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Executive Smmmary:
SECTION I: MARKET SUMMARY

1.1 Malaysia in Brief

Malaysia s GDP per capita was USS9 525 in 2016, The multi-ethnic country has progressed from an
agricubural and primary commaodities based economy 1o a manufacturing-based, expon-driven
economy, spurréd on by high echnology, knowledge-based, and capital-intensi ve industries. Energy,
palm oil, light manufacturing, and financial services continue Lo be ke y economic drivers.

The economy grew by 4.5 percent in 2016, lower than expected, due o the élfect of the Goods and
Services Tax (GST) on April 1, 2015. The economy is expected o expand by 5.4 percent in 2007 with
sirong private invesment in manufacturing and services, in addition o improve domeic consumpiion,

Mhalaysia s population has a significant pool of active consumers with evolving eating habits, and
growing consumption of imported food and beverages, Malaysia™s population is 31.9 million and
relatively voung and educated. They tend (o follow a western lifesivle and prefer dining out rather than
gaving in. Over hall of the population belongs 1o the middle o high income group with growing
purchasing power and increasingly sophisticaied and modem lifesyles, This keads 1o grealer
consumption of imported food and beverages from western countries. Consumers dine o the full mnge
of establishments available in Malaysia, including full-service restaurants, fst food restaurants, fine
dining or casual dining eaeries. MNevertheless, as the governimenl continues 1o reduce subsidies and the
implementation of a 6 percent Goods and Service Tax in 2015, price sensitive consumers are cautious
aboul spending.

Malaysia HRI Sector in Briel

TQU ==t Currently, 1,574 hotels and resons are registered with the Ministry of

’ Tourism, with 205000 roocms available throughout Malayaa, Average
MA MQ oocupancy raleés have been running at 70 percent or sbove, To aitract local
and iniernational Muslims, some hotels have sought Halal certification, and sbout
7T hotels have been approved as Halal by the Department of Islamic Development (JAKIM],

Malaysia s national Islamic authority. In addition, an estimaled additional 289 hotels have oblained

halal centification through individual Stae Islamic Departmenis, The numbers, represent 23 percent or
366 hodels and resorts in Malayvsia that has halal certifical ion,

Maliysia has a wide variety of dining establishmenits, including full service restaurants, fast food
restaurants, calfes, food stalls, food cours eal-in bakeries, and pubs and bars. Most restaurants provide
Asian cuising, with Chinese dominating the mid- and high end restourants. Malay, Indian {varous
culsines), Japanese (varous cuisines/Tormats), and Indonesian, and Thai restaurants also dominate the
bocal restaurant scene.

With rismng urbanization, changing hifestyles, and more women in the work place, consumeérs want
convenience through dining outside the home. These trends boost demand in the food service sector. To

e ————
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meed growing demand and to keep abresst of evolving promotional ools, feodservice outlets seek mew
ways o use social media iools, launch promotions, and adverising campuaigns to e xpand maket share,
However, rising operaional and raw material coss are likely 1o be passed down o consumers

LS. chains in Malaysia
(Somirce: FAS Kuala Lumpir

Amencan-style (fumi ly-siyle restsurants, which mamly operate in chains), Italian, and French are the
masl pronunent cusmes m non-Asian redsurants, There are also Turkish, Persian, and Lebanese
restmirants. Aamerican franchises domine Westem cuising, with 18 American franchises opersing,
including Chili's, TGI Fridays, Tony Roma s and Red Lobster, These major franchise plavers have
mare than 30 outlets throughout Mablwsia. American franchises also lead the bocal fast-fomd sector,
A&W was the first American franchise in Malaysia, followed by KFC and McDonald’s, There are
rre Chan 1,000 Fast food outbets throughout Malaysia,

Middle income consumers with families, voung working sdulis, and eenagers are the main patrons of
fast food restaurants. They prefer the informal, clean and comfonable environment 1o Food couns and
odher traditional food service outlets. Customers that frequent restaurants are from middle (o upper
income families, business persons and afMuent young working adubis. Most of the cusiomers are well-
travelled, well-informed, sophisticated, prefer 1o dine in comfort and appreciate the highest culinary
slandards in Malaysia.

