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WORLD HALAL FORUM 2011, 4TH & 5TH APRIL 2011

List of Speakers & Presentation Outlines

1. David Smith , Chief Executive, Global Future & Foresight

Major Market Trends Of The Coming Decade
Over the next four decades world economic activity will treble from $66 trillion today to around $200 trillion, adding another $130 trillion of economic activity for us to engage with. Over the same time period, our global population is set to grow by 2.5 billion, of which 70% will be born in Muslim countries, adding up to 1.7 billion new Muslims. The internet is connecting people, ideas and businesses in new ways, forming powerful new relationships that are toppling governments, changing how we consume and empowering the smallest organisation to compete on the global stage. David will highlight how some of the markets we serve are going to change in the coming years and how we might respond.

2. Navid Akhtar, Managing Director, Gazelle Media

Missing Links – Television with Islamic Values

The emergent global halal market and its related industries of finance, food, and travel need to target new Muslim consumers. 

Badly served and ignored, consumers are hungry for 'halal' but they still need to know what's on the menu and why they should buy it. There is an identifiable gap between the producers of halal goods and services and the way they connect to their customers.

This is the 'missing link' that television could respond to. 

Television has been the most successful medium in reaching out to a mass audience, but it has to be the right kind of television. While the 'X Factor' in the UK can attract 68% of the audience on a Saturday night, Islamic channels are not even measuring their audiences. Most Islamic television today has three distinct viewpoints; they are either state controlled, promote theological ideology or produce 24-hr News.  None of these formats have the 'X -Factor' magic, which dictates that relevant content, builds engaged audiences and support’s commercial activity. Lack of investment, talent and ideas has resulted in channels that are not run as viable businesses instead rely on charity and donations. 

Can a dedicated 'halal' television service, with Islamic values, targeted programming, and consumer education help engage audiences, promote 'halal' industries and create new demand?If so, what would it look like? What kind of content does it need? And what are the long-term benefits in the creation of a new 'halal' television service, for consumers and producers.

3.  Zahed Amanullah Director, American Halal Corporation
Positioning Halal Values on the Retail Shelf
The growth of the halal product market worldwide has begged the inevitable question: How can halal values translate to a wider audience successfully? And how can halal values be defined amidst increasing Islamophobia in the West. The answers lie in a number of factors that are relatively obvious: adhering to clear and consistent standards of halal slaughter, improving quality standards to meet or exceed those in mainstream products, and identifying gaps in the market and opportunities that can be exploited. But other factors are more nuanced and intangible, such as establishing a faith-based approach to food that meshes with universal values of ethics, sustainability, and social consciousness. That means an emphasis on natural ingredients and spiritual connectivity, working with like-minded retail partners, and employing social media and traditional PR to deliver the message. By utilizing these techniques, Saffron Road products have been successful in helping redefine halal values for a broad audience through a groundbreaking partnership with Whole Foods Market, America’s premier natural food store chain.

4. Jalel Aossey, Director, Midamar

Perceptions and Management of Halal in Secular Countries
· History of Halal food in North American (predominantly the USA)

· Transition to Nationwide distribution for raw and further processed meats and poultry

· Evolution of All Natural and Organic Halal foods

· Mainstreaming Halal in the USA

· Role of USDA in Ritual Food Oversight

· USA's role as food supplier to the world

· Secular food production (capitalist values over religious values)

· Where does Islam fit in all this with respect to the consumption of Halal and non-Halal foods.

· Feeding the masses earning less then $1000 /year versus feeding those of developed and high GDP nations.

· The future for global Halal production ( a lesson in basic supply and demand)

5. Fazal Bahardeen – Crescentrating

The Rise Of Halal-Friendly Travel
With the growth of Muslim travellers forecasted to outpace the growth of other travel segments, Halal Friendly Travel market is increasingly becoming a key segment for the travel industry.? It is an expanding sector in the Halal marketplace, and is expected to remain a strong growth sector over the coming years.? This segment of travellers is already spending close to USD 100 billion a year, a figure which is expected to grow to USD 200 billion by 2020.
 
The importance of catering to Muslim travellers is becoming increasingly recognised by the Travel and Tourism industry all over the world. Crescentrating has been in the forefront of facilitating and shaping the development of this fast growing market segment and launched ‘Crescentrating’ as a global standard for rating Travel services and facilities for Halal Friendliness. 
 
Fazal Bahardeen, the Founder & CEO of Crescentrating, will address the challenges and opportunities in developing Halal Friendly Travel services and facilities. He will in particular talk about the potential market size, the opportunities in the overall value chain of the Halal friendly Travel sector.

