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Executive Smmmary:
SECTION I. MARKET OVERVIEW

Malaysia is politically and economically stable and open o foreign irade. Transporiation,
communications, banking and health services are modern and eMicient. With a population of 31.7

mil hon, it is one of the most developed nations in Southeast Asia. Aboul half of is population falls in
the middle w upper income group of consumers with GDP per capita 2016 income of 59,120, Iis
eoonomy has a lirm foundation tha mcludes strong manulacuring, ssrvice and agricullural sectors. The
eonnomy gréw by 4.2 percent in 2006, despie considerable exiemal and domestc headwinds

Moderate growth of 4.5-5 percent continusd in 2007 despite the uncertainty in the global economie
environment, fiscal consolidation and cheaper oil prices. The economy is expected 1o expand by 3
percent in 2017, Inflation remains sl a moderate rate between 3 1o 4 percent (nolé that approximately 30
percent of goods are price-controlled).

The Malaysian food and beverage market is developed and sophisticated and supplied by local and
imporied producis. Urban consumers are brand conscious and prefer to shop in stores which offer
comfort, convenience and good product selections. Hypermarketslarge formal stores are the dominani
format in urban/metropolitan areas in Malaysia with about 50 10 60 percent of urban household shoppers
using them as the main oullel for mosi of their packaged groceries Traditional markeis are losing
ground, but are sl imponant outlets for fresh fruits and vegetables.

Advantages and Challenges for LS. Suppliers

onsumers are generally price sensitive, but
lso seek new products.

deighboring competing suppliers have a
reight advantage.

laysia s solid economic prospects and growing
nsuimer purchasing power.

upermarkets and hypermarkets are popular. with
ew ones opening regularly and providing greater
séss for imponied loods.

laysia imports about 70 percent of its food needs,
luding beel, lamb, dairy products, baking
ingredients, pasta, and iemperate ruits and
vepelmhles

laysians are familiar with western foods, with
slern menus. ULS, Tood service (ranchise

ions are prevalent,

Fﬂ:ﬂl food manufacturers seek o expand exports, 1.5, exporiers face competition from locally
5 Fudu

uslims comprise 65 percent of the

lation so many foods must be certified
al (beel, lumb, poulry and dairy

Cls ).

mportérs and digributors purchase at the
owes price [rom any ¢ xporier or country.

1ng IMporis as raw materials, ced raw food materials in sufficient
upply (e.g. poultry, and palm oil).

SECTION II. EXPORTER BUSINESS TIPS
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Business Customs

Malaysians are accustomed 1o conducting business with foreigners and readily sccommodate foreign
business manners, Younger businessmen are prepared (o siart new business relationships with foreign
companies without the advantage of a personal meeting. These businessmen also prefer (o communicale
with foreign suppliers electronically.

Pror o iniiating any exporl sales o Malayaa, it would be advaniageous (o conduct a markel survey
with particular reference 1o (he compettive environmenl I is common for foreign exporiers 0 appoini &
local sales agent/imponer to distibute their goods, expadite clearance of goods from ports and draw on
existing networks of wholesalérs and retailers. Regular visits by US. exporiers 1o the markel are also
critical 1o enhance business relationships.

General Comsumer Tastes and Preferenos

Malaysia is o multiracial society consisting of three major races, The Malays account for 63 percent of
the population with Islam as the ofTicial religion. Shightly more than 23 percent of Malaysians are
Chinese who may be Buddhist or Christian, Indians form 7 percent of the population, and they are
largely Hindus, There is also a sizeable expatriate population, and Malaysia is a popular tourist
destination for Asia, the Middle East and Europe,

Lunch and dinner meals consast mainly of rice with two or three meals or fish and vegeiable dishes
prepared scconding o the siyles and traditions of various ethnic communities. Malavs and Indians
prepare their dishes with hot spices while Chinese prefer to stir-fry. Beligious afMiliation affects food
consumption in Malayvs<a, Muslims do not eal pork, and only eal meat products that have been certilied
halal, and many Buddhisis and Hindus do not eat beef. Thus, halal chicken meat is popular among all
consumers, and Malaysia has one of the world's highsst per capila consumption rates at 40 kg.

With rising affluence and edueatonal levels, consumers” shopping and eating lifestyles have chanpgsd
drasucally over the years. Malaysians, especially in urban and cosmopolitan areas, prefer i shop in
maodern retail oullets which offer one-stop shopping. Howe ver, traditional stores such as provision and
grocery shops, which are conveniently located in residential aress and workplaces, are still popular.