The institutional sector mainly refers 1o non-profit organizalions and ésablishments, and calering
companies. The calermg sub-sector plays o signiheant robe in this industry. A notable csléring

company is LSGBrahim’s SkyChef Sdn Bhd, whose main business is catering for airline companies.
Other catering companies include Felda® d”Saji, which is popular for wed ding ceremonies, and TT
e ———
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Eesources which also serves special family oocasions,

Uiniversities, colleges, and schools that offer culinary classes are key sources of demand for food and
heverage services in the instilutional sub-sector. Convention cenlers are another key source of de mand,
as the Malaysian tourism board focus on The Meetings, Incentives, Conferencing & Exhibition (MICE)
sub-secior. Convention centers often have their own food preparation venues. Production and
distribution of halal foods i an imporant element of the HRI sector. A& whole industry of prodoects and
services related w halal has developed. For HRI food and beverage providers, it 15 advisable 1o ensure
that food supplied is certifed halal. Maliysia's tourism sector is one of the key development areas under
the povernment’s economic ransformation pro grams.

The Malaysia Tourdsm Transformaton Plan is o altract 36 million wurisis 1o Malaysia and generale
aboul 542 billion for the country by the year 2020, The development of hote] and tourism projects s
encouraged in ling with the promotion of Malaysia as an atractive tourist desunation and as a regional
center for rade and commerce. A wtal of 1893 million domestic visitors wene registenad i 2006 with
26.8 million were tourists. Malaveia's madical ourism has steadily increased for the |ast few vears.
Malaysia Healthcare Travel Council reported sround 0,00 he altheare travelers in 2016,

1.2 Imporied Food

Malaysia is a net food importer, with impons accounting for about 30 percent of todal fiood
consumplion,

Table 1 - Imporis of Food and Beverage Products from United States (2001-2006)

(LS wrubl liam b

Food ftens 21 212 2003 4 2015 2016

Warld 5856 6843 7779 7178 6345 FO8 4
Beverages USA 59 Y] Y 'Y X w5
Coffee, tea, mare | Warld 4746 438.5 4683 552.9 i et
& spices U5A ie 52 &4 47 FT) [X]
Dariry produce, Warld 7.0 2.0 10424 11890 L) TIAT
egys & honey L'5A i 3 fow 7 1407 6.3 &4 Tl
Edible fruk & Warld 3636 149 052 $26.7 a178 7043
wise [T il & 615 753 73 g2y LU
Ed ble Warld 7371 9.5 K246 7602 FM0 9u7. 6
ve gefabies I'sA 19.4 M.7 M7 212 07 04
Fish & fidk Warld RN i 7364 BT 1 LT a7
[prepararioin 'S4 6.9 I1.3 453 7.5 [TF 11
Aleat & moai Warld R, 0 Fi5@ Bidd o241 LTRSS 374
proparariom UsA 34 26 id Y I8 i

Warld 7.9 104 118 171 ST 256
Processed Meat 50 cA 0.2 Y] 02 0.1 ol )
Foulry & Warld 1059 186 1104 1142 112e 1247

