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Future Of The Halal Industry Post Covid-19?

Key questions

What are new
areas of
opportunities’

Which Halal
market sectors
have been
impacted the
most?

Early Signals
of Halal
Economy’s
Future’

\Which
countries are
affected the
most ?




While globally all sectors are hurting, some are impacted less than others

Weighted average year-to-date local currency total shareholder returns by industry in percent'. Width of bars is starting market cap in $
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1. Data set includes global top 3000 companies by market cap in 2019, excluding some subsidiaries, holding companies, companies with very small free float and companies that have delisted since

Source: Corporate Performance Analytics, S&CF Insights, S&P Global
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Sectors Impacted

Within Halal economy, tourism and Islamic finance would be hurting
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Countries Impacted

Impact on economy not only function of health preparedness, but also exports

Export exposure
(Exports of goods and services as a % of GDP, latest year available)

i

Most dependent d b > ¥
44% or more a o
Less dependent ‘,
22-44%
Least dependent
0-22%
Global health epidemic preparedness vs exp@
Low preparedness; High preparedness;
high export high export
exposure exposure
High
Export
exposura

h P
Low e -

Global health epidemic

Low ——3 High

| preparedness |
Low preparednass; High preparedness;
low export Jow export
exposure exposure {l‘

DinarStandard Source: Oxford Analytica

Global health epidemic preparedness, 2019
(Global health security index, 0-100, where 100 is best)

(2
Ny
. Least prepared 2= [ - ¢

0-40 s 2 Tl / '
Mare prepared '%?,
A0-60 ‘\
Mast prepared
60400

Germany’s preparedness is high but soisits
trade exposure, leawving it vuinerable to supply
chain disruption after the virus posses

I
in Libyo and

Bongladesh
Mozambique, and Pakistan are
preparsdness is low undar-prapared ?"
and trode exposure but their trade '{
is high, leaving them exposure is also
doubly vlnemble relatively low



Countries Impacted

OIC countries food security vulnerability segmented by four levels,
requiring different response
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Opportunity Areas? )

Global lockdowns has changed consumer behaviors, industry dynamic and
government policy — creating new areas of opportunities

Industry/ Investors

1. High digital engagement across most b2c industries; providing level playing * Food security creates opportunities
field for many for OIC/ Halal exports/ resilient
economy and food systems
2. Online grocery shopping is surging, 20%-30% in many markets (blockchain driven)

3. Healthy and non-contaminated food demand creates opportunities for
Halal foods global growth

4. Fintech solutions — digital native financial and takaful propositions gaining
momentum

5. Islamic social finance (sadaqah, zakat, waqf) growing
6. Online learning/education: long-term transitioning to hybrid online-learning

7. Digital ‘halal lifestyle’ media and digital apps (entertainment, home media
subscriptions, games)

Source: DinarStandard synthesis and analysis
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Early Signals?

Early signals are that post covid-19 (InshaAllah), select Halal categories
growth will be accelerated

v Food and economic security driving Halal market investments: We see
increased focus on domestic production and reducing import dependency.
Seeing this across KSA, Indonesia, UAE, Nigeria and many other markets.

v" Major jump in online consumption and services uptake, driving opportunities
for Islamic fintech, Halal media and apps, and Islam-themed education

v" Islamic social finance is also experiencing a boost

Source: DinarStandard synthesis and analysis
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Early Signals?

Upcoming deep dive Research Brief to be released May 7th

SIGNALS of a DinarStandard
POST COVID-19
“NEW NORMAL”

Thursday, May 7th

for Food & Agriculture Sector

Check DinarStandard.com for details
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Most challenging is the Muslim-friendly tourism segment, while
Media (digital) provides great opportunities
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UNWTO estimates international tourist arrivals could decline by 20% - 30% in
2020, a loss of 300 to 450 US$ billion in international tourism receipts (exports)

2020 forecast - international tourist arrivals, world (millions)

1600

1400 +

1200 +

1000 —+

800

(millions)

600 +

400 +

200 +

0

Source: UNWTO

“574 674 694 691

2003
SARS

-3 million
-0.4%

International tourism could
drop back to levels of 2012-2014

809

2009

202HIZIH{Iestimate]

COoVID-19

=290 to -440 million
-20% to -30%

Global economic crisis

-37 million
-4,0%

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020

(e) Estimate

(e)

(e)

DinarStandard



DinarStandard

Muslim-tourism growth that was being led by Umrah travel
opportunities besides leisure will be dramatically hit as well.
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Muslim-friendly travel: Pivots and Coping Strategies

Virtual tours:

o Egypt Ministry of Tourism launched a series of virtual tours featuring 3D photos as well as guided video tours of
archaeological sites with information in Arabic and English.

o Abu Dhabi #staycurious (Destination example): 360-degree videos: watersports adventure, desert adventure, old souks,
sky views of Abu Dhabi.

Private Sector Support Initiatives:

o  UAE-based travel-tech startup Hotel Data Cloud (which will use Al and machine learning to help hotels engage with
customers) secures $350K in seed funding from local and international investors, to support hotels in re-engaging
customers post COVID-19.

° Government Support Initiatives:
o Some countries have provided stimulus packages for the tourism industry.

o Dubaiissues $408 million economic stimulus package. (including fro tourism)

o Turkey declared a US$15.4 billion economic relief package to mitigate the impact of the COVID-19 health crisis on all
sectors (including tourism)

o Mergers:

o Some airlines are seeking mergers as in the case of Air Malaysia and AirAsia
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Muslim-friendly travel: Post covid-19 New Normal?
e Increased automation to ensure social distancing
e Less populated airplanes to ensure social distancing which may affect prices

e More direct routes to avoid quarantine in transit airports or different health
certification requirements by countries on route

e Travel Insurance/Takaful that cover Covid-19 and similar contingencies.

e Airports, Airlines and Hotels catering to the new health and safety measures
demanded by consumers or governments.



Media & Recreation Sector: Post Covid-19
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Given the need to secure supply chains closer to home, OIC economies, DinarStandard
complimentary industrial capacities can support this objective strongly

* CENTRAL ASIA/EUROPE
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OIC* countries imported $264.1 billion of Halal products (food, pharma,
cosmetics) in 2018, of which top 9 of 10 exporters were non-OIC countries

France $12.58 India 1$16'06 Russia $11.70
4 5
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*57-member Organization of Islamic Cooperation; Exports to OIC countries in food, pharma, cosmetics
being referred to as Halal Products, Source: ITC Trademap
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Within Halal Food, key M&A and supply chain engagement DinarStandard
opportunities exist
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DISCLAIMER

The data of this presentation is believed to be correct at the time of publication but cannot be guaranteed. Please note that
the findings, conclusions and recommendations that DinarStandard has delivered are based on information gathered in

good faith from both primary and secondary sources, whose accuracy we are not always in a position to guarantee. The
findings, interpretations, and conclusions expressed in this report do not necessarily reflect the views of DinarStandard. As
such the information contained in this report is intended to provide general information only and, as such, should not be
considered as legal or professional advice or a substitute for advice covering any specific situation. DinarStandard specifically
disclaims all liability arising out of any reliance placed on this material. DinarStandard makes no representations or
warranties of any kind, express or implied, about the completeness, accuracy, reliability or suitability of this material for your
purposes.
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