Malaysians are mlventurous in their sl ing habits, Esing out is comamon and inexpensive, Open air,
sireei-siall food is popular, Fine dining restaurants and foodse rvice outlets incorporaling interma jonal
cuisines are found in Klang Valley and other major cilies where spending power, and populs ion
concenirstion are higher, Most consumers frequent this tvpe of restauranis (o dine in yvle and comforn
and 1o experience the best and most sophisticated culinary gandands in the country.

With a Muslim popuation of 65 percent, the demand for halal foods by Malaysian consumers has
increased over the years. The expectation of halal standard in food producis have exiended from meat
and meal products o non-meal based products such snacks, confectonery, dair v, bakery, etc. Almwost all
food and ingredients destined for the food service sactor mast be cemilied halal. Halal s fast becoming
recognized as a new benchmark for quality, hygeene and safety. Food products and ingredients that have
halal cenificaes have added marketin g value in Malaysia. Hence, most retailers, foodsérvice operalors
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and food manufacturers are inc lined to ask for halal ceniNcates for non-meal hised food products and
ingredienis,

Food Standards and Regul ations
Malaysian health and food labeling require menis are fairly liberal, The labeling requiremenis specify

that imporied and domesticall v produced proce ssed food items must be labeled in English or Bahasa
Malaysia. Labels must contain the following i nformalt ion:

{a) an approprise description of the product;

(b} alig of ingredients in descending order of proportion by weight;
il the ite m contains any animal product, a staléement as 1o Lthe presence of such animal products
{heef, pork, lard, gelating, eic.,)

(¢} if the wem contains any alcohol, & statement as 1o the presence of aleohol;

(d) the minimum net weight of the product; in the case of a product packed in liquid, the minimum

dramed weight of the Tood;

(&) the nmme and sddress of the manulaciurer;

([} the name and sddress of the impornier (this can be affixed af the ime of omport ),

(g) aswatement of shelfl life or expiry dates.

Certain food additives, preservatives, and anificial colorings approved for use in the United States may
rod be permitied in Malaysia, Codex approved items are generally allowed if there are no provisions or
regulations pertaning 1o the additives and preservalives in the Malaysian Food Regulation. In additon,
products with labels that include phmses such as “Contins No Palm Oil” or “Contains No Tropical
Qils” will not be allowed for import. (Malaysia is a palm oil producing country and is a strong advocate
of this commodity ).

In addition o the general labeling requirements above, nutritional labeling is compulsory for the
following foods: prepared cereal foods; various (ypes of bread; variety of milk and powdered milk,
including sweetenad condensed milk, evaporated milk and cullured milk; canned meat; canned fish;
canned vegetable, canned it and various types of fruit juices, salwd dressing and mayonnaise, various
types of soft drink including botanical drink, sova bean milk and soyva bean drink.

GM labeling

In July 2014, regulations that require mandaory labeling of food and food ingredients obiained through
mesde rn bintechnology went into effect. The regulations say that no person shall impori, prepare or
advertise for sale or sell any food and food ingredients obtained through maedern biotechnobogy without
the prior written approval of the Director.

Key elements of labeling guidelines indude the following:

L. Ifthe GE content is nod more than three percent, labeling is not required, “provided thar this
presence is adventitious or technicall v unavoidable™

2. For single ingredient foods, the wonds “ genetically modified (name of the ingredient)™ must
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appear in the man display panel.

3. For mulii-ingredient foods, the words “produced from genetically modified (name of the
ingradient)” should appear in list of ingradients and “contins genetically modifisd ingredient”
miisl be siated on the main display panel.

4, Highly refined foods, defined as those where progessing has removed all novel DNA and
protein, and are exempd from the labeling requirement. (e.g.: vegetable oils, corn syrup, acidic
Find s, anad salny Foosds ).

5. Meat from animals fed with GE grains does NOT nesd w be labeled.

6. Only GE crops that have been approved by the National Biosafery Board Malaysia can be used
for foods and Food ingredients.

7. Labeling of “GMO Free’ and “Non-GMO" is not permitted.

More information on Malaysian®s Food Repulations 1985 is available at the Ministry of Health's
websdte: hitp:iTsq.moh.gov.my/Msgims/Tood-re gulatons- 1985-2/

reneral Import and Inspection Procedurs

All food consignments are subject 1o random checking and sampling at the 34 entry points around the
country 1o énsure food wems imporiad 1nio the country ane sale and comply with the prescribed
slandards and regulaibons, All mest, pouliry and dairy produect shipments must be scoompanied by
appropriate USDA documentation. Internstional freight forwanders nomnally handle documeniation and
other formalities wilh suthorities sl éntry points, Provided all necessary documents are in order, no
problems or delays should occur in clearance of goods,

Halal requirement and Certification

All heel and pouliry products mus be certified halal, and products must originate from
. shughierhouses that have been inspected and approved by the Malaysian veterinary and
religious authorties. An Islamic Center approved by the Malaysian Islamic

! Development Department (JAKIM) must supervise the slaughter and processing and
issue the halal ceriificate for meal and poultry. The Islamic Center must be lisied by
the packing plant on the original JAKIM application form or the application must be
appropriately amended w make use of a new klamic Center.