e ————
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Powkry - e [T,
54 i9 K 4 .4
Preparatiom
Processed cereal | World &l d6 i), 3 7219 7801 7505 ?-!iiz_
products UsA 29 2.5 255 200 o M7
Processed eocos Warld T 1166 15 Jida.2 11144 108} 1275
producis L'SA 99 1.3 115 1.9 15w i1
Processd Fish Warld .4 119 1258 752 208 t25.9
o Cler (ova &
Producis UsA 03 0.3 8 il il a2
] I — Warld 313 57 4 R4 2Pl MR
Products USA 4.0 4.3 FE 54 L] P
FProoriurd Warid 2675 e e | ileg FTER: KL 75 e
L — o Jrui U'sA .0 82.0 7o .1 &it £3.7
Micellanc o World 7422 848 3 02 a2 8 CTFE) Y]
provesed foods UsA o4 1.7 1274 1121 1244 133
P — Warld 10952 11747 1742 1379 3184 e
prepararism UsA 226 .7 ETE L6 134 0.2
Whear, Rice, Warld 10788 JO0R 5 T E N 1863 1 Tt X 14279
Com USA 1691 59,7 522 845 FTF] 537
Reit af
the rerer2e | 1iaee | 163808 | 230240 | PLIISED | D106
Total Warld
L5A 62700 S4n.20 4200 654, 6l S5 f49.3
Warld 2% ~ 5% 6% -9 2%
Corowit Rares
54 iy 1% Im% 2 =M %

{Sowrce: Glabal Treade Atlas (GTA)

1.3 Other Developments in HRI Sector

Consumers increasingly prefer he althier foods offered by certain restauranis, and organic products are
becoming more popular. One example of healihier eating is the rise of street stalls/kiosks selling fruil
juice. Vendors such as Juice Works, Boosi Juice Bars. and Tutti Frumi offering nutritional vogur

smopthies or healthy juice as an aliernative 1o coffee have incressed in prominence a8 CONSUMETs & m

for healthier haban s,

Local companies and brands dominate the food service secior. QSE Brands (KRC), Golden Arches
Me Donald’s) and Secret Recipe Cakes & Café dominate the consumer foodservice sector in Malaysia.
They have comsistently marketed their products with a range of promotonal markeing campaigns, é.2.,
tea-tme promolions From 3:00-6:00 p.m. by Secretl Recipe Cakes & Café. Continuous innovation in the
company’s menu enablss it o outperform other competitors. Furthermorne, Sacret Recipe Cakes & Café
has expanded aggressively with more new outlets throughout Malaysa, which helped it gain market
share.

e ————
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L _"]rl;-j.ifjs AChicken
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"

Pl Loy sian enterprises with American sounding names
{Sonroe: FAS Kuala Lumpar]

The above photos show Malaysian restauranis with names relerring 1o American locales, e.g., Texas,
San Francisco, and Manhattan. They aftest 1o a names’ drawing power.

Kopitim which means "oofTee shop” in the Hokkien dialect of ethnic Chimese in Malaysia is another
bscal branch also expanding, Kopitian out lets were original ly found in shop howses i villages and
towns across Lthe country, serving up colTee and breakfast, They were popular places o grab a quick
drink and cheap street food, However, modern kopitiams have retained the old-fashioned marble-
topped tables, wooden chairs and chunk v crockery, but now they are found in mapr shopping malls,
busi ness district and large nei ghborhoods. Currently there is about 30 modern kopitiam’s companies
with more than 700 outlets throughout Malaysia.

Independem foodservice providers continaue to domiinate

Independent foodservice providers play a significant role in the secior, paniculary due w the large
nurmber of kiosks and outdoor outlets. Most of these providers are managed by independent players.
Bars/pubs, full-service restaurants and calés are also predominantly independent Foodservice providers.
Despite the domdnance of mdependent food service providers, chains are also prominent. Most of the
[ast food chains, such as KFC and McDonald’s have enjoyed popularity in Malaysia for years.

(Mher collee shops orginalimg mn the Uniled Swates other than Starbucks have eniered such as The
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Colfee Bean & Tea Leal, Other Malaysian food service chains like Ol Town White ColTes, and Secret
Recipe Cakes & Café and 5an Francisco Coffee have aggressively expanded as well.

