world growth. Despite these
adverse conditions the global economy has been booming at a rate of 4%, enjoying their best
performance since 2000 (IMF Report, 2006). The underlying factor is the robust growth of the
emerging new markets of Asia, the former Soviet Union and Latin America, reflecting an
improvement on the competitiveness of their markets.

Table 1: Global Competitiveness Index (GCI) rankin  gs and 2005 comparisons

Source: Global competitiveness report 2005/06
* Un-changed
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Table 1, ranks the competitiveness of nations using the GCI index. Nordic nations have
experienced the most improved ranking position as a result of enhancements made on R&D
and its intellectual property rights (World Competitiveness Yearbook, 2006). This has helped
spur high levels of technological innovation and excellent institutional development. Malaysia
has dropped a rank from 2005 and perception of this sudden slip was caused by institutional
weaknesses. The need for a higher level of transparency and accountability within institutions
would naturally facilitate a rigorous and competitive business environment.

2.1 United States

The US will continue to be the one of the most competitive economies in the world. However
their lead on other nations has been sluggish, growing at a slower pace of 3.5%. The US
balance of trade will remain in deficit at an average of 7% of GDP and the expansion recorded
for the federal budget deficit is expected to settle at —3% of GDP by 2007, respectively (World
Competitiveness Yearbook, 2006). The United States is currently ranked sixth in 2006 slipping
drastically from its “No 1 rank” due to these growing imbalances.

Another perceptive of their fall is due to overwhelming foreign ownership of US treasury bonds
that exploded to more than US $ 2000bn. Far-East economies, rich in foreign "reserves” and
West Asia nations that are “rich on resources” would continue to finance this deficit propelling
this largest industrialized nation into a deepening spiral. The biggest uncertainty depends
primarily on the willingness of surplus nations to continue fuelling this cheap money. It is
important to underline that cheap money of recent years helped trigger the property and
housing boom in the US. The threat lies in emerging nations embarking on strategies of
diversification to secure fuel as in the case of China rather than dull investments vehicles such
as treasury papers.

Nevertheless, this deficit needs to be put into perspective. Off-shoring and outsourcing is a key
feature of globalization strategies by US firms and a significant 20% of total US imports that
was recorded originated from US enterprises abroad (World Investment Report, 2006). Most
believe though that the US will continue its resilience within these uncertain conditions as it
has inherited sound collateral assets, a fairly strong and stable currency and new “cost control”
strategies becoming a top priority for the newly elected Congress.

2.2 Asia

The combination of size, rapid growth, “China and India syndrome” and sustainable
macroeconomic policies have been the catalyst for countries within this region to over perform
for substantial periods of time. Growth in the Asian region far surpassed world growth rate
trending at 6% since 2000 (IMF, Economic Forum 2006). China and India alone recorded an
impressive average growth of 8% since 2002. Relatively low inflation and interest rates, high
savings, manageable public debt and an improved market penetration rate has spurred this
region to improve their global competitiveness ranking. Singapore leads the pack, ranked fifth
overall, followed by Japan in seventh, Hong Kong in eleventh and Taiwan in thirteen place,
respectively. Malaysia has recorded a slight decline in ranking position to twenty sixth
compared to the twenty fifth place recorded in 2005 (World Competitiveness Report, 2006).

Figure 2: Asia and the Pacific - Top 10 recipients
of FDI inflows (2004-2006)
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The most visible threat from this region could be the over-consumption of raw materials
currently occurring in China and India. The world economy has entered an era of expensive
materials, commodities and energy due to this excess demand. The over-dependence on US
assets and weak institutional underpinnings namely in the property rights environment and
transparency further creates this wedge in competitiveness disparity between fast growing
Asian Economies and other industrialized nations.

