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DISCLAIMER

This report is produced to create awareness and spread information among all 
stakeholders including exporters of livestock of Pakistan and importers of Malaysia. 
The content of this report includes data collected from various authentic sources 
mentioned appropriately in this report. Thus, no legal binding lies on the part of 
editorial team.
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Executive Summary

The purpose of this report is to create awareness and provide 
information regarding the market of livestock animals and re-
lated products in Malaysia and export potential of Pakistani 
producers. This report will serve as a ground for the Pakistani 
exporters to understand the potential, preferences and trends 
of livestock product market of Malaysia on one side and will 
educate the Malaysian importers to know the actual potential 
in Pakistani livestock industry and prevailing opportunities on 
the other side.
Based on unique geographical location,Pakistan`s potential of 
livestock businesses is enormous and offers a friendly business 
environment too. All these are the encouraging factors that favor 
the country to serve as an economic gate way for China, Russia, 
Post-soviet states, South Asia and East Asia especially after the 
CPEC (China Pakistan Economic Corridor). The nature has abun-
dantly gifted the Pakistan with variety of livestock resources. 
Our livestock and poultry industry is progressing gradually and 
playing a key contribution towards economic growth. In 2017-
18 the share of livestock in GDP is 11.11% and its growth rate 
was 3.76%. Beside all the positive growth indicators contribu-
tion of livestock sector towards export is not so encouraging. 
Thus, Pakistan need to revisit its production strategy /capacity 
and export policies to significantly increase share of its export 
from Livestock and related industries.
Malaysia, with population of 32.4 million, is one of the most 
developed and stable state both politically and economically 
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in Southeast Asia. More than half of the population (i.e. 61%) 
belongs to middle or upper income group of consumers with 
$9,500 per capita income in 2018. Malaysia is not only a most 
important and progressive Muslim majority country but it is 
also well recognized trade nation especially in the field of Halal 
food production and trade. Malaysian Halal products have ever 
increasing demand around the world. But due to inadequate 
livestock resources, Malaysian livestock markets largely depend 
upon import of livestock animals and products to fulfil this gap.
There exists very deep religious, cultural and trade relationship 
between Pakistan and Malaysia. So, various initiatives have been 
taken through mutual understanding between two brotherly 
countries. In order to deepen the trade and economic relation-
ship, they have signed an Early Harvest Program (EHP), which 
was signed on 1st October, 2005 and was operational from 1st 
January, 2006. Soon after the conclusion of the Pak-Malaysia 
EHP, the first Comprehensive Free Trade Agreement (FTA) for 
Closer Economic Partnership was approved by the Cabinet on 
6th November, 2007.Furthermore, Pakistani Livestock industry 
has also achieved the legal requirements that are necessary to 
enter Malaysian market.
Pakistan has great potential of export of Livestock products and 
Malaysia can be the one of the profitable market for Pakistani 
exports. However, no real database is available to guide relevant 
stakeholders to tape the available export potential. This market 
analysis report gives the details of ongoing market trends of 
Malaysian market, the supply demand gap and required strate-
gies to successfully enter this market.
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1 oVERVIEW oF ECoNoMY oF PAKISTAN:
Pakistan is a developing country and is one of the “Next Eleven”, countries that have a 
potential to be among the world’s large economies in the 21st century. Pakistan is 66th 
largest export economy in the world. In 2017, Pakistan shipped US$21.9 billion worth of 
goods around the globe which shows a 6.5% growth as compared to 2016. 37.2% of Paki-
stan’s exports were delivered to Asian countries while 35.5% to Europe. A Small percentage 
was sent to North America i.e. 17.8%, Africa i.e. 6.6% and 1.4%, to Latin America excluding 
Mexico but including the Caribbean(FBR, 2017).

Top Exports by Pakistan:
Pakistan, based on its geological position and climatic situations is enriched with enormous 
natural resources but it has been able to export only a couple of products to a limited num-
ber of markets. Below table shows the top ten main exported items for the year 2017 along 
with its amount in billion dollars.

Figure 1: Export from Pakistan to Different Regions
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The share of top ten exported item is about 75.6 in overall export value from Pakistan. 
In exported items fastest growth was shown by sugar and sugar confectionery i.e. 
104.1%, fishery i.e. 21% and Optical, technical and medical apparatus i.e. 12.7%in year 
2017. Export of salt, sulphur, stone and cement (down -14%) and leather or animal gut 
articles shows decreasing trend i.e. -14% and -2% respectively.
In Pakistan imports were still very high i.e. US$ 48.6 billion, resulting in a negative 
trade balance of $26.7 billion for 2017.In 2017 the GDP of Pakistan was $303.99 B 
and GDP per capita was $1470 which is expected $1,641 in 2018. Pakistan ranked at 
147th in world in 2016 on basis of per capita GDP. By population number i.e. over 207 
million;Pakistan is 5th largest country in world(Anonymous, 2018b)

1.1 Potential of Pakistan in livestock production:
For Pakistan, agriculture sector is considered as a backbone of national economy. Live-
stock, with 58.6% share during 2017 in agriculture GDP, ranked as main subsector of 
agriculture. So, it not only ensures food security and increases in per capita income of 
poor farmers but also fueling country’s GDP. Pakistan has 4th largest animal herd in 
the world (180 million heads) which is growing at the rate of 4.2 percent per annum 
(Anonymous, 2015-16).