L1
Mo g

Dmbermstiomal com petitors in Malaysia
(Yemiree: FAS Kuala Lwwnpir |

Halal Ce rtification

. Prosducis destined for the Food service indusiry nead 1o be halal certified. Almost all
/{: bocal hotels, restauranis, cabering services, and conventions halls srive (o be 100
1 opercent halal, As such, all food products used as ingredienis or served in these
i establishmenis need o be halal cenified. Beginning in 2012, only the Depariment of

/ Idamic Development, JAKIM, was authorized 1o issue Halal centification for

\:,;ﬂ_--_.a...r' domestic food establishmenis. Heretofore, several bocal Islamic authorities issued
halal certifications. JAKIM-appointed foreign Islamic instilutions will continue W inspect and certily
imported food products, including those from (he Staes. Two ULS. Islamic institutions are authorized o
msue Halal cenicaes for food ex pors o Malayvsia. The compleie list of approved Halal cerfiers can
be Tound & :

It wow sl sl g oy /v e b 7 dad s=h WOkd Wley9) X 0a W ZSX 2 )y Z HKTOm T Rutama=CR_LIST

| No | O ganization & Address | Comtacts | Halal Logo |

1 —
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L] klamic Food amnd Nemntion Council of Dv. Muhammad Munir Chasdry
America (IFANC A) President
5901 N, Cicero Ave, Suite 3(8 Tel: «1 TTAZE33708
Chicago, llinois 60646 Fax; +1 73283873 ~,
IFAMCA Halal Besearch Center 777 Tel: +1 847993 (A4 EX 203 M :
Busse Highway Fax: +1 847 993 (038 'z
Purk Ridge, lHlinois 60068 bohile: +1 773447 3415
i) klamic Services of Amenic (ISA) Mr. Timothy Abu Maounir Hyatt
PO Box 521 Managing Director
Cedar Rapids, WA 52406 LS A Tel: {3190 362-(HED
Fax: {319 364369 -

Emuil:

thyatt i isahal ol org
islamicservices@ isahalal org
Wehate:

ww.is.alnlal.ui

{Sumrae: JAKIM - The Recognizd Foeign Halal Certificanion Bodies & Authorities, as of 0015 M017)

L4 Advantages and challenges for US exporters

The Table below summarizes the sdvantages and challenges for US. products in the Malaysian food

SETVICE SECIOr.

Table 2 - Advantages and Challenges for US

Exporters

opularity of American cullure carmies over 1o
LArnerican fond,

ustralia’s and New Zealand's products are
piten cheaper.

laysia s economy is stable, and the food
rvice sector continues Lo evolve,

[ onsumer purchasing power may be hinderad by
rising inflation,

I imporied food and beverages have low
import duiies and cusioms duties {except for
ohilic drinks ).

LS. products need o be halal certified, bul
phiaining halal ceriification can be cumbersome,

A large numiber of U, 5.-siyle restaurants and
&5 operale in major cities, enabling new-o-
ket ULS. products easier access,

Mew products will soon face “copied™ products
Compeling on price.

& products are alread vy well-known and
ted in the food service market.

In addition w Australia and New Zealand,
products from China and other ASEAN countries
pre gaining market share.

ultuml trends and gains in disposable income
b0 additional interest in dining oulside the

estern lood service outlets continue W be a
nomenon 10 urban locations, with Malaysian
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|hnm:, parcularly among young Malaysians, Puisine and outlets dominating the local scene.

high end segment maintains high standards Most consumers only ding ai high end restaurants
quality and hygiene, which is positive for rnr special occasions,
.5, food products,

SECTION II: ROAD MAFP FOR MARKET ENTRY
2.1 Entry Strategy

Restauranis, bakeries, calerers, and airline food service providers are the main end-users in this secior,
and a select number of 1mponers spacialize in providing raw materials and foods to these end-users. As
end-users often prefer o source most of their supplies, ingredients, and food from a small number of
importers, LS. exporters wishing 1o serve the HRI market should focus on these imponers. Equally
important, U5, exporiers should ensure that their products are halal cenified. The end users® premises
are themselves halal centified so they will only handle products that are likewise halal cenified.

