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Why is it Increasingly Difficult to Grow?

The Strategic Imperative 8™: Factors Creating Pressure on Growth
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The Strategic Imperative 8™

Innovative Business Customer Value Chain
arnal Challenges

Transformative Mega
Trends ‘

Models Compression

A new revenue model that Customer value chain e internal organizational
defines how a company compression as a result of behaviors that prevent a
creates and capitalizes advanced technologies, company from making
economic value, typically internet platforms, and other required changes
impacting its value direct-to-consumer models

proposition, product offering, that enables reduction in

operational strategies, and friction and the number of

brand positioning steps in consumer journeys

Competitive Intensity

Geopolitical Chao: Disruptive Technologies

Industry Convergence

A new wave of competition New, disruptive technologies Collaboration between

from start-ups and digital that are displacing the old, and previously disparate industries
business models that significantly altering the way to deliver on whitespace cross-
challenge the standing consumers, industries, or industry growth opportunities

conventions of the pa , businesses operate

compelling establis
industries to re-think t
competitive stance

Source: Frost & Sullivan
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The Impact of the Top 3 Strategic Imperatives on the Global Halal
Economy

SI8

Why

Frost Perspective

FROST

Innovative Business Models:

Incorporating Halal Products and Services
into Solutions Portfolio

¢

* Companies in the Organization of Islamic
Cooperation (OIC) and non-OIC countries
should consider expanding into halal
products and services to enter new
markets and generate more revenue.

» Strategy and diversification into new
markets are crucial for improved
protection against global economic
conditions, such as volatility and trade

disruptions.

* Global companies are increasingly
incorporating halal products and services
into their solution portfoliess®@ne such
company is Merck KGaA, whichiin 2021
secured halal certification for its line of
pearl effect colors for medicines and, in
2022, launched new halal-certified
cosmetic ingredient productst

* Joint ventures are a common strategy for
boosting halal product exposure.

GCC: Gulf Cooperation Council; 1oT: Internet of Things

¢ SULLIVAN

Geopolitical Chaos: Russo-Ukrainian War

and Higher Oil Prices Boost the GCC’s
Halal Economy Growth Prospects

$

While several econemies’ growth
prospects have declined as a fallout of the
war, the GCC’s have become much
stronger in 2022 as_a result of higher oil
prices. In May 2022, Frost & Sullivan
forecast 7.4% gross domestic product
(GDP) growth for Saudi‘Arabia, up from
4.8% indanuary 2022.

Consequently, the GEC’s demand for
domesticand imported halal products and
services will increase.

4

Companies‘wanting to meet the GCC's
halal'product demand should minimize
cross-contamination during manufacture
and storage.

To accommodate growing demand for
halal products, governments and
companies must establish halal-compliant
trade and logistical infrastructure.

Disruptive Technologies: Leveraging
Blockchain and loT for Supply Chain
Traceability and Monitoring

\ ¢

Transparency and traceability along the
halal product value chain are crucial.

For example, preparation for halal food
differs from that of haram food, and
incorrect meat slaughtering is
unacceptable.

Blockchain and 10T can improve traceability
and visibility, building consumer trust.

$

Because of the prevalence of halal food
fraud, blockchain for farm-to-fork
traceability and loT sensors for slaughter
process visibility are vital.

Governments should encourage the
adoption of these cutting-edge
technologies when developing halal
economy masterplans, while businesses
can partner with tech start-ups.

Source: Frost & Sullivan
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Growth Opportunities Fuel the Growth Pipeline Engine™
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The Growth Pipeline Engine™

OPPORTUNITY
UNIVERSE
Capture full range of
growth opportunities and
prioritize them based on

key criteria

MONITORING & e P OPPORTUNITY
OPTIMIZATION EVALUATION
Adapt strategy to Conduct deep,
changing market ‘ 360-degree analysis
dynamics and unearth % GROWTH ! of prioritized
new opportunities f PIPELINE opportunities

ENGINE™

PLANNING & GO-TO-MARKET
IMPLEMENTATION STRATEGY
Execute strategic plan Translate strategic
with milestones, alternatives into a
targets, owners cogent strategy
and deadlines

J

Source: Frost & Sullivan
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Global Halal Economy—An Overview

* Halal is an Arabic word meaning legal under
Islamic law, while Haram means illegal under Scope

Islamic law. Global

* Halal food requires different preparation and Geographic *Country-specific analysis for the United Arab
storage than haram food, similar to halal Coverage Emirates (UAE), Thailand, Italy, Malaysia,
pharmaceuticals. Islamic finance, on the other Indonesia, Germany, the United Kingdom, Saudi
hand, prohibits activities, such as interest Arabig, and Turkey

charging and engaging in high-risk ventures.
Gender-segregated swimming pools and limitson .

alcohol and gambling are examples of the halal Base Year 2021

economy's defining traits. This research covers & .
halal foods, halal medications, Islamic banking, Forecast Period 2022-2030

and halal tourism. Additionally, the halal economy,. 0
includes halal fashion and cosmetics as Monetary Unit  US Dollars

subsectors. L 4L

* The halal economy is growing within OIC membercountries and across all other countries globally. For example,
non-Muslim consumers are increasingly purchasing halal food because it is healthy and safe, and non-Muslim
families may optfor halal tourism for a family-friendly experience.