2.3 Euro Area

Overall, the picture in this region remains excellent when it comes to competitiveness
rankings. There has been a significant movement in ranking order as the latest reports on
competitiveness indicate the sudden acceleration of Switzerland to become the world’s most
competitive nation of 2006 from the fourth position in 2005. The United Nations highlighted that
Switzerland has managed to demonstrate a combination of a world class capacity in
innovation and the presence of a highly sophisticated business culture (World Economic
Forum, 2006). The Scandinavian countries remain among top performers, with Finland,
Sweden and Denmark occupying second, third and fourth places, respectively. Their success
has always been transparent institutions combined with excellent macroeconomic
management. These are then coupled with world class educational attainment that focuses on
technology and innovation proving successful strategies in these small, highly developed
countries to remain competitive.” (Ketels, H., Advisor European Monetary Committee, 2006).
However, Central and Eastern European governments face greater challenges. They need to
pursue active institutional reforms and encourage a flexible and deregulated labour market in
order to increase productivity and remain competitive in the face of rising labour cost.

3. Gauging Malaysia’'s Competitive Position

3.1 Business Competitiveness

Competitiveness finds its ultimate expression in the prosperity that countries can sustain over
time (Porter, M. 1998). The Business Competitiveness Index (BCI) ranks countries by their
macroeconomic competitiveness, identifies competitive strengths and weakness in terms of
countries’ business environment conditions and company operations and strategies, and
provide assessment of the sustainability of countries’ current level of prosperity.

Table 2: Business Competitive Index 20 05/06

# 1"

$

Source: World Competitive Yearbook, 2006
() 2004 figures

Table 2 depicts BCI ranking for the year 2006. The United States cements its position as
having the most productive business environment given current economic conditions. Deep
financial markets, strong economic indicators and buoyant trade have US reining its capitalist
stature. Malaysia is ranked twentieth on a global positioning and an impressive fourth in the
Asia region. The Ninth Malaysian Plan (9MP) has strategies that if carefully implemented
would further strengthen the positioning of Malaysia in terms of competitiveness.
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The idea of strengthening Malaysian SME’s footing overseas has to be the main thrust by
relevant authorities. Though Intra-Asian trade remains the driver, SME’s global outlook needs
close scrutiny. Domestic SME’s are seen as the saviour to complement current MNC’s and
state owned enterprises. Synergy and inter-connectivity plans needs hastening as the pace of
globalization seems to “step-up a gear” due to the “China and India syndrome”. A situation
would emerge where the free flow of long-term capital and portfolio investment naturally sets a
trend on business capability and resilience.

It remains undeniable that Malaysia’s basic infrastructure is fairly commendable yet it's
strategic geographical location, improved connectivity and stable policy decisions that are
the ingredient to improve competitiveness needs careful re-examination. The government
currently promotes pro-active strategies to improve the effectiveness in R&D spending
and deregulating the local equity market that contributes to economic gains for companies’
operations and strategies. This constitutes a vital component in BCI rankings. Current
fiscal stance on effective utilization of resources envisioned in the Industrial Master Plan 3
(IMP 3) framework is the key to promoting business competitiveness through efficiency-
driven strategies. In order to excel, Malaysia must aim to tap on “windows of opportunity”
in the improvement of transforming the intensity-level of local competition” and reforms
made within these institutions.

Table 3: Business Indicators as at January 2006

Indicators Malaysia Thailand China India Singapore

GNI per capita (US $) 3,850 (3,780) 2,320 1,200 620 23,200

Starting a Business (200%)

Number of procedures 7(9) 7 10 10 5
Time (days) 25(30) 30 38 85 7
Cost (US $) 850.71(965.78) | 155..6 1455 260.2 255.6
Cost (% income per capita) 21.5(25.1) 5.8 12.2 47.5 1.0

Hiring & Firing Workers (2005) 2

Difficulty of Hiring Index 0 (0) 65 10 30 0
Rigidity of Hours Index 0(0) 38 37 18 0
Difficulty of Firing Index 7(10) 17 37 87 0
Rigidity of Employment Index 2(3) 40 27 45 0
Firing Cost (Weeks of wages) 70(74) 68 87 78 3

Enforcing Contracts (2005§

Number of procedures 27(31) 25 23 35 20
Time (days) 250(300) 70 238 422 65
Cost (% of debt) 15.8(20.3) 8.5 24.2 40.1 7.0

Closing a Business (200%)