U.S. exponers shoukd also be aware that imponers might request additional certificates, which are not
required by the suthority, enher (o meet the demand of their own customers or for marketing purposes.
For further processed food (which containg no meat ), there is no known requirement for any cenificale,
bt éxpariers are -znc:u-urugﬂ.! by a:qm:n: T ctrl.il'lr:imn [roam mpmvni Elamic
Ceniers{hil p; { iikiirafl) i cater to
the Muslim CDH—'E'.IFI'J-I.'-E nnrlm as Mu::llm 8 m:nunt fnr mu:rre lh:m Im.lfnf "'r‘[:lla}ﬁm 5 pn]m.'la tion and
Muslims consume foods that are halal, The Halal Certificate should accompany the shipment and the
producis should have the approved Islamic Center’s halal logo on their packaging for information and

marketing purposes.

Malayzia Approved Islamic Bodies in the United States

| No | Organization & Address | Contacts | Halal Logo |
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52 Ixlamic Food amd Motration Council Dr. Muhammad Mimir Chasdry

of America (IFANCA) President

5901 N, Cicery Ave, Suite 309 Tel: «17732833 708

Chacago, llinois G646 LSA Fax: + 1773333971

IFAMNCA Halal Rescanch Center 777 Tel: +1 847 993 (134 EX 203 M :

Bussc Highway Fax:+1 847 993 (W38 '

Park Ridge, Hlinois 60068 Mabile: +1 TT3 447 M 15 ol
53 Islamic Services of Amenca (15A) Mr. Timothy Abu Mownir Hyatt

P.0 Bax 521 Managing Director

Codar Rapids, I0WA 52406 USA Tel: (219) 3620480

Fax: (319) 3664369

Ermail:

thyatt @ isahalal org
islamicservices@ sahalal org
Wehsite:

www. isahalal.ong

Sumrae: JAKIM - The Recopnizd Fowign Haliel Certificarion Bodies & Authorities, Felbnwry 15 X08)

SECTION L. MARKET SECTOR STRUCTURE AND TRENDS

Malaysia conlinues 1o be a net imporier of food with annual imports of 513 billion, In 2016, Malawsia's
todal imports of consumer-orie nied and edible lishery products were 7.1 billion, Imports of this

cate gory from the United States were 53492 million, about 7 percent of market share. China is the major
supplier with imports al 51,4 hillion, representing 19 percent of the market share. India took the second
spod with imporis worth of 5727 million {109 ), followed by Thailand (9%), New Zealand (8% ) and
Ausiralia (7%).

An organic section in a local supermarket
-|'.":'|'¢l.|:.rn'.|:-': FAS Kuala LI.l.INF'II'I",I'

Since (he States and China are both in the northern hemisphere with similar seasons, ULS, exporteérs

have o compete aggresively with Chinese ex poners who can sell their produce at lower prices, China

is the main supplier of vegetables with reporied imports st 5229 million in 2006, Turnip, cabbage,
carrod, potalo and garlic were among the major items, China is also ihe market leader for mandarin
1 —
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oanges (551 million), Souwth Africa is the main supplier of apples with 553 million worth of §mports,
with China second o 532 million, The United States is the market beader for table gprapes (521 million),
LS. Valencia oranges (524 million) and apples (58 million) are popular in the Malaysian market. Fresh
sirawberries, raspberries, blueberries and cranberries are niche markets and the Swies is a major supplier
with imports worth over 81 million annually. Competition is less intense with supplies from Australia
and South Afnica since they have opposile seasons.,

MNew Zealand is iraditionall y the most favored for dairy products, followed by Australia and the Unived
Sates. In 2006, impons of full cream milk powder, skim milk powder, butter and cheeses from New
Zealand were at 5379 millwn, while imports from Australia and the United Sates were estmated
5118 million and $79 million respectively. U.S. dairy powder is a growing market.

Dndis 15 the lesdim g supplier of réd meat with todal §mgpons of
5381 mallvon {2 19008 metre tons) in 2006, Indin beel
bulfTalo meeat caters io the mass markel, Beel from
Ausiralia and New Zealand caters o food service with total
imports amounting o 5170 million and 559 millon
respectively in the same vear. In 2005, Malaysia approved

importalion of halal beel from one beel processing plani in U.5.