Figure 2: Top Exports by Pakistan

Source:(Anonymous, 2017-18b)
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Years 
Species (Million Heads) 

Cattle Buffalo Sheep Goat 
Camel

s 
Horses 

Asse
s 

Mules 
Day Old 
Chicks 

Poultry 
Birds 

2014-15 41.2 35.6 29.4 68.4 1 0.4 5 0.2 862 932 

2015-16 42.8 36.6 29.8 70.3 1 0.4 5.1 0.2 945 1,016 

2016-17 44.4 37.7 30.1 72.2 1.1 0.4 5.2 0.2 1,037 1,108 

2017-18 46.1 38.8 30.5 74.1 1.1 0.4 5.3 0.2 1,138 1,210 

Years 
Milk 

(000Tonnes) 

Meat (000 Tonnes) Eggs (Million 
No.) Beef Mutton Poultry Total 

2014-15 52,632 1,951 671 1,074 3,696 15,346 

2015-16 54,328 2,017 686 1,170 3,873 16,188 

2016-17 56,080 2,085 701 1,276 4,061 17,083 

2017-18 57,890 2,155 717 1,391 4,262 18,037 

Years 
Hide (Million No.) Skin (Million No.) 

Cattle Buffalo Camels Total Sheep Goat Fancy Lamb Kid Total 

2014-15 7,816 7,447 105 15,368 11,132 26,359 15,569 3,306 12,263 53,060 

2015-16 8,111 7,669 106 15,886 11,264 27,073 15,941 3,345 12,595 54,278 

2016-17 8,416 7,897 108 16,421 11,397 27,807 16,322 3,385 12,937 55,526 

2017-18 8,734 8,131 109 16,974 11,532 28,560 16,718 3,425 13,287 56,805 
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This data shows that Pakistan is enriched with a huge potential in livestock 
and poultry production. This livestock sub sector comprises of various indus-
tries like dairy, meat, leather and poultry. The annual production of major 
livestock and poultry products is given in following table.

Source: (Anonymous, 2017-18a)

Source: (Anonymous, 2017-18a)

Source: (Anonymous, 2017-18a)

The table below shows the production of the byproducts form livestock & 
poultry industry of Pakistan during last 3 years.

Table 1: Estimated Livestock and Poultry Population

Table 2: Estimated Production of Milk, Meat and Eggs

Table 3: Estimated Production of Hide and Skin



Above statistics shows a continuously growing trend in the production of livestock 
and poultry products. Currently Pakistan is ranked number four in worldwide milk 
production. The strategic location of the country and potential of livestock sec-
tor creates a good export avenue for Pakistani livestock and poultry products. The 
major exports include animal casings, bone and its products, animal wastes, live 
animals, meat, dry milk, wool, hair, feeding stuff for animals and poultry. 

The dairy, meat and poultry businesses are considered major economic activities 
in livestock sub-sector of Pakistan. The demand for meat has drastically increased 
during last decade due to rapid urbanization, economic growth, industrialization, 
changing lifestyle and knowledge about balanced diet, which is likely to continue 
in upcoming years (OECD/FAO, 2017) Pakistani meat has unique taste due to its or-
ganic nature and has been exported mainly to gulf markets in large quantity. Coun-
try is also generating revenue through the exports of live animals.The export of live 
animals and other livestock products earned a value of US$ 303.468 million during 
2015-16. Additionally, according to some reports about 7.8 million animals valu-
ing Rs. 200 billion were traded on Eid-ul-Azha within a small time span of just two 
weeks. Similarly, total meat (beef, mutton and poultry) production has increased 
from 3,873 to 4,061 million tons during 2015-16 to 2016-17(Anonymous, 2017). 
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Table 1: Recent Overall Livestock Products Export 

Commodity Export Value (Million Rs.) 

Live Animals 840 

Meat and Edible Offal 23,753 

Fish and Crustaceans 40,256 

Dairy, Eggs, Honey and Edible Products 7,250 

Other Animal Products NES 2,366 

Raw Hide, Skin and Leather 39,885 

Articles of Leather 65,138 

Furskin and Artificial Fur 14 

Source: (Anonymous, 2017) 

Table 1: Advantages and Challenges for Pakistani Suppliers 

S/N Advantages Challenges 

1 
Malaysia’s solid economic prospects and growing 
consumer purchasing power. 

Consumers are generally price sensitive, 
but also seek new products. 

2 
Supermarkets and hypermarkets are popular, 
with new being opened regularly, and are 
providing greater access for imported foods. 

Neighboring competing suppliers have a 
freight advantage. 

3 
Muslims comprise 60 percent of the population, 
so the foods must be certified Halal (beef, lamb, 
poultry and dairy products). 

Importers and distributors purchase at the 
lowest price from any exporter or country. 

4 
Local food manufacturers seek to expand exports, 
using imports as raw materials. 

Pakistani exporters face competition from 
locally produced raw food materials (e.g. 
poultry, and palm oil). 

5 

Malaysia imports about 70 percent of its food 
stuffs, including beef, lamb, dairy products, 
baking ingredients, pasta, and temperate fruits 
and vegetables. 

High competition with India; exports 
frozen, finely cut meat which is in a higher 
demand in Malaysia. Whereas Pakistan 
can export mainly chilled carcasses. 