In sddition, US. exporiers should consider the following when planning to enter this service market:
& Review the types of US. products that can be readily targeted ot the high énd food sérvice
secior, Consder the price compeiitivenegss of ULE, products compared to local and other
imporied products,

&  Ciain a full understanding of the purchasing needs and purchasing criteria of bocal users in onder
i closely meet their expeciations. Again, halal certificalion is essential,

»  Be aware of peak purchasing seasons (Chinese New Year, Ramadan, Deepavali, etc.).

» Develop links with local imporiers that target key hotels, high end restaurants and major cMerers
that demand imporied food and beverages,

» Improve local users’ and importers” awareness of, and knowledge about, U.S. food, drinks and
cuisine by showcasing o the high end food service secior what the ULS. exporters have o offer
in terms of food ingredients and drinks for use in the various high end food service channels

o Conduct US. food and beverage promotions with hotel restaurants and high end restaurants,
particularly during festivals and other peak seasons.

o Provide technical assistance (e.g. chef training or product formulation) w end-users.

s Collaborate and communicale with local importer W énsure that all cenilicates and i mport
permils are obiained.

2.2 Exporting to Malaysia/Gover nment Reguire ments
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For this sector, the most challenging requi remme nt Lo overcomse i3 the halal require ment, which, as siated
above, JAKIM enforces. Diiry and mesl imports require import permits from the Ministry of
Agriculiure, Impon duties are rel mively low,

MARKET STRUCTURE

The following figures as shown below identifies the various market structures for e sporting food (o
Ma Laysia

Figure 1 - Distribution Channe for US Exporters

Malaysian
y Manufacturers

¥
| S
¥

:

l Hotels/ Restauvrants/ Insfitufio nal

Figure 2 - Distribution Channel for U.S. Exporters via Franchising/Lice nsing

Master Franchisee in Malaysia
—
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Figure 3 - Local Distribution Channel

Agr Food Producer
Wholesaler

local Food & Drinks
Manufacturer
Supplier/Distibutor |

eaasesmssma HOMls/ Restaurants/ Instituional

12S5UB-SECTOR PROFILES

The following tables below show the key players for the HR 1 secior in Malaysia

Hotd - Key Playver Profiles

Table 3 = Major Hotdds and Besorts in Malaysia

[ Mame — TOuikeiName Type & Numberof Oukis | Tocatln  JPurchasing Agent |
I ———————————————————.
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hlandaria Grill

Lai Po Hien

Musak

Ren

Adgua restausants & Bar
Woamabhi Bisteo

Ky

Lasusige O Thee Pask
MY B

The Mandasin Cake Shop

IMandarin Onental Kusla
AT

T

al imponiers of
liers

Li Yen
Coosbalt Broom
la-Rovn Dising
The Lishdy Liunge
Thi Paliscric

Tt Libwasy

Rt Carbon. Kuoala Lumpus

Eouala
| g

Locial bnpoior s of
Fupplirs

Calit TATU

Cooo Joe's Bar & Grill
Poppinc

Shang Palac:

Bomes Lounge & Bar
Conl Box ke Cream
B

Sunset Bar

hangri-La Tanjung A, Kois
iakalu

Broba b b0 =i bk b = RS B BN R L =

=

Eaban

Local imponers of
bupplas

Lafise

Lamen Ganden 360
Lémon Ganden Cale
Shang Palao
Zipangu

Arth s Bar & Grill
Lasbby Lisungse
Pl T o aoe

Bhangri-La Kusls I_Impl.l'

proi e ia ke b =

Eouala
| i

Local impontias of
hupplars

Chosnbeer Bar & Grill
GRALE

Chiynins

Thee Loumge

| Ksdtiru

Woro s

O Caff

Boandwalk Poslsidie
Rirsiaarant

Livis Bar

Hilioa
mala Langwar

ol M =

=

. s

| o m] EA oY s oF
Fupplicrs

LII'IF.I'