6.  Joohi Tahir, Vice President, Marketing & Sales, Crescent Foods Inc.
Responding to Mainstream Demand for Halal

Using Crescent Foods as a case study, the presentation will aim to provide the background story of when Mainstream retailers (i.e - Walmart, Costco) came calling and looking for Halal due to demand they saw. I'll be giving lessons learned to other companies and the talk will also expand on the preparedness that is needed on the side of Halal businesses to serve and answer this call in the areas of product, infrastructure, technological processes, packaging, advertising and marketing.  A key component that is also involved in this discussion is the education that needs to be provided at the onset of the relationship with Mainstream about Halal Values, market dynamics, consumer preferences and general awareness.  This is an education that needs to be continuous and driven by Halal suppliers in order to grow demand and the industry as a whole - the branding of Halal.  The Halal business itself, needs to be a model of "Halal" values inside and out in order to be successful at promoting Halal to Mainstream.

7. Abdalhamid Evans, Director World Halal Forum

A Halal Agenda for the New Decade

8.  Darhim Hashim, CEO, Halal Integrity Alliance

Redefining Regulatory Procedures In The Halal Industry

Since its inception at the first World Halal Forum in 2006, the International Halal Integrity Alliance ("IHI Alliance") has been working tirelessly to develop solutions for the global Halal industry. The resounding call for an international Halal standard was duly met by the launch of the IHI Alliance Halal Standard modules in June 2010. IHI Alliance's inclusive approach through its membership program has helped enable all the relevant stakeholders to be involved in the process. The standards, though only form part of a much needed regulatory framework that would need to encompass accreditation of Halal Certification Bodies ("HCBs"), relevant legislation to support enforcement, capacity building of Halal auditors and a mechanism for the collective efforts to be mutually recognised. IHI Alliance has launched various programs in working towards these objectives including the Halal Lead Auditors Training, "Halal in a Box" for setting up HCBs, and the Halal Accreditation scheme in collaboration with Islamic Society of North America and Muslim Council of Britain. All these programs are encapsulated under IHI Alliance's Halal Supply Chain Initiative (HSCI), a private sector driven movement dedicated to uphold integrity across the whole Halal supply chain based on the foundations set in place by IHI Alliance.
9. Rafe Hanef, CEO HSBC Amanah Malaysia Bhd

Natural Allies – Halal Products and Islamic Financial Services

10.  Rushdi Siddiqui, Global Head Islamic Finance, Thomson Reuters, USA

Halal the Tipping Point for Islamic Finance

11.  Rafi-uddin ShikohFounder, DinarStandard

Food Security and Opportunities in OIC Markets


According to the World Bank, there are over a billion malnourished people worldwide today!  A multitude of factors are expected to cause continued food price increases as evidenced by World Bank’s food price index in January 2011, which rose 29% above its level from a year earlier.  From Egypt, Indonesia, Bangladesh, and Sudan, to Pakistan–many of the 57 OIC (Organization of Islamic Conference) member countries are facing some of the worst pains of this global food crisis. Ironically, it’s these same economies who are some of the most agriculturally endowed in the world, but are less productive than other net food & agriculture exporters.  This presentation presents a unique OIC-wide, food & agriculture industry 'cluster' view of opportunities for growth and investments in this space, which would also have a major positive impact on global food security.  
12.  Jerome Giraud, 

Going Global : Transcontinental distribution challenges

The evolution of the world halal market opens new and wide perspectives of development : moving from a local to a global horizon, the halal industry needs to approach a market without borders, and meet standards and requirements of mass distribution. Covering the new emerging "western Muslim market", from production sites located in Asia or South America, with the ambition to be ready to serve the fast growing African population, implies to set up and control transcontinental distribution channels that are both efficient in terms of logistics and can ensure that the integrity of halal cargo remains intact throughout the whole supply chain. Addressing successfully these issues will be crucial in helping the halal industry to be a pillar of tomorrow's global economy.

13. Ms Fe Jazzareen Mor Japar Khan, Principal Consultant, KasehDia Research and Consulting, Malaysia

Risk management in the Halal sector

Being an emerging market, Halal presents vast business opportunities. Various markets are opening up globally and businesses are strongly considering possibilities of becoming players in the Halal industry. Entering into the Halal market is not without risks. What are the risks involved? Is it more risky for non-Muslim organizations that those which are Muslim-owned? How are market leaders managing their risks? Are the risks associated with transitioning into Halal greater than that of conventional businesses, and if so, how can businesses successfully make an entry and sustain itself in this market. 

14. Ustaz Zainal Abidin, Director, Halal Hub Project, JAKIM, Malaysia

The Malaysian Standard on Halal Pharmaceuticals

15.  Mr Wang Jing, Director General of Ningxia Investment Promotion Bureau

A General Introduction to Ningxia

16.  Mrs Ma Xiaoyun, Associate Professor, School of Economic Management Sciences, Ningxia University

Ningxia Faximu International Halal Industry Company
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