Source: adapted fromgain.fas.usda.gov, calwinexport.com 

Table 4: Recent overall Livestock Products Export

Source: (Anonymous, 2017)



Whereas, poultry sector alone contributes 31 % in total meat production as well as 
about 40 % of total domestic meat consumption. Moreover, Pakistan has ranked the 
11th leading poultry producer in the world with the production of 1.02 billion broil-
ers during 2015-16(Anonymous, 2016)
Despite having large livestock population, the meat industry of Pakistan is unable 
to make its mark in global Halal meat market. In Pakistan, it is a well-established 
fact that the traditional meat production systems are insufficient. The meat produc-
tion is primarily perceived as by-product of dairy industry. In addition, the demand 
supply gap for mutton is increasing due to low productivity per animal. Early age 
slaughtering of productive animals like young female sheep/goat has been done to 
fulfil the ever increasing global meat demand. Further, the growing meat export has 
also reduced its availability for domestic consumers, this situation has directed to 
meat price increase during last decade and this inclination is constantly in progress 
(Ayyub, Bilal, & Ahmed, 2011)
Indeed Halal meat should be an important industry in country. However, Pakistan’s 
share in global meat trade is negligible i.e 2.9% despite having huge prospects for 
export of Halal meat products. According to Halal Research Council (HRC) country 
only exports 3 % of its total meat production. However, Pakistan Halal authority 
(PHA) has been recently established with the aim of development of export based 
meat industry in country. On the other hand, the global Halal food trade is approxi-
mately reached to $3 trillion, with the meat segment having a share of $600 billion. 
According to Food and Agriculture Organization (FAO), the international Livestock 
Industry is projected to grow up at least 85 % by the year 2030. Similarly, the poultry 
meat demand is expected to increase by 750 % in the South Asia primarily driven by 
the growth in urban areas. From 2001 to 2009, the global beef meat trade increased 
with an average rate of 10.4 %, and the demand for Halal beef imports in the Middle 
East and Southeast Asia single-handedly expanded by over 18.2 %, and reached just 
under $1.5 billion in a year (FAO, 2016). Moreover, the current growth rate of global 
meat market is 2.5 %, mainly due to continuous increase in demand from China 
with the additional consumption of (29%), which is being captured mainly by the 
United States (USA) and Brazil. Additionally, the projections regarding global meat 
production were estimated having 13% growth in 2026 based on (2014-16) show-
ing an upturn of about 20% against the last decade. On the other hand, the share 
of developing countries in global meat market is also estimated to be higher due to 
better use of related resources and value added production. 
Whilst Poultry meat is the basic engine for total meat production because of its 
economic prospects like low cost of production and high profitability as compared 
to other meat types. Furthermore, poultry meat consumption is also predicted to 
reach at 18 Mt in the upcoming decade i.e. 2026 due to the fact that it has become 
the meat of choice for both producer and consumer in developing countries(OECD/
FAO, 2017).
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On the basis of above circumstances, it is well established fact that, Pakistan can be 
a key player in global Halal meat market with the relevant huge animal population 
by developing basic infrastructure and maintaining related quality standards. Previ-
ous available literature has mostly focused on assessment of livestock sub-sector 
as a whole(Rehman, Jingdong, Chandio, & Hussain, 2017). Similarly, there is little 
literature available on meat industry potential and trade prospectus of Pakistan 
(Sohaib & Jamil, 2017)However, these studies ignored the in-depth assessment of 
trends and growth in meat production and export of the Pakistan.

2 MALAYSIAN MARKET oVERVIEW:
Malaysia, with population of 32.4 million is one of the most developed and stable 
state both politically and economically in Southeast Asia. Malaysian population can 
be divided into three major groups i.e. Malays (50%), Chinese (22.6%) and Indians 
(7%). Muslims account for 66% of total Malaysian population. 

Table 1: Recent Overall Livestock Products Export 

Commodity Export Value (Million Rs.) 

Live Animals 840 

Meat and Edible Offal 23,753 

Fish and Crustaceans 40,256 

Dairy, Eggs, Honey and Edible Products 7,250 

Other Animal Products NES 2,366 

Raw Hide, Skin and Leather 39,885 

Articles of Leather 65,138 

Furskin and Artificial Fur 14 

Source: (Anonymous, 2017) 

Table 1: Advantages and Challenges for Pakistani Suppliers 

S/N Advantages Challenges 

1 
Malaysia’s solid economic prospects and growing 
consumer purchasing power. 

Consumers are generally price sensitive, 
but also seek new products. 

2 
Supermarkets and hypermarkets are popular, 
with new being opened regularly, and are 
providing greater access for imported foods. 

Neighboring competing suppliers have a 
freight advantage. 

3 
Muslims comprise 60 percent of the population, 
so the foods must be certified Halal (beef, lamb, 
poultry and dairy products). 

Importers and distributors purchase at the 
lowest price from any exporter or country. 

4 
Local food manufacturers seek to expand exports, 
using imports as raw materials. 

Pakistani exporters face competition from 
locally produced raw food materials (e.g. 
poultry, and palm oil). 

5 

Malaysia imports about 70 percent of its food 
stuffs, including beef, lamb, dairy products, 
baking ingredients, pasta, and temperate fruits 
and vegetables. 

High competition with India; exports 
frozen, finely cut meat which is in a higher 
demand in Malaysia. Whereas Pakistan 
can export mainly chilled carcasses. 

Source: adapted fromgain.fas.usda.gov, calwinexport.com Figure 3: Followers of Different Religion in Malaysia

(Anonymous, 2018a)

More than half of the population (i.e. 61%) belongs to middle or upper income group 
of consumers with $9,500 per capita income in 2018. Manufacturing, service and ag-
riculture sectors are the main foundation of Malaysians economy. In 2017, the GDP 
growth rate was observed 5.8% which has been the utmost since 2014 and for 2018 it 
is projected to remain at 5.2%(Department of Statistics Malaysia, 2018).
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Inflation Rate in Malaysia is expected to be 1.90 percent by the end of 2018, which is sig-
nificantly low from the average of 3.8 percent last year. According to “Trading Economics 
global macro models and analysts” the inflation rate is projected to remain around 3.10 
for 2020 (“Malaysia Exporter Guide 2017,”).
Both imported and local products are supplied to Malaysian food and beverage markets 
which are highly developed and modern. Since large chunks of the population are urban 
consumers, they prefer branded products thus 45 to 60 % of these shoppers use modern 
markets for packed foodstuffs and traditional markets are functioning as the main sup-
pliers for fresh fruits and vegetables (“Malaysia Exporter Guide 2017,”).