U Marmon Kusls

Shanghai |
Jake"s Charbowil Stealks AT
Enak

Sk

Villsge Bar

Fidhe man’s Cove
Sentidos Tapas
Tarbush

o o s =

Focalimporien
o supp ers
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I
e}

13
I4,

Jisgoya
Kol yo Won
Kaihoaman

Luk Yo T House
Mewens of Lomsdos
Pak Laoh Chin Chow

Palace of the Cadden
Horses, Kuala
L i

o o ol e

Carousel Cafe
Cirand Salon
Carrlage Cafe
Eim M

Kie Ko Lima

Kuala
AT

Pocal imporicns
o el s

Cirand Hyatl Kuak
1 s

fak [ g

Thiriy®
TP enes
Piomal suhe

Kl
AT

Lol e
o s er s

- Rigis

mals Lumpar

el ol ool ol ol Sl

Asbor Bar

Brwmsor i

Giinza Teokun Lounge
The Deawing Boom
Crysal Lounge

Cigar Lounge

Taka by Sushi Ssiio

K sl s
AT

Pacn ] imporion
o s lior s

Restauranis — kev Plaver Profils

The Table below describes the major businesses involved in the operation ol restauranis

Tahle 4 = Major Restanranis in Malavsia

[TT Respwors Bhd

ouikeis

Praera Jaya Sealiood
Resimarant — | oatla
Chopatick Noodli

[ TR
Sam F

Tar Thing - 19

= | outke

1oz hoimel persEavuran e s
igh md shaopping nulk

Lasca | et s on supplies
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Sicakbousg =4
aulkis
Samtini @ Suria
ELCC — 1 outla
Moovo Cald =2
aulleis
A =537 cutkeis [ i Contealisad buying
'C Holdings aamas — 37 outlels
Malaysa) Bhd | Ayamas - 85
. pMcDonalds - 266 cutden [ i E:hhd Servioe (M) Sdn Bhd
um"‘ AuchnSdn s the only supplicr of
robd "s ¢ bemin of poeslser anls
Poardo s — B3 cutlets o Local apents
i lownn ] s
s Sadn Bid
AW — 3 outkeis %'Iilllwhh‘ nden lisad By
za Hui— 313 outlets wail o Centealisad buyang
Manhatias Fich [High end shoppisg malls in Centealised buying
) ) abet - 31 outlets [Kala Lumpar, Selangos,
m?‘; Valkey my Roma's— [0outlets  obor and Pesang
i IEPVe =
ot lgts
a Rocipe cer Rocipe = 306 [Natinewide ssd im high end Contealised buying
& Cafdt Sda. ket ding mialk im majos cilies
1]
0 Franciaon 1 Francisce Cof lee — {2 henad shopping malls in ICcntra lised Buying
[l Sdn Bhad | o Jits o i Bs
bway Asia Pie '@y Resiawrans - PPing mlilt. el Liacal imipostars on supplices
Oatles aliods, major lowns and
G| Y
Tatti Frumi 17 Oudes wial s [rect Lo
Mnrs Tutti Frots sighboatod bmines oonre
i Dude s {ig v shaospping mealls in Liacal imipsostars on supplics
o I lies
P Ouwtles 15z el shappang mualls in L | i peiir s i spplice
o cities

Institutional - Key Players Profiles

Table § — Major Food Service Institutions in Malaysia - Catering
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E-I.nilg Haoldings Sdn
b

E'(.ﬂ airkne caterer, serving up o 45 000 Halal
pals

oo mappliors,

aday. ALl supplics must supply Halal orign
[nprodionts and nust kave Halal
o0 il el oy
acring kitchens at Sepang KLIA. | agens sl directly from
ﬁﬁipﬂn Services virseas sappliors.
B el Bnrgeesd ol coleper .
|l dal prosducts, mooeplod.
mil Chel Calring lnagor. - [Laval sgean
! o ol Cofporaie and privaie cusio s,
VIR
|Lixa | agens
o pets wedding, anniverianes, baby ahowers,
[TT Resoaroes Bl evenk, ibone panic, gradustions snd
vl CUSBOMIETS.
uada L pur [Local agens
[Feldad "Saji o pels corporake and privale cusis niers.
largos, (Lol ok
{ajjah Maznash Food af pels cofporake, povernment, hospatal, wedding,
bes Sl B virmbons, sad peivale cuslomers
langos [Local agean
DEN Cataring Sdn ar s high inconme peivais Cusimes., weshem
b Tt as well & corporale CEslomes.

