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Abstract 

Halal Pet Essentials seeks to establish a niche market in Malaysia by offering halal-certified pet food and supplies 

to cater the needs of Muslim pet owner. This article explores the strategic planning, market analysis, and 

operational framework that is crucial in the development and sustainability of the business. The business is 

emphasizing high-quality and ethically produced products that comply with Syariah. In addition, the business 

aims to address a significant market gap while leveraging the Resource-Based View (RBV) theory to attain 

sustainable competitive advantage. The Resource-Based View (RBV) theory helps Halal Pet Essentials grow by 

leveraging unique, valuable, rare, inimitable, and non-substitutable resources such as halal certification, high-

quality ingredients, niche market focus, and a strong brand reputation for ethical practices. These resources 

differentiate the company from competitors and provide a sustainable competitive advantage. Growth strategies 

include building brand awareness, educating customers, developing innovative products, offering personalized 

services, and expanding geographically. Besides, strategic partnerships, diversification into complementary 

services, and technology integration further enhance customer experience and market reach will ensure that Halal 

Pet Essentials can effectively address market gaps and achieve sustainable growth in the halal pet product 

industry. 

Keywords: Halal, Pet Supplies, Resource-Based View (RBV), Halal Certification 

1. INTRODUCTION 

The pet care industry in Malaysia is at a phase of rapid growth since there is a steady rise 

in the rate of people owning pets and there has been a change in consumer trends in as much 

as the quality and kind of products they want for their pets. A recent statistic showed that more 

than 50% of the households in Malaysia have indicated ownership of pets, and therefore there 
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is market that needs distinctive and solutions in this industry. Nevertheless, the problem arises 

that in this expansion, there is a considerable deficiency in appropriate halal-certified pet 

products for Muslims (The Star, 2023). Certification of Halal products is vital with the Muslim 

consumers in most industries such as the food industry, beauty and cosmetic industry as well 

as exhibiting in the pharmaceutical industry. It makes sure that the foods prepared are halal 

and does not go against the Islamic law which has prohibited some ingredient from being used 

in preparing foods as well as concerning ethical practices. It must be noted that the trend of 

having halal certification in products is active in Malaysia, however the pet care industry has 

not taken advantage to cater for the needs of Muslim pet owners as many products which are 

available in the market are not halal certified. 

The global halal market is expanding exponentially across various sectors, including food, 

cosmetics, and pharmaceuticals (Azam & Abdullah, 2020; Widyanto & Sitohang, 2022). Halal 

certification assures consumers that the products comply with Islamic dietary laws, prohibiting 

certain ingredients and ensuring ethical production practices. In Malaysia, a predominantly 

Muslim country, the demand for halal-certified products is particularly robust. Despite this, the 

availability of halal-certified pet food and supplies remains limited, presenting an untapped 

business opportunity for Halal Pet Essentials to cater to a growing segment of conscientious 

Muslim consumers (Qadri, 2024). 

 

2. PROBLEM STATEMENT AND MARKET GAP 

 

Lack of recognized Halal pet products in Malaysia pose some unique difficulties for the 

Muslim pet owner as detailed below. To begin with, commercial meals and products for pets 

are frequently comprised of components that can never be used under Shariah, for instance, 

pork derivatives or alcohol. This is not only a limitation to consumer options but also is 

questionable for trust and safety for the Islamic consumers (Deuraseh & Asli, 2022; Amir & 

Mona, 2013). There is confusion regarding the origin and the processes through which the 

conventional pet products are procured together with the component being used in the 

manufacture of the products if there is no clear halal certification (Saidin & Rahman, 2016). 

Furthermore, in the current generation, ethical aspects of pet’s care have emerged as a decisive 

factor in the Malaysian consumers’ decision-making process, such as humane treatment of 

pets, proper sourcing of pet foods. The existing market situation does not fully meet these 

issues, which only strengthens the demand for halal-endorsed products that are appropriate for 

both belief and moral standards. 

Thus, to caters to this market need, Halal Pet Essentials aims to provide all essential halal 

certified pet foods, is treating and grooming products, and accessories. The food should strictly 

be halal and the production process should also be free from any controversy related to ethics 

of the Muslim culture thus ensuring that it even goes an extra mile in satisfying the needs of 

the pet owners in Malaysia. With this approach, this initiative’s goal is not only the 

establishment of a major market share in the expanding pet care segment but also the creation 

of new benchmarks in the quality of services and products, in addition to high levels of 

transparency and credibility among pet owners. 

 

3. OBJECTIVES 

Halal Pet Essentials has set clear objectives to guide its strategic initiatives: 

a) Market Leadership: To establish Halal Pet Essentials as the leading provider of 

halal-certified pet food and supplies in Malaysia within the next five years. 
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b) Customer Satisfaction: Achieve a customer satisfaction rate of over 90% by 

delivering exceptional products and services that meet the unique needs of Muslim 

pet owners. 

c) Market Expansion: Develop a robust online presence and establish partnerships 

with retail outlets nationwide to maximize market reach and accessibility. 

 

4. METHODOLOGY 

 

Halal Pet Essentials will be established as Enterprise business and the company will be 

managed by competitive experts in the field of operations, finance, marketing together with 

product development and quality control. Most products are halal-certified including pet foods, 

treats, grooming, and accessories as well as services such as home delivery, online vet services, 

and individualized feeding plans depending on the type of pet, its size, and its health problems. 

The target audience includes Muslim pet lovers, consumers who are more conscious with the 

way their animals are fed, animal right activists and buyers who want to expand their stock 

list. Market analysis will be carried out to increase the understanding of the customer needs 

and wants and the market trends to create products and set the marketing techniques right. The 

innovative and main concept of the marketing activities would focus on Digi-Promotion, 

Influencer Marketing and Creative Advertising Campaigns to create Brand awareness and rake 

the Interest of Customers with a Special Focus on the Information about Halal Certified pet 

products and Contribution in Animal Welfare. In financial planning, both fixed and variable 

costs for the initial setup of the business will be outlined along with the expected revenues, 

profitability and the amount of funds required. The next positioning will be unique pricing 

policy based on dynamic pricing