Market trends:
The rapid and exponential economic growth of Malaysian economy has influenced the 
demand of food commodities. Although Malaysia is leading exporter in the Halal food 
sector around the world but to full fill the need of industry and consumers a big amount 
of unprocessed and processed food is imported from other countries. Being importer 
of worth $9.3 billion of food and beverage products in 2016, Malaysia is consistently 
among the big importer of food products. There has been observed 1 % increase in 



Figure 4: Fish and Fishery Products Import by Malaysia in US Billion $

import value in last year and this increasing trend may continue for the next two years 
(“Malaysia Exporter Guide 2017,”). Malaysia is importing a number of food products to 
fulfill its domestic needs.
Consumption of more meat and meat products is the change that has been observed 
in Malaysians’ food consumption preferences during last few years.Economists thought 
that increased per capita income (i.e. $9,500) is the major factor that makes meat more 
affordable.
 Among the imports of food products Malaysia spent $8.77 billion on consumer-
oriented and edible fishery products in 2017. With export of $1.7 billion and 19 % mar-
ket share, China is the major supplier of fishery products to Malaysia (Ngumbang, 2018). 
Although Pakistan is also exporting fishery products to Malaysia, but the market share 
of Pakistan is very minimal i.e. $11.6 million (Anonymous, 2017-18b).

For the import of dairy products, Malaysia considered the New Zealand as a most 
favorite country. In 2017, Malaysia has spent amount $1.2 billion on the import of 
dairy products and New Zealand was the leading exporter with 41% market share 
(Ngumbang, 2018).From Pakistan, the import of dairy products was $0.55 million in 
2017 as compared to $0.015 million in 2016 (Anonymous, 2017-18b).
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(Ngumbang, 2018)

Figure 5: Dairy Import of Malaysia in 20170-US Million $

In poultry (broiler/eggs) production, Malaysia has gained self-sufficiency but wings 
and some other parts of chicken need to be imported from other countries to encoun-
ter processing industry’s requirement.  In this regard, Malaysia has spent $129 million 
during 2017 to import chicken parts and chicken wings. Thailand was the leading 
exporter with 54% market share in2017 (Ngumbang, 2018).

Figure 6: Import of Chicken Parts by Malaysia in 2017

(Ngumbang, 2018)
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However, the scenario for beef and mutton is different from poultry. More than 70% of total 
beef and 10% of total mutton consumed in Malaysia during 2007 was imported from outside. 
In red meat category, Malaysia has spent $381 million on the import of red meat from India. 
India is leading red meat supplier to Malaysia with total exports of 219,008 metric tons beef 
in 2016. The import of bovine meat from Pakistan was $1.55 million in 2017 while it was al-
most nil in 2016. Pakistan’s export of mutton increased greatly. In 2017, $0.2 million worth 
of mutton was supplied to Malaysia as compared to only $0.091 million 2016 (Anonymous, 
2017-18b).
MARKET STRUCTURE AND FRAMEWoRK:
2.1 Food Retail Sector:
The largest and quickly growing (@ 7% from last five years) market sector in Malaysia is food 
retail (i.e. $ 16 billion). Food retail sector shoed some deadline in 2016 and 2017 due to 6% 
tax introduation inapril 2015. But later on Malaysian Goverment removed the tax and again it 
is expected to show more growth in future.
Malaysian families spend 24 % of their income, on an average on retail food purchases.  Dif-
ferent channels of retail food sales are being used in Malaysia, including traditional shops 
(e.g. grocery stores), supermarkets and specialty food outlets. 56 % of food is being sold 
through traditional retailers and 43% by modern stores, while the share of small shops is only 
about 1 % in retail food sale sector. 
Canned goods, dry foods, snacks, ice cream and soft drinks are mostly sold by small grocery 
stores and wet markets that are located in residential areas of urban and rural cities of Ma-
laysia. Frozen or chilled foods are sold by larger and more modern grocery stores. However, 
they are less common than traditional grocery stores. Fresh fruit, vegetables, meat and fish 
are sold through wet markets that are organized on daily basis at a permanent place or on 
weekly basis at a non-permanent location. 
Modern Shops and supermarkets are continuously growing in number as demand for luxury 
food is growing in the Clang Valley and in some other modern and tourist areas. A number 
of foreign-owned and locally operated chains are operating there such asTesco, international 
dairy farms (Giant’s owner, Cold Storage, Jason, Mercato) and Aeon. The chain stores, based 
in the UAE,named Lulu Group are planning to open 10 halal supermarkets throughout Malay-
sia, investing $ 200 million for the first five supermarkets to start operation in 2016. Demand 
for consumer goods and limited application of goods and services (GST) has relaxed Lulu 
Group’s expansion plans. So far, the group has only one hypermarket in the city center. These 
retail stores offer good locations for imported products and access to high-end, high-income 
consumers(Source:(“Malaysia Exporter Guide 2017,”).
Pakistani Exporters should focus on the following facts to get Malaysian retail stores to buy 
their products:
• Knowing stores/distributors well enough in Malaysian market. Pakistani exporters 
should learn about the store’s buying cycles, seasonal purchasing patterns, and customer 
preferences. 
• Making their product’s pitch in person. Meet the business owners in person and pres-
ent samples of food products they might be interested in. 
• Design brochure or Sell Sheet that contains product’s explanation, characters, pricing 
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Entry Tactics for Pakistani Exporters:

Based on above facts and figures, Pakistani exporters should adopt 
following strategies:
1. Market, distribute, and promote through the supermarkets and hypermarkets.
2. Promote food products to create consumer awareness and loyalty.
3. Appoint importers or agents that best meet the needs of the exporter.
4. Ensure that processed foods are acceptable to local taste and have appropriate  
 packaging.
5. Halal certification must be obtained from the known Pakistani Islamic institutions 
 which are acceptable for Malaysian authorities.