Malaysia is sell-sulficient in poultry (b ler/eggs )

production. Chicken parts and chicken wings are imporied perodically o meet de mand from the local
processing industry. In 2006, Thailand was the major supplier for chicken pans and chicken wings at
568 million. Impors from China and the Netherlands were al 535 malbon and 5 16malion respectively.

Malaysia is a netl importer of fsh and seafood products with an annual impon st $8835 millon m 2006,
China is the main supplier with $234 million, followed by Indonesia ($171 million) and Thailand
{55 Ll liion ).
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American Ninest sealood; Boston red lobster (left) and Alaskan King Crab (right)
{Source; FAS Kuala Lumpur)

An increasing number of middle to high income consumers in Malaysia demand high quality impored
enolic Nish and seafood, especially live, and the bulk of these will be consumead in msddle w high-end
Chinese sealomd restaurants. Lobsiers {Bosion, Rock), abalone, oyvalers, scallops. ¢lams (Razor, Blood,
Sea, Jacknife), preen musse s, crabs (Snow, King, Blue Swimmer, Dungeness), prawns (Mants),
peoduck, farmed surgeon, razor fish, wrbol, grouper, séa bass, bamboo fish, coral ot and carp ane

parpular.

High-end western restaurant s and high-end hotels have a demand for premiwm [resh, chilled ar [roeen
prosducts, such s salmon, coxd, Dover sole, halibutl as well a5 oysiters, scallops, clams, lobsiers, crabs and
alike. Mos salmon imports {freshichilled, frozen and smoked) are distributed (o these (ypes of food
service outlels.

Supermarkets and hypermarkets are good for fresh chilled or frozen lobsiers, crabs, large prawns,
mac kerel, cod, salmon (included smoked), Hoki, Dori, mackerl, crab meat, mussels, scallops amnd
clams.,

Opportuniies exist for 1U.5. fish and seafood ex porters 1o develop their market presence in Malaysia by
supplying 1o these major businesses.

Distribution for consumer-ready food products

Private companies areé the magor entities in the food distnbution system. Food importe rs and
comimissioned apents place orders with foreign suppliers and distnbute W supermarkes/grocery slores
and hoels in the cities and (o sundry shops in the rural sress. Several of the larger supermarket and
hypermarket chans mpon directly rom overseas.

Mosi producis from the United Staies enier through the poris of Klang, Penang and Johor,
Transshipment of food products through Sin gapore has declined with improvement in shipping facilities
offered by major ports in Malaysia. “Westport” situated in Port Klangand the Port of Tanjung Pelepas
{in Johor) has further enhanced Malavsia as a shipping hub.

Malavsia has seven international airporis, including the Kuala Lumpur International Airport {KLIA),
one of the biggest and most modern airpons in the egion. Malayvsia’s modern highway network is the
bac kbone of the country’s ransport svsiem as 90 percent of passenger and cargo movements are by
roads. Roads link almost every wown in Malaysia, and produects move efficiently between cities and
rurl areas.

Food Retall Sector
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Malaysia has a large and growing food retail market supplied by local and i mported products. Retail
sabes of food and beverages are estimaled o US516 billion, This secior his been growing al an average
rabe of T percent per annum over the pasi five vears. However, the Retaill Group Malaysia is predicting
slow growith this vear al 3.1 percent with consumers caulious 1o spend, the governmenl increased
subsidy rationalization and introduced a new & percent goods and services tax (GST) in April 2015,
Malaysian households spend an average 24 percent of their howsehold income on retail purchases of
foods. Due to rising afMuence and higher education levels, Malaysian consumers have become mone
sophisticated and demand higher quality.

According 1o Retail Group Malaysia, the bulk of retsil food sales are channeled through tradinsomnal
slores, ach a8 provision stores, grocery dores, specialty food stores and other sundry shops. This sub-
sector commands close o 56 percent of fbod sales day. Modern stores such a8 supermarkets,
hypermarkets and depariment stores with supermarkets only have around 43 percent share of the retail
food market. Convenience stores have remainad insignificant, with only about | percent share of the
retat] food market,

Independent grocery stores amnd wel markets are found in the residential areas of both urban and rural
towns across Malaysia, Most food items sold by grocer y stores are canned foods, dried foods, snack
foods, ice cream, and soft drinks, Fresh produce such as fruits and vegetables are seldom sold and
usially do nod sell frozen or chilled foods other than ice cream, Grocery siores known as mini-markeis,
which are larger and more madern than traditional grocery stores, would sell these food ilems
However, they are fewer compared (o iraditional grocery siores,

Wet markets include daily wet markets operating in permanent buibdings and weekly moming and night
markels operaling in non-permanent locations. Food items sold are generally fresh fruits, vegetable,
meal and fish. Imports are usually apples, omnges, grapes, carmols, polaloes, onions, cabbages, and
broceoli.