Time (years) 1.8(2.3) 25 2.2 10.0 0.5

Cost (% of estate) 14(18) 35 15 7 0.8

Source: World Bank “Doing Business Database”
() 2004 figures

1 Only main procedures of business is covered.

2 All sub-indices have several components

3 Counts the number of procedures from the momenpliintiff files the lawsuit in court until momeat actual payment.
4 Covers the procedures on filing for bankruptcy




Table 3 magnifies the business indices of selected countries. Malaysia is seen as having an
overall improvement on all recorded indicators when compared to the survey conducted by the
World Bank in 2004. Though the Gross National Income (GNI) per-capita of Malaysia can
reflect strong domestic demand and naturally a high Gross National Saving (GNS), the main
concern is to expand private investment as a share of Gross National Product (GNP) to pre-
crisis levels. “Pump-priming” and FDI inflows in Malaysia are the main drivers to enhance the
current business environment at present but the government is rigorous with their fiscal stance
to promote and provide a healthy environment to intensify competition of domestic SME'’s.

As highlighted in Table 3, Singapore with their efficient and flexible labour markets have been
extremely successful in facilitating their never ending expansionary strategies. The
infrastructure is in place, fiscal and monetary policies have been sound, external conditions
have been favourable and economic indicators resilient, thus the only way forward is for
Malaysia to address their process flow and connectivity to create a sound environment for
productive economic gains.

3.2 Global Competitiveness

The World Competitive Yearbook 2006 survey on global competitiveness provides a holistic
overview of necessary pillars such as the institution set-up, infrastructure, education and
training, technological acceptance and market efficiency, among others. These are critical in
driving productivity and competitiveness of individual nations. GCI is the main indicator used to
measure this openness and flexibility in ranking order.

Table 4: Global Competitive Index (GCI) by Individu  al Pillars

Country Institution Infrastructure Macroeconomy Egsz:tgtion& Technology gol:)hsisiti:at?orsl S
United

States 27 12 69 40 8 8

Japan 22 7 91 1 19 2
Singapore | 4 6 8 20 2 23
China 80 60 6 55 75 65
India 34 62 88 93 55 25
United

Kingdom | 1° 14 48 14 6 6
Germany 7 1 63 71 106

H ong

Kong 10 3 9 35 13 13
Korea 47 21 13 18 18 22
Taiwan 32 16 27 25 14 15
Malaysia | 18 (21) | 23 (25) 31 (28) 42 (44) | 28 (26) 20 (22)

Source: Global Competitiveness Report 2005/06; X 2004 figures

Table 4 describes sub-indexes used in the methodology of constructing the GCI and
incorporates the vital pillars critical to a country’s competitiveness level. In Asia, China’s labour
force of 760 million and India 680 million respectively and their subsequent low inflation rates
did little to justify their rankings of individual entities listed above. Further progress is very
much needed in these countries on improving the various components within the institutional
environment that includes reducing the burden of government regulation, improving the climate
for the protection of property rights as well as safeguarding the independence of the judiciary.

Malaysia’s GCI on individual pillars has been showing improvements since 2005. However, it
is important to note that none of these factors alone can ensure competitiveness. The 9MP
roll-out vision to improve education and training would be undermined if rigidities in the labor
market hinders labor participation rate. Thus, to improve Malaysian global positioning,
strategies are needed to complement the existing macroeconomic environment. Reasonable
transparency in the management of public resources, as opposed to irregularities, is a
comprehensive way on approaching implementation policies. National Productivity Corporation
reports suggest that Malaysia’s competitiveness, on a whole, improved in the categories of
wealth, population and region balances.
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4. Conclusion

Figure 3 depicts a “Competitiveness Pyramid” that indicates a number of processes
contributing to sustainable growth that leads to efficiency and competitive gains.

Figure 3: The NCC Competitiveness Pyramid

Malaysia, more than ever needs to
thrive on the ability to manage a totality
of competencies and to capitalize on the
vast amount and diversity of skills
available. The 9MP is formulated
specifically to strengthen this foundation
by its willingness and ambition to raise
general perception on “competitive
behavior”. Substantial allocation has
been made in the 2007 Federal
government budget to improve
education, training, entrepreneurship
and innovation. Concerns are still
centered on continuous strategies to
further refine the regulatory framework.