2.2 Food Processing Sector:
The processing industry in Malaysia has a profound effect on success of industrial devel-
opment as it accounts for nearly 12% of the country’s total manufacturing output, a sub-
stantial proportion of which is exported. Research shows that more than 200 countries 
rely on Malaysian food products. The Malaysian food processing industry makes a signifi-
cant contribution of around RM 20 billion to the country’s GDP. The industry is primarily 
involved in the manufacture of beverages (both alcoholic and non-alcoholic), cooking 
oil, dairy products, coffee, tea, spices, sauces, snacks, and processed fish and meat. The 
food manufacturers currently operating in Malaysia are quite diverse, ranging from local 
companies to multinational ones such as Nestle, Unilever and Campbell Soup. Premium 
Fantastic Taste- PFT Food Industries is one of Malaysia’s popular meat processing com-
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website, contact information,specific certifications, customer testimonials and ordering 
information.
• Packaging storage and shipping of products need to be improved to get more shelf 
life of meat products i.e. beef and lamb. 
• White label products are preferred by the retailers because it may result in en-
hancement of their own brand range. Although delivering white label products squeezed 
the shipper profit margin, it can boost sale volume.
Large and renowned international retail companies such as Tesco, Giant and Aeon Big 
compete with one another fiercely; the intensity of which is reflected in the price wars that 
they engage in to strengthen their position and presence in the market. Giant, Jaya Grocer, 
Village Grocer, Ampang Grocers, Sam’s Groceria and BIG (Bens Independent Grocer) hap-
pen to be just a few Malaysian premium supermarkets. These companies are popular and 
have made a name for themselves due to the wide variety of imported food products that 
they have available in their stores. Their primary target is the middle and upper middle 
class, people who can afford to purchase imported food products on a regular basis. 



2.3 Food Service Sector:
Malaysia’s fairly large foodservice market is flourishing due to its significance in the coun-
try. Different food service providers, such as those serving airline foods, caterers, bakers 
and restaurants, are the primary final consumers within the foodservice market, and only 
a few importers focus on giving foods and raw materials to these consumers. It is impera-
tive for intending exporters to focus on these few importers who supply food, raw mate-
rial and supplies to the end-users within the HRI market. Simultaneously, these exporters 
also need to make sure that the products they export are certified halal. The certification 
is necessary because the locations where their products are going to be exported need 
halal certifications, hence the end users’ will only accept with those products that are 
halal.  
Another factor, that has contributed towards the expansion of the food service industry in 
Malaysia, is the influx of tourists. Currently, the country earns its second highest foreign 
exchange through the tourism industry, with the first being the manufacturing sector. Last 
year, the country welcomed nearly 26 million tourists.  In order to maintain and further 
expand the tourism industry, Malaysian authorities such as the Malaysia Tourism Trans-
formation Plan has decided to envision the development of more tourism projects, hotels 
and infrastructure. A further increase in the influx of 36 million tourists to the country is 
expected, thereby allowing the country to earn $42 billion in the next two years. Not only 
will the tourism industry boom, but the country can act as a hub of business and trade 
with the neighboring countries. For instance, restaurants offering customers food from all 
over the globe are expected to mushroom in order to cater to the tourists, especially the 
influx of Latin American and Middle Eastern tourists.
The number of tourists expected in the coming years is going to rise as the present au-
thorities in Malaysia aim to expand medical tourism within the country.  However, wine is 
not consumed widely in the country due to high excise taxes, exorbitant markup by food 
service providers and tariffs levied by the government. This results in the prices of wine 
being extremely high, thereby deterring its consumption in the country.

Entry Tactics for Pakistani Exporters:
1. Halal certification must be obtained from the known Pakistani Islamic institutions.
2. Emphasize the competitive advantage of the exporter’s products to the food 
 manufacturers.
3. Promote and market to increase awareness among food manufacturers.
4. Guarantee the quality of raw food items to develop the manufacturer’s confidence.
5. In order to expand market penetration an effective distribution network must be  
 built.
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pany’s which is engaged in the production and marketing of frozen meat processing food 
products. Singapore, Indonesia, U.S., Thailand and China were major exporting countries.



2.4 Food Products Distribution System:
Private firms serve as the major channels for food dissemination. Food and food product 
importers are commissioned to generate orders from foreign suppliers and at receiving 
consignments they dispense receiving to supermarkets / grocery stores and hotels in cities 
and countryside areas. Many of the largest chains of supermarkets and hypermarkets are 
importing directly from abroad.
Shipping of food products through Singapore has declined with improved shipping facili-
ties provided by major ports in Malaysia. Westport, located in the port of Klang and Tan-
jung Belipas (in Johor), has strengthened Malaysia as a shipping hub. 
Seven modern international airports and up-to date road network is the backbone of the 
Malaysian’s transportation system. Roads connect almost all cities in Malaysia and 90 per-
cent of passenger and goods transportation is through roads(“Malaysia Exporter Guide 
2017,”).