Table & — Major Food Service Institutions in Malaysia - Convention Centre

Exhsbamin Halls
Functien | alls

n sconmmodate |00
B0 &l one Lime

a Lumnjpar

BT C deals direcily with supplicr for var ki
Currenly 5 bocsl main suppliora

Function | lalls

Theaive Halls

El—.‘:hbjml[-]u

eak deecily with supplier of varoes prodscs.
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& Lumpar City Contre

. . Exhibision Halls Wocal supplier
- ""E“‘""'“ Fusction Halls
e Theatre Halls

Table 7 - Major Food Service Institutions in Malaysia - Universities/Culinary Course

bantes Culisary Academy e sugsplier
DL Cobege: School of Hospitality, Tousium, and Culinry |Local supplicr
P langos & Pioncng
Taylors University Colkge: School of HowpRalily and Calinary supplier
Fee Lo
li s Ceml li
inary Ars Conlar asng supplicr
il icvitl Comitre O Cale Ankury Sdi Bhd. IEETIETIEETE, 1 sugpplics
lmiu'
“np | b | bodbhee sds _ _ xrms, Sl supplicr
E:ﬂ LU nivemsity College of Hospitality a Lumpus E:g supplice

SECTION IE: COMPETITION

lalsl cortification sppeoved by Malbyaisn
Pl igious authonity.

s derpuate supply of local freh
i "'f_

Moew Fealond el Erovm India B ceeaper {approdmate by
% and serves ithe v end owileis,

L 5. A 6% P urstralia dominate s higher end niche.

FTRERNY — U poricies mosd conpaels v, and more EL | pork indwsary s poliically
L jHans s approved. senllraied and can evert
e bnam = infleence o show imporis.
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flalal coruilication approved by Makyiban
il | prious, sul by

Dipporiuaiic available for processed food
Aow and also HEL Local fresh chicken
F:I'm'u!. lerpeots. sestmctiond hrough
mypowt licenaing Mo LS, planis sppeosed
o cxpnet,

| commmers il poeler
resh o ¢halbed chackes lo
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Libers:
1223 millon les

{Sounce: Global Trade Atlas (GTA)

SECTION IV: BEST PRODUCT PROSPECTS

528.3 million %64 6 million
Frozen Polaloes 25,335 wnnes 57,404 tonnes 27 3% (Value) Wil / 6%
51022 mil lion $86.2 million 5% (HS-
Powdered Milk 23,597 wnnes 27,063 wnnes L1% {value) 0402.91.000) / 6%
11 % (Value)
51395 million $81.9 million 15.9 %
Whey 68, 181 lonnes 77,897 tonnes (Volume) Mil | 6%
59.4 million $8.9 million
Sources 3,760 tonnes 6,010 onnes 2.3 % (Value) ¥ | 6%
597.7 mil lion $169.0 million
164,797 201,182 0% 10% | 6%
Citrus Fruiis lonnes RIS 12.3% {Value) (Dried)
513.1 million 525.8 million
Al o 3.211 wonnes 3,397 wnnes 17.6% (Value) Mil / 6%
54.4 mil lion £6.7 million 10.4% (Value)
Cheese B2 ipnines 20003 innnes 21.8% Volume) Nil / 6%
5235.6 million S10.1 million
Mixed Juice 7. 164 tonnes 5,303 wnnes -14.6% (Value) 0%-10% | 6%
5254 mil lion £25.9 million
| Chocolates 3.202 tonnes 2448 wnnes 0.0% (Value) 15% [ &%
TROQ Rase: 20
Chicken Cut S104.5 mil lion S108.6 million Above TROQ): 40% /
Frozen 44,073 1onnes 63,526 tonnes 1.9% {Value) 6%
6% for
Breads, Pasiry 5804 mil ion 5112.2 million Unswestenad
& Cakes 30,994 wonnes 42981 wnnes 10.7% (Y alue) biscuits [ 6%
51.7 mil lion £1.5 million
Apples Juice 1.918 tofies 1,292 noiiies 0.8% (Value) Mil / 6%
Prepared or
Preseved 51.8 mil lion 511 million
Cherries 620 nonnes 393 wnnes -1.4% (Value) Mil / 6%
53.9 mil lion £3.6 million
Pistachios B37 nnes 300 wonnes 0.3% (Value) Mil / 6%