* The halal economy requires regulatory and policy assistance to raise awareness and drive industry development.
Governments have launched new initiatives in this area, such as national masterplans or logos, new certification
frameworks, and international agreements.

1. For comparative purposes, we considered data prior to 2020 in a few cases. Source: Frost & Sullivan
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Global Halal Economy—Drivers, Restraints,
and Market Sizing
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The Impact of Drivers and Restraints

Key Takeaway: Because of increasing oil prices and the boost to oil-exporting countries' halal economies, economic drivers

will have a stronger impact in the near term. While a lack of consumer awareness hinders sectors, such as pharmaceuticals
and cosmetics, branding and awareness will improve during the next 10 years.

The Impact of Demand-side and Supply-side Drivers and Restraints on the Halal Economy, Global, 2022-2030

2022-2023 2024-2025 2026-2030
Drivers Impact Impact Impact
Favorable Muslim Population Demographics High High High
Economic and Social Drivers in Muslim-majority Nations High Medium Medium
Government Regulatory and Policy Support Medium—High  High High
Imperative for Halal Compliance to Drive Market Share Medium High High
Global Halal Trade Growth Medium Medium High
Non-Muslims' Halal Product Preference Medium Medium HMiz:ium—

2022-2023 2024-2025 2026-2030
Restraints Impact Impact Impact
Certification and Standardization Challenges High High Medium
Consumer Trust Issues Medium Medium Low—Medium
Limited Consumer Awareness in Some Segments Medium Medium Low
SME Challenges Medium Medium Low

Source: Frost & Sullivan
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The Global Halal Economy Market Size

Halal Economy Market Size, Global, 2015-2030?

x un\\B

Market size, baseline scenario i Market size, optimistic scenario

Market Size ($ T)

2015-2020 Growth Outlook

1. All figures are estimates

Source: Dubai Airport Freezone; Malaysia External Trade Development Corporation; Islamic Development Bank; Halal Industry Master Plan 2020 (Malaysia); Frost & Sullivan
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Growth Opportunity 1—Incorporating or Expanding Halal Product
and Service Offerings for New Revenue Generation

Relevant End-user Industries for this Growth Opportunity _‘ Applicable Regions
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Frost & Sullivan has.identified 10 Growth Processes that serve as levers for determining and evaluating new Growth Opportunities.
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Source: Frost & Sullivan
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Growth Opportunity 2—Leveraging Technological Advancements for
Digital Transformation of the Halal Economy

Relevant End-user Industries for this Growth Opportunity —‘ L Applicable Regions
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Frost & Sullivan has.identified 10 Growth Processes that serve as levers for determining and evaluating new Growth Opportunities.
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Source: Frost & Sullivan
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Legal Disclaimer

Frost & Sullivan is not responsible for any incorrect information supplied by companies or users.
Quantitative market information is based primarily on interviews and therefore is subject to fluctuation.
Frost & Sullivan research services are limited publications containing valuable market information
provided to a select group of consumers. Customers acknowledge, when ordering or downloading, that
Frost & Sullivan research services are for internal use and not for general publication or disclosure to
third parties. No part of this research service may be given, lent, resold, or disclosed to nonconsumers
without written permission. Furthermore, no part may be reproduced, stored in a retrieval system, or
transmitted in any form or by any means—electronic, mechanical, photocopying, recording, or
otherwise—without the permission of the publisher.

For information regarding permission, write to: permission@frost.com

2022 Frost & Sullivan. All rights reserved. This document contains highly confidential information and is the sole property of Frost & Sullivan.
No part of it may be circulated, quoted, copied, or otherwise reproduced without the written approval of Frost & Sullivan.
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WANT TO ACCELERATE GROWTH? WE CAN HELP!

Frost & Sullivan understands how to prepare companies in the face of an uncertain future. Our global team of consultants work
with clients worldwide to help them navigate the many complexities facing their industries and allow them to take advantage of
current growth opportunities while positioning them for even more significant growth in the future.
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Technology Expertise Industry Convergence In-depth Coverage Global Perspective Unparalleled Support
Expertise in all enabling In-depth understanding Expertise and market  Global expertise Approximately
technologies for digital of digitization knowledge to help across technology 1,200 analysts and
transformation, including Opportunities across the  clients achieve growth  applications and consultants tracking
loT, cloud computing, big  ecosystem, including objectives by adapting verticals, including applications, verticals
data analytics, security, business models and to the new digital manufacturing, and enabling
mobility and value-added  industry transformation economy automotive, technologies for
services healthcare, and digital transformation
many more

@@7 Schedule a complimentary dialoque with our team to discuss your strategic growth development
1.877.463.7678 | www.frost.com | myfrost@frost.com | Online Purchase
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