2.5 BUSINESS TIPS:
Business Customs:
There is a big scope for every foreigner business men to work with Malaysians. Because 
Malaysians are open and business friendly nation. They also have the capacity to absorb 
the business manners of other nations and they are very much familiar to use modern 
ways of communication. But regular visits by the exporters for market survey, local dis-
tribution channel and sale agent/importer are most important factors to be successful in 
Malaysian market. 

Consumer Tastes and Preferences:
Malaysia is a multiracial society. Malaysian population can be divided into three major 
groups i.e. Malays (50%), Chinese (22.6%) and Indians (7%). Muslims account for 66% of 
total Malaysian population. Every community has its own preferences towards food selec-
tion. Malaysia has one of the world’s highest per capita meat consumption rates i.e. 41.3 
kg. Generally they use rice with two or three meat or fish and vegetable dishes in lunch and 
dinner meals. Muslims use only Halal certified meat and non- meat food products. Muslim 
doesn’t eat pork while many Buddhists and Hindus don’t eat beef. But Halal chicken meat 
is popular among all consumers(“Malaysia Exporter Guide 2017,”).

Entry Tactics for Pakistani Exporters:
1. Halal certification must be obtained from the known Pakistani Islamic institutions 
 which are acceptable by the Malaysian authorities. 
2. Awareness must be raised between the food service organizations and importers 
 by conduction of numerous promotional activities.
3. Aim for the mid or high-end food service organizations
4. Market,exporter’s food items to the food service organizations at the same time as 
 assigning local importers who are skilled in the food service industry to import.
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Food Standards and Regulations:
Malaysian health and food labeling requirements are fairly liberal. The labeling require-
ments specify that imported and domestically produced processed food items must be 
labeled. Labels must be written in English or Bahasa Malaysia and should contain the fol-
lowing information:
a) Product description.
b) List of ingredients in descending order of proportion byweight.
a. Mention the presence of animal products (beef, pork, lard, gelatins, etc.).
c) If the item contains any alcohol, a statement as to the presence ofalcohol.
d) Minimum net weight or volume of the product must be mentioned.
e) Manufacturer’s name and address 
f) Importer’s name and address (this can be affixed at the time ofimport)
g) Shelf life or expirydates of particular product
h) Nutritional labeling is compulsory for canned meat
For Certain food additives, preservatives, and artificial colorings Malaysian Food Regulation 
demonstrates concerns otherwise Codex approved items are generally allowed. Products 
with labels that include slogans such as “Contains No Palm Oil” or “Contains No Tropical 
Oils” will not be allowed for import. 

Genetically Modified Food Labeling:
According to the Ministry of Health Malaysia, food and food ingredients obtained through 
modern biotechnology must be labelled as follows:
a) “Genetically modified (name of the ingredient)” if food and food ingredients are 
 composed of or contains genetically modified organisms 
b) “Produced from genetically modified (name of the ingredient)” if food and food 
 ingredients are produced from, but does not contain genetically modified 
 organisms 

As discussed earlier that majority of Malaysian population is Muslim (i.e. 66%) so, there 
observed an increasing trend in demand for Halal food products. The demand of Halal cer-
tified is not only limited to meat products but now it is extended to snacks, confectionery, 
dairy, bakery, etc. and it becomes a new benchmark for quality, hygiene and safety. Hence, 
most retailers, food service operators and food manufacturers are tending to ask for halal 
certificates for non-meat based food products and elements.

3 PAKISTAN AND MALAYSIA BUSINESS SCoPE:
3.1 Free Trade Agreements (Pakistan & Malaysia Trade Relationships):
Majority of Malaysian population consists of Muslims. So, Pakistan and Malaysia have been 
in deep religious relationship as both are Muslim countries. There also prevails very strong 
business relationship between both countries that has been very much helpful for the busi-

Import and Inspection Measures:
All meat and poultry product shipments must be accompanied by appropriate Quarantine 
documentation. Documentation checking & verification and other procedures are carried 
out at entry points usually by international freight forwarders. Problems and delays are less 
likely to occur given that all documentation is properly provided. 

22
 —

 M
ar

ke
t A

na
lys

is 
Re

po
rt,

 20
18



ness community since decades. So, various initiatives have been taken through mutual 
understanding. In order to deepen the trade and economic relationship between the 
two countries they have signed an Early Harvest Program (EHP), which was signed on 
1st October, 2005 and was operational from 1st January, 2006. Soon after the conclusion 
of the Pak-Malaysia EHP, the first Comprehensive Free Trade Agreement (FTA) for Closer 
Economic Partnership between two Muslim countries (and members of OIC) Pakistan and 
Malaysia was approved by the Cabinet on 6th November, 2007(Embassies, 2018).This was 
signed keeping in view the economic integration and domestic viability of both countries 
providing variety of absolute and comparative advantage in goods and services. This 
has helped both the countries in long run and has accelerated economic development 
of the countries.  In 2014, Pakistan’s exports to Malaysia were worth $234 million, which 
fell to $186 million and $152 million in 2015 and 2016 respectively. In contrast, Pakistan’s 
imports from Malaysia increased from $911 million to $945 million in 2016(Anonymous, 
2017-18b). There is a big scope for Pakistani livestock product exporters to get maximum 
share from Malaysian market. Currently Pakistan is exporting following livestock products 
to Malaysia since 2005.
3.2 MAjoR ExPoRTS FRoM PAKISTAN To MALAYSIA:
The below table shows the status of export of various livestock and related products over 
a period i.e. 2005-2017.
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Table 6: Exports of Pakistan to Malaysia         In 000 US$ 