> Supermarkets and hypermarkets continue 0 grow in number and expand 1w
- @u second Lier cites. The demand lor premibum groceries 15 also growing in the
i Klang Valley, and premium supermarkets have an incressing présence with

o maore plavers and outléls in réceént years, Foreign-owned rétailérs operaling
,a‘ mﬂ ﬂﬂﬂg& locally melude Tesoo, Duiry Farms Intéernational {owns Grant, Cold Storage,
i I ¢ frond fued prapls Jason and Mercato), and Azon, United Arab Emirates-based supermarket
chain Lulu Group plans to open 10 halal-only hypermarkets scross Malaysia,
investing 5200 million for the first five hypermuark ets @0 be in operation in
2006, Consumer lacklusier demand from the implementsion of Goods and
Services Tax (GST) had dampened Lulu Group expansion plans. To date the
group only has one hypermarket in the city center. These retail stores provide
o venues for imporied products and access o the middle and high-income




Typical modern shopping mall
{Somrce: FAS Kuala Livnpicr)

Competition among rétailers, especially hypermarkes, is mlense with large inematonal retalers like
Tesco, Giant and Ason Big frequently engaging in price wars 1o establish their présence a8 majpor
plavers in the market. Meanwhile, Giant, the largest hypermarket operator in Malaysia, s in the low-
price leader status. Other popular Malaysaan owned premium supermarkets which carry a wide vanety
of imported food products are Jaya Grocer (Lhe lsied growing bocal chain and owns Hock Choon
grocery store ), Village Grocer, Ampang Grocers, BIG (Bens Independent Grocer) and the laest
addition, Sam’s Groceria. These outlets target the middle to high income shoppers and more than half of

their products are pmported.

Malaysians are shopping more al convenience stores and petrol mans, Incressing competition has
resulted in a need for convenience sores 1o become more professional, Customers are now expecling
mare sophisticated offers like a wider range of betlerquality read yv-in-gal snacks and hot-and-chilled
heverages.

Kev Entry Strategies for US Exporiers

Market, digribule, and promote through the supermark @15 and hypermarkets.

Promiole food products w créate consumer awareness and lovalty.

Appoinl importers or agents that best meets the needs of the exponer.

Ensure that processed foods are acceplable 1o local wste and have appropriate packaging.
Acquire halal centification from recognized Islamic institutions in the United States.

SF o ol ol

Food Processing Seclor

The Malaysian government has identified the
processing indusiry as a prionty sector for

industrial de velopment and increase exports, m
batire

are nearly 8,543 manufaciurers involved in the
manufaciuring indusiry in Malaysia, and the
indusiry accounis for nearly 12 percent of
Malaysia’s manufacmringourput. Raw
materials such as cereals and dairy products
continue (o be imporied for further processing.
Malavsia exported food products worth EM 20 hill ion
(USDE.5 bal lion ) to more than 200 countmes, of which, processed food contributed about BRM 13 billion
(USD3.6 billion). The industry is involved in the manufacture of alcoholic and non-alcoholic beverages,
darry products, cooking oil, collee and tea, cereal-based foods, spices and spice mixes, sauces and
condiments, processad fish and meat products, chocolate and snacks, baked products and other cooked
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fonsd] preparations, including Fozen fonds, Food manufacturers operating in Malayvsia inc hsde both
Mabkivsian and mauliinstional companies such as Nesile, Unilever, Cerebos, and Campbe [l Soup. Major
exporied countries were Singapore, Indonesia, U.5., Thailand and China

+  Kev Entry Sirategies for US Exporiers

Ensure quality of raw food materials to instill manufaeturers’ confidence.

Acquire halal cenilication o caler W the Mushm consumer market.

Emphasize the com petitive advantage of the exporter’s products o the food manuficmurers.
Market and promoe W inerease awareness among food manufacturers.

Establish an efficient distribution nétwork 10 max imizé markel penetration.

LA S 1 |3 =

Fiood service Seclor

Malayvsia has a siseable and rapidly growing food service markeél. Reéstauranis, bakeries, calerers, and
airling food service providers are the main end-users in this sector, and a select number of importers
specialize in providing raw materials and foods to these end-users. As the end-users often prefer o
source most of their supplies, ingredients and food from a small numberof importers, US, exporiers
wishing to serve the HRI market shoukd focus on these importers, Equally important, ULS, exporters
should ensure that their products are halal centified. The end users” premises are themselves halal
certified, so they will only handle products that are likewise halal cenified.

