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1.1 BUSINESS BACKGROUND 

Mostly some of the well-known satay that is available from the street vendors 

or in certain restaurant in Sabah is not halal. If we go to Pasar Malam, we can see 

only a few of Satay vendors there, we can only find the finished product of the Satay, 

we cannot verify the origin of the raw products, their procedures of processing the 

material, not to mention the health of the cook and their equipment's. Being a country 

with various religions, not all of the customers can enjoy the taste of a good, clean 

and varieties of the Satay. We can guarantee that we will provide the halal Satay so 

that all customers can enjoy the delicate taste of Satay. 

We choose, to operate in this industry because would like to commercialize 

the Satay type food through our business. In commercialize we mean by make the 

product exportable; we make the product in a packaging and export them to entire 

Malaysia. We first introduce the variety of the sauce of our product which has more 

than 4 types of sauces, this restaurant just as a platform for us to expand our product 

throughout the Malaysia. In addition, we use the restaprant as a survey area to know 

the taste of the people. Ickh 
PEN G E L U ARAN HAS I LAN TERNAKAN, 2000-2009 
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00 267 550 817 6,653 43.161 524 

M -227 SS5 782 6,114 48.729 5 2 3 4 8 8 

02 205 307 S92 5,661 36.300 491 5 3 1 

00 170 367 S37 5.570 39,927 492 5 8 7 
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06 147 463 9 2 5 3 73,962 553 7 8 5 
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Table 1.0 (source : Perangkaan Ternakan 2009) 

Based on table 1.0 we can conclude that the production of beef and chicken 

meat has decreased. This is because the varieties of meat products in the market are 

increasing. People tend to buy different types of raw food because of the health 

issues and price; we will focus on their desire on different types of food where we will 

provide different type of food products to satisfy their needs. 