Articles of 
Apparel 

and 
Accessories 
of Leather 

Yarn of 
Carded 

Wool not 
for Retail 

Sale 

 176 924 29 62 35 45 38 

 

000 0 0

Gelatin and 
Derivatives 

814 943 0 1517 1832 1939 2080 2001 3015 1734 2719 3089 

Raw Hides 
and 

Skinsof 
Bovine or 

Equine 

20 52 122 24 15 192 37 0 0 0 0 0 0 

Raw Skin 
Sheep & 

Goat 
0 0 0 0 21 0 0 0 0 14 0 0 0 

Bovine or 
Equine 
Leather 

33 8 12 0 0 0 0 6 0 19 0 11 6 

Sheep and 
Lamb Skin 
Leather, 

No Wool, 
NES 

0 0 0 0 0 17 0 0 3 0 0 0 0 

Goat or Kid 
Skin 

Leather, 
No hair, 

NES 

0 0 0 0 0 22 80 0 0 0 0 0 0 

Leather of 
Animals 
NES, No 
Hair NES 

230 66 71 262 69 209 167 111 148 351 46 131 909 

Leather 
further 

prepared 
after 

tanning 
(sheep, 
lamb) 

5 17 27 37 42 78 86 87 27 23 21 35 25 

Leather 
further 

prepared 
after 

tanning 
(other 

animal) 

1138 959 1029 1524 775 396 702 263 579 1715 930 885 887 

232 231 362 455 844 650 628 1003 1016 855 484 514 706 

0 

Table 1: Exports of Pakistan to Malaysia 

Commodity 
2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 

Live Animals 
NES 

6 0 0 0 1 11 9 57 20 0 0 10 52 

Live Horses, 
Muleas, 

Asses and 
Hinnies 

25 0 0 22 79 78 108 132 366 8 0 0 0 

Meat of 
Bovine 

Animals, 
fresh 

0 0 0 0 11 14 0 0 30 256 0 0 779 

Meat of 
Bovine 

Animals, 
Frozen 

0 0 0 0 0 0 0 0 0 0 104 0 771 

Meat of 
Sheep or 

Goats, Fresh, 
Chilled or 

Frozen 

0 0 188 0 0 3 630 65 89 0 1697 95 191 

Meat and 
Edible Offal 
of Poultry, 

Fresh, Chilled 

0 0 0 0 0 0 0 40 46 29 101 0 47 

Milk and 
Cream, 

Concentrated 
or 

Sweetened 

0 0 0 0 6 0 0 7 0 0 12 15 544 

 

 In 000 US$ 

0
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Articles of 
Apparel 

and 
Accessories 
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Yarn of 
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Sale 
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Leather 
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0 0 0 0 0 17 0 0 3 0 0 0 0 

Goat or Kid 
Skin 

Leather, 
No hair, 

NES 

0 0 0 0 0 22 80 0 0 0 0 0 0 

Leather of 
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NES, No 
Hair NES 

230 66 71 262 69 209 167 111 148 351 46 131 909 

Leather 
further 

prepared 
after 

tanning 
(sheep, 
lamb) 

5 17 27 37 42 78 86 87 27 23 21 35 25 

Leather 
further 

prepared 
after 

tanning 
(other 

animal) 

1138 959 1029 1524 775 396 702 263 579 1715 930 885 887 

232 231 362 455 844 650 628 1003 1016 855 484 514 706 

0 

Table 1: Exports of Pakistan to Malaysia 

Commodity 
2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 

Live Animals 
NES 

6 0 0 0 1 11 9 57 20 0 0 10 52 

Live Horses, 
Muleas, 

Asses and 
Hinnies 

25 0 0 22 79 78 108 132 366 8 0 0 0 

Meat of 
Bovine 

Animals, 
fresh 

0 0 0 0 11 14 0 0 30 256 0 0 779 

Meat of 
Bovine 

Animals, 
Frozen 

0 0 0 0 0 0 0 0 0 0 104 0 771 

Meat of 
Sheep or 

Goats, Fresh, 
Chilled or 

Frozen 

0 0 188 0 0 3 630 65 89 0 1697 95 191 

Meat and 
Edible Offal 
of Poultry, 

Fresh, Chilled 

0 0 0 0 0 0 0 40 46 29 101 0 47 

Milk and 
Cream, 

Concentrated 
or 

Sweetened 

0 0 0 0 6 0 0 7 0 0 12 15 544 

 

 In 000 US$ 

0

(Source: SBP, 2017)

(Source: SBP, 2017)

Above statistics are about the export of livestock and poultry products which show that 
there is a favorable environment for the livestock products of Pakistan in Malaysian 
market. Therefore, it is expected that the exporters should explore the opportunities in 
Malaysian market and harvest maximum share.

3.3 graphical Presentation of Export Trends about various Livestock Animals & 
products to Malaysia (2005-2017)
The below graphs depict the export trend of a particular livestock product or category 
in a graphical form along with its interpretation.

Figure 7: Beef Export from Pakistan to Malaysia
Interpretation: Above graph is about the export of chilled and frozen beef from Paki-
stan to Malaysia. On y-axis there is the value of exported meat in thousands US $ in dif-
ferent years (on x-axis) from 2005-2017. This graph shows an increasing trend in export 
of both commodities since 2013. 
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Figure 8: Mutton Export from Pakistan to Malaysia
Interpretation: Above graph is about the export of mutton from Pakistan to Malaysia. On y-
axis there is the value of exported meat in thousands US $ in different years (on x-axis) from 
2005-2017. This graph shows maximum mutton was exported in 2015(i.e. 1,697,000 U.S $) 
and there after a sharp decline was observed while in 2017 a slight increase was recorded. 