Malaysia s tourism industry has also fueled growth of the food service industry. Currently, it is the
secomd largest foreign exchan g eamer after manufacturing. The Malayvsia Toursm Transformation
Plan is o attract 36 million tourisis to Malaysia and generaie 342 billion for the country by the year
2020 The development of hotel and tourism projects is encouraged in line with the promotion of
Malaysia as an atiractive tourst destination and a5 a regional center for irade and commerce. A wdal of
1853 mal hon domestic visiors were régisterad 1in 2006 of which 26.8 mallion were wurisis.

With the current povermment s effort 1o promote Malavsia as a medical wurism hub, tounss” amivals
are expectad 1o grow in the coming vears_ 11 is also the only Muslim nation o make it 1o the World's top
10 in ease of doing business. The growth in tourism is expected o fuel the growth of restaurants
offening international cuisings such as Middle Easiérn and Latin American Tood.

High tarifTs and excise taxnes in alcoholic beverages are deterring the consumpton of wine in the
foodservice sector, Coupled with the high mark-up on wine by hotel and restaurant operaiors, s selling
is exnrbitant, and this prohibits furiher consumiption in foodservice outlets,

LS. exponers should also consider the following when planning 1o enter this service market:

. Review the types of ULS. products that can be readily targeted o the high end food service
sector. Consider price competitiveness of U5, products compared o bocal and other imported products.
* Gain a full undersianding of the purchasing needs and purchasing criteria of local users in order
o closely meet Lheir ex pectatons. Apgain, Halal centificaton is essential

. Be aware of peak purchasing seasons (Chinese New Year, Ramadan, End-of-Year Holidays).
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¥ Develop links with local importers that target key hotels, high end restauranis and major calerers
that demand imporied food and be verages,
. Improve local users’ and importers” awareness of, and knowledge about, U.S. food, drinks and
cuisine by showcasing o the high end food service sector what ex porters of food ingredients and drinks
for use in high end food service channels have 1o offer.
. Conduct ULS. food and beverage promotions with hotel restauranis and high end restauranis
pa.m:‘:u larly during festivals and other peak s asons.

Provide technical assistance (e.g. chefl training or produect formulation) to end-users.
. Collaborate and communicale with local importer 1w ensure that all certificates and import
permits are obiained.

Indanesdan Guesd Chel Henry Bloom pre poring pots b dlshes
during medin bunch of French Fries Flesta 2007 ln Penang,
Malaysia

(Source: FAS Kuala Lunypur)

key Entry Strategies for US Exporters

1. Conduct promotional activities 1o create awareness among imponers and the food service
establ ishimenil s,

2. Appoint local importers specialized in the food service industry to import and market the exporter’s
food products to the food service establishments,

3. Target the mid- 1o high-end food service establishments.
4. Acquire halal cenification from recognized [slamic instilutions in the US.