GAINREPORT: HRI Annual 2017

Page 22




{Source: Global Trade Atlas (GTA)

£1.2 million £1.1 million

Cirape Juice ORI ines 634 wonnes =1. 2% (Value) Ml / 6%
S19.0 mil on $13.1 million

Sweel Biscuils 5,377 tonnes 2912 wnmes A.9% (Value) 6% /6%
S11.5 million £11.9 million

Orange Juice 6 684 lonnes T.7T0 ionmnes L% (Value) Mil / 6%
S81.4 million 5974 million
5.7 millson 12.2 million

Wine, Specialty liner liter 4.6% (Value) Fam7 MWLir. / 6%
58.2 mil livn £24.4 million 24.5% (Value)

Scallops 1,369 onnes 2,346 ionnes 13.7% Volume) MNil / 6%
5217 million 5167 million 1. 1% (Value)

Buite rmilk 6,221 tonnes 7,716 nnnes 1.6% Volume) Ml / 6%
5294 million $32.7 million =1.53% (Value)

Butier 6,308 lonnes B. 226 innnes T.8% Volume) Nil / 6%

Processed 5388 mil lion $50.9 million 11.8% (Value)

Cheese 6,812 lonnes 10, B3R tonnes 19.3% Volume) Nil / 6%

6. Important Factors AfTecting U5, Trade

i.  Regulatory Barriers

Generally, all products destined for the lood service sector must be certifiad halal.

All meat, processed meal products, poultry, eggs and egg products must orginate from plants inspected

and approved by Ministry of A griculture’s Department of Veterinary Service (DVS).

Beel, pork, poultry, and dairy products require impon permits from DVS.

Some product ingredients andlor sdditives require prior approval from Minisiry of Health.

it.  Competition

Many muliina ionals have esiablished regional production and distribution hubs, with faciories in
ASEAN couniries. These compele direcily with U.S. origin producis, sometimes of the same brand. In
addition o a freight advaniage, Australia and New Zealand possess many long-term irade ties with
Malaysia, which sometimes can detract from ULS, competitiveness. New Zealand and Awstralia are
also willing to provide federal and offcial oversight on halal issue.

SECTION V: KEY CONTACTS AND FURTHER INFORMATION

IT you have any questions or comments regarding this repon or need asastance exporting high value
products o Malaysia, plesse contact the OfMice of Agriculral Affairs af the U.S. Embassy in Kuala
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Lumypur:

(ffice of the Agricultural AfTairs
Embassy of the United States of America
376, Jalan Tun Razak

S0400 Kuala Lumpar

Malaysia

Tel: (01 1-60-3) 2168-5082
Fax: (01 1-60-3) 2168-5023

E-mail: AgKualalumpur a5 usda.gov

For more information on exporting US. agriculiural products o other countries, refer 1o the U .S
Department of Agriculmre’s (USDA) Foreign Agriculiural Service (FAS) homepage:

USDA Linking LS. Agriculture @

1 b (LRI

s T . —

END OF REPORT.
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