Based on essential conditions for sustainable growth in Figure 3, business performance
and productivity remains the core focal point. The fundamental of competitiveness for
Malaysia depends solely on these two internal factors as marked acceleration in the pace
of technological and scientific progress needs to be fully utilized for businesses to
increasingly operate within this global complexity. Attracting needed capital, expertise and
enhancing growth through increased efficiency are avenues that Malaysia needs to
consider critically yet be assertive when pursuing competitive-enhancing policies. § Nawin

Rajah

The core intelligence of this report is obtained from The Global Competitiveness Report
2005-2006, World Competitiveness Report 2005, World Economic Forum and other

substantiated sources.
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International Headlines

Foreign reserve indicate slow growth rate

13 November 2006, The Wall Street Journal

Asia’s foreign exchange rate expanded slowly by US$9.4 billion, 0.3% to $3.01trillion. The
largest percentage change was a 6% decline in Indonesia’s reserve to US$39.77 billion from
US$42.36 billion. China, at the end of each quarter stood at US$987.93 billion. The 1.9% rise
in Singapore total reserve was the largest. For most countries, gains in reserve were due to
fluctuations in currency values. South Korea reserve expanded to $1.2 billion. Holders of
reserve currencies other than dollars gained when they converted back to dollars.

Dollar's drop hits Asian exporters, benefited impor ters and travelers from the region
29 November 2006, The Associated Press

Decline in raw material prices are much of a concern to Indonesian textile makers. And more
Filipinos are now flying abroad. The U.S dollar drop against Asian currencies led to imports
getting cheaper and overseas travel less expensive. Dollars are being swapped for Euros. The
South Korea Won is at its strongest while the Thai Baht was up by 10.8% against the dollar.
Philippines, Taiwan, South Korea and Thailand appeared to buy dollars to prop its value. In
the Philippines, where the dollar has declined about 6% against the Peso this year, the pain
has been most acutely felt by small and medium-sized exporters of indigenous products like
furniture, handicrafts, processed foods, and marine and agriculture-based products. However,
the Philippines has experienced an increase in outbound travel in the last quarter of the year.
The dollar's drop against the Indonesian rupiah (around 7% this year) has helped companies
such as building materials and textile makers that import large quantities of raw materials in
dollars, 40% of which were used to make products for export.

India's economic growth accelerates
30 November 2006, International Herald Tribune

India's economic growth accelerated to 9.2% in the July-September quarter from a year ago,
bringing it closer to China's sizzling growth rate. Fueled by a brisk expansion of the services
sector and a surge in manufacturing output, India's gross domestic product expanded faster
than the 8.9% growth in the previous quarter. GDP growth is expected to moderate through
the later part of the year because of high oil prices and a possible slowdown in global demand
for Indian exports. The Indian economy is not overheating, though the impressive growth
momentum is showing some signs of excesses. The performance of the agriculture sector,
however, remained a concern. During the July-September period, farm output grew just 1.7%,
sharply down from 4.1% in the same quarter a year ago. Economic boom over the past
decade has been driven by the expansion of industry and services. It will be good prospects to
investors to invest in India without any further fear of instability due to the rising growth level.

German jobless total falls
30 November 2006, International Herald Tribune

The unemployment rate dropped to 9.6% in November this year as the number of people out
of work fell below 4 million for the first time in more than four years. The unadjusted jobless
rate declined from 9.8% in October, while the number of Germans registered as unemployed
sank by 89,000 to 3.9 million. The last time the figure was below the politically sensitive 4
million mark was in October 2002, when it stood at nearly 3.93 million. There are still nearly 4
million people in Germany who are waiting for jobs. Germany's upturn has been echoed by
lower unemployment in neighboring France, another major Euro-zone economy. France's
jobless rate stood unchanged at 8.8% in October. It is accepted that lower German
unemployment will boost consumer spending. Sales fell 0.2% from the previous month and
0.8% from a year earlier despite increasing sales of household appliances and home
improvement products. There has been a rise in consumer confidence as unemployment falls
and shoppers eye purchases ahead of an increase in value-added tax.
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