5. Maintain a product positioning strategy for the food products.

SECTION IV, BEST HIGH-VALUE PRODUCT PROSPECTS

Product 2016 5%¥r. Import Key Market
Category Imporis AVE TarilT Constrainis Attractivencs
Annual Rate Dver Market For USA
Import Dewvel opane nt
srowith
Infant food, H24.659 L Mo dmport o] cunbiueal [The USA is alread v the
including ns rowth Huties are e rs exisl apor supplier for
lairy 5924 fevied on infant lalavsian molhers thed infant fooxd, and
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prosducis il i ) Ptk T, ar o prefer he market is upgrading
real hased infant ith higher disposable
oo, ACOIME S,
e ally prepared
packed dairy
roducts of NesikE,
anone Dumex
Duch Baby
ave astrong hokd
i the marke.
[Fruit and 6,613 1% P e xcepl Tor redai | market T his marken is likely 1o
vegetables  flons growth  pineapple juice or fruil julces is come mone dynamic
juices | S68 pvhich incurs rowing. The s Malaysians star 1o
il b i market is e ratand the se
perading from s, Opport unities
pals s il ex st Tor
i posable velopment by the
I OMes rise, .5, pure juice
uppliers.
Temperale 647,345 e fuo mmport duty ompetition from emand for emperate
fresh flons E:uwth Eharged y established egetables will
[Vegetables  W53B3 uppliers from Continue W rise on the
il lion ) Ausiralia, backs of rising
mdonesia and Hisposable incomes,
hima. T his will provide
ppporunities for 1.5,
FCoamipetition also kuppliers able wo
comes in the form  Pompete with
[ products Trom Eur.lnl ia, Indonesia
alassia’s own nd China.
ighlands and
soime Asian
OO TIES,
Frozen 37,347 16% r'il excep nand is for roven vegetables,
vegetables [Lons meth Weel COrm bOwes, s, specially potaloes
530 ' hiich incurs sweel corn and rom the Siates are in
il Lo ) B and frozen  Imixed vegetables, muad Froam
ol e s al 7%, alaysian consumers,
Note: Food service
tlemand is also
§ mportant.
[Temperale 363480 |[14% % for [Excem Tor the [This is one of the mosi
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[fresh Cruits hons hmu th ira wherry, nChange rale tiractive market
5397 asphe rry and e are o rel egmenis for the USA
il Lo ) poaseberry and s for o develop, Demand for
10¥& for other seoduict s such as emperae fruis with
Tuils exce £5, pears, ising disposable
iwi fruit which ranges and grapes  fnoomes,
ncur 30K valued for high
im0t dul . wality.
Died fruits [21,433 % 10 e xcept Tor slure traditional fm ractive 1o LS.
[Los rovwth tes, which mand exiss uppliers with marke
532 NCUr 0 B port epl for dates friven approach o
il o ) uty. hich are growing siness with
dly as disposi- alaysia
ahle Ncomes rise.
[Edible nuts 207,971 12% ajor demand This msrken should mot
[l Ln.m th rovwith 1 from the ignored. USA is
5196 ooxd industry. Iready the magor
il o ) upplier, and the
arkel s upgrading as
Hisposable incomes
Fise,
Doz and cal T 522 1% 0 o hu rictive for
Food For ns lgrowth Fuliﬂ anre Commimi fed suppliers
retail sale (5122 evied on dog Mishing 1o actively
il liomn ) o7 ¢l fioid. plevelop markets on a
rmlg-mﬁn basis.

SECTION V. KEY CONTACTS AND FURTHER INFORMATION

If you have any questions or comments regarding this repon or need assistance exporting high value
products o Malaysia, please contact the OfMice of Agriculwral Affairs at the U.S. Embassy in Kuala
Lumpur al the following addness:

Oifice of the Agrncultural Affairs UsDa

376 Jalan Tun Rasak |
S0 Kuala Lumpar, Malaysia

Tel; (] 1-60-3) 2168-5082

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

E-mail: AgKualalumpur (s usla. gov
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For more information on exporting U5, agriculiural products o other countries, please visit the Foreign
Agricultural Service homepage: hipVww w fas usda gov.

Malayvsian Regulatory Agencies / Oiher Trade Contacts

Direcior

Food Safery and Qruality Division
Ministry of Health Malaysia

Level 4, Menara Prisma

M. 26, Jalan Persioran Perdana, Presint 3
Federal Govemment Administration Cenler
Pulrajaya 62675

Malaysia

Tel: +56-03-8845 -0797

Fax: +6-03-BRRS-0797

hiip: (Tsg. moh. gov . mviTsgims)

Director Ceneral of Customs

Roval Cusioms and Excise Headquaniers Malaysia
Ministry of Finance Comples No,3

FERSIARAN PERDANA

Precinct 2, Federal Government Adminis ration Cenier
62506 Putrajyi.

Ml Ly i

Tel: +(6-03) BRER2 2100

Fax: +(6-03) 8880 5899

g v w w CuSLOMS, GOV Y

Director

Veterinary Public Health

De partment of Veterinary Services,
Wisma Tani, Podium Block,

Lot 4G 1, Prescinct 4, Putrajayva,
Tel: +60-3 BETD 2000

Fax: +60-3 BRAE 6051

Website: wwwdvs gov.imy

APPENDIX 1. STATISTICS

1 —
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KEY TRADE & DEMOGRAPHIC INFORMATION

PAgriculiural Imporis From All Countries (USSMil)/ U.S. Market Share (%) 15,0694/6%
(Consumer Food Imponts From All Countries (USSMil) / ULS, Market Share (%)  B224E%
[Edible Fishery Imports From All Countries (USSMil) / U.S. Market Share (%) BS85/1%
[Total Population (Millions) / Annual Growih Rate (%) B1.7/1.5%
[Urhain Population (Millions) F Annual Growih Rate (%) RERVEL
Mumber of Major Metropolitan Areas 11

5ize of Middle Class (Millions ) / Growth Rate (%) (estimate) 17 1 2.5%
[Per Capita Gross Domestic Product (US Dollars) 50,120
Une mployvment Bate (%) 3.4%

Per Capita Food Expendires (U.S. Dollars) Bl 500
Percent of Female Population Emploved 4. 3%
Exchange rate (USS1 = RM4.29 local currency ) (July 13, 2017) JUSS = RM4.29