Figure 9: Export of Live animal from Pakistan to Malaysia
Interpretation: Above graph is about the export of live animals from Pakistan to Malaysia. 
On y-axis there is the value of exported live animals in thousands US $ in different years 
(on x-axis) i.e. from 2005-2017. This graph shows that there is no export of small ruminants 
(sheep & goat) and poultry to Malaysia since from 2009 and 2012 respectively. While the 
export of equines shows a gradual increase from 2005 (i.e. 25,000 U.S $) to 2013 (i.e. 360,000 
U.S $) but soon after that in 2014 it drops to only 8,000 U.S $ and there after no export of 
live equines. The Export of live animals “Not Elsewhere Specified” remains vibrant from 2005 
to 2017.
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(So
urce: SBP, 2017)

(So
urce: SBP, 2017)



Figure 10: Dairy and Poultry Products Export Comparison from Pakistan to Malaysia
Interpretation: Above graph is about the export of livestock products from Pakistan to Malay-
sia. On y-axis there is the value of exported livestock products in thousands US $ in different 
years (on x-axis) from 2005-2017. This graph shows that export of gelatin and its derivatives 
are consistently increasing while the exports of milk and poultry products remain at margin. 

Figure 11: Raw Hide and Skin Export Comparison from Pakistan to Malaysia
Interpretation: Above graph is about the export of raw hide and skin from Pakistan to Malay-
sia. On y-axis there is the value of exported raw hides and skin in thousands US $ in different 
years (on x-axis) from 2005-2017. This graph shows that the export of raw hide and skin of buf-
falo/ equine was more consistent and higher than raw skin of sheep and goat. During 2007 and 
2010the highest amount of raw hide and skin of buffalo/ equine was exported and after decline 
in 2011 no further export of this category was observed.
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urce: SBP, 2017)

(So
urce: SBP, 2017)



Figure 12: Comparison of Different Type of Leather Exported from Pakistan to 
Malaysia
Interpretation: This graph is about the export of tanned or untanned leather of dif-
ferent categories to Malaysia. This shows that export of tanned or untanned leather 
of other animals was highest in 2014 and 2017 respectively and both remain always 
on higher side in leather export. While the export of tanned or untanned leather from 
bovine, equine and small ruminants remain consistently at lower level.

Figure 13: Finished Products Export Comparison from Pakistan to Malaysia
Interpretation: Above graph is about the export of finished products of livestock 
from Pakistan to Malaysia. On y-axis there is the value of finished products in thou-
sands US $ in different years (on x-axis) from 2005-2017. This graph shows that the 
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(So
urce: SBP, 2017)

(So
urce: SBP, 2017)



export of all leather articles was remain consistent from 2005-2017. Export of leather 
apparel/ accessories and other leather articles were at high level during 2011 and 
2012, while the export of leather used in machinery appliance remain always at low 
level. Export of yarn of carded wool was highest during 2006 there after it shows de-
cline and after 2011 no export was observed.

3.4 Halal Certification: Facilities & Authorizations in Pakistan:
  Halal Certification is compulsory for the export of food products to Ma-
laysia. There are various local bodies that have been authorized by the Department 
of Islamic Development Malaysia around the world for issuing the halal certificate. 
From Pakistan there include Punjab Halal Development Authority (PHDA) and Jamea 
Markaz Uloom Islamia Mansoura (JMIUM) are internationally known and recognized 
in Malaysia thus all food items must be approved by one of these to be officially cer-
tified as halal. Halal certification is an easy go for Pakistani exports since almost all 
food products produced in Pakistan are Halal.

Table 7: Malaysian Approved 
Halal Islamic Institutions in the Pakistan
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Source: Data collected from  http://www.halal.gov.my
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Source: Data collected from http://pakistanhckl.com

Table 9: Malaysian Regulatory Agencies

Source: Data collected from http://www.hdcglobal.com/publisher/gwm_pol_and_reg

4 KEY CoNTACTS:

               Table 8: Pakistani High Commission in Kuala Lumpur, Malaysia
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Table 10: Contact Detail of Freight Forwarder from Pakistan

4.1 DETAIL oF TANNERIES ASSoCIATIoN MEMBERS & TRADERS

Table 11: Pakistan Tanneries Association (Southern Zone) Corporate Class 
Members 2017-2018



32
 —

 M
ar

ke
t A

na
lys

is 
Re

po
rt,

 20
18



33
 —

 M
ar

ke
t A

na
lys

is 
Re

po
rt,

 20
18



34
 —

 M
ar

ke
t A

na
lys

is 
Re

po
rt,

 20
18



35
 —

 M
ar

ke
t A

na
lys

is 
Re

po
rt,

 20
18



36
—

 M
ar

ke
t A

na
lys

is 
Re

po
rt,

 20
18



37
 —

 M
ar

ke
t A

na
lys

is 
Re

po
rt,

 20
18

Table 12: Pakistan Tanneries Association (Southern Zone) Associate Class Members 
2017-2018
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Source: Data collected from http://www.pakistantanners.org 42
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Table 13: Pakistan Tanneries Association (Northern Zone) Corporate Class Members 
2017-2018
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Table 14: Pakistan Tanneries Association (Northern Zone) Associate Class 
Members 2017-2018

     Source: Data collected from http://www.pakistantanners.org
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     Source: Data collected from http://www.pakistantanners.org
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Table 15: Pakistan Meat Association

4.2 DETAIL OF PAKISTAN MEAT EXPORTERS & TRADERS
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