TABLE B. Consumer Food & Edible Fishery Products

Malaysia Im Imports from the Imports from the 1.5 Market

ala ports World LS. Share

[Ty ——— w4 miE i 4 s i “: '"; 1'1

LSS L ME R-ORIENTED

AU LT RAL TOTAL i a2 G L - i L i ¥
Sk Fownds dbacl Mg ¥Ti e ] i il i iT L] T s
Broalch " coonls & Pamcake Min 1 ] oy * 2 2 % & &
P Ly — T4 14 s 0 0 i 0 0 0

1 —
GAINREPORT: Exporter Guide Annual 2017 Page 17




[T PR ST —— 1 n s 0 i o 0 0 o
Prashey Mot 1l 11 12 0 i I 0 1 1
Dhasry Prochac (el (hossh (FLT LR TH] ATl [ 1.5 []] Td id i il
Fy— 95 ar 5 5 5 5 4
g & Frodecs I # 0 0 o 0 0 o
Froshs Frtsia 4 s 558 [T 41 &l 9 i i
Fresh Vot wr P ™= 14 T I8 3 2 3
Preasiscd P & Vegaubes an a5 0 74 51 55 I8 17 T
Fre & Vegmble hace & 8 o Y hs 17 u u o
Tee N 3 91 M a2 :l 19 u w0 n
Wine & e 155 Im 2 4 P s 3 1 3
Ny Pastacs & O Flowers 11 i3 i 0 o i 0 i i
Pet Focas {Dog & Car Fead ) it iy ] 14 1 1 15 12 @
Onbey Cramaneney v st Freshass nmn pi 191 17 150 142 5 % &

FISH & SE AP FROIDCTS (1 5 EET mEE T ] iz Ll 3 1
- n 3 w5 i i i 0 i i
Yawrarn 0 i i 0 i i 0 0 i
Crasce . 1" m T 4 @ 3 1 4 1
Groandied & Flaik ik = 1 [ i I 0 i 1
Mol i s ] 1 1 I 2 [ I
Onbey Febuary Prosdaces o ax7 a7 b5 (T 3 I 1 1

A EICULTURAL PRODACTS TOWAL 1741 150 1506 GET 42 ETh 4 ] [

ﬁ:f'—“'“'—"m' FORESTRY TaTe 1T 10 T e 919 5 5 &

{Sowrnee! Global Teade Atlas)

TABLE C: Top 15 Supplicrs of Consumers Food and
Top 15 Supplicrs of Fish & Seafood Products

CONSUMER-ORIENTED AGRICULTURAL TOTAL — (LS00}

RANK | IMPORT MARKET 2014 013 2016
| CHINA 936,645 | 1,058,331 | 1120316
2 INDIA 699.065 | 704041 | 686,16
3 THAILAND 537226 | 548472 | 539,603
1 NEW ZEALAND 743520 | 633830 | 529,608
E UNITED STATES 548750 | 480512 | 479,961
6 AUSTRALIA 553325 | 486,822 | 472,142
7 SINGAPORE 394,799 | 3W2008 | 382,202
8 INDONESIA 319163 | 302,700 | 335,355
9 NETHERLANDS 223332 | 214887 | 129,756
10 | VIETNAM 113166 | 115220 | 151,884
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11 SOUTH AFRICA 87.136 116,837 125,528
12 GERMANY 138,933 109,750 111,690
13 FRANCE 125,758 113,698 104,074
14 PHILIPPINES 103,976 98,518 84018
15 IRELAND 86,910 84,799 #2642

OTHERS 803479 758,633 TRY, 674
TOTAL 6415092 | 6209059 | 6,223,615

FISH & SEAFOOD PRODUCTS TOTAL — (USDNL04M1 )

RANK IMPORT MARKET 214 s 206
1 CHINA 373,564 | 240,874 | 233,536
2 INDONESIA 184 481 180,479 | 171,200
3 THAILAND 132,548 ¥ 651 81,359
4 VIETNAM 70,183 72,295 76,246
5 NORWAY 31,749 28,389 46,720
i INDIA 46,161 43,032 AH.058
7 MY ANMAR 35,502 34,291 37.556
£ JAPAN 21,998 35,399 32,110
9 CHILE 18,046 19955 19,524
10 TAIWAN 13,011 10,674 14,317
i1 PAKISTAN 18,724 13,372 14,235

12 UNITED STATES 27,198 19,528 12.430
13 NETHERLANDS 3102 7,223 10,084
14 NEW FEALANKD 1173 7. 108 9386
15 SINGAPORE HOGE 7,604 9221
OTHERS 70,684 62 480 78,741
TOTAL LO62.220 | BR2.405 | 884,723

{Sounce: Cilobal Trade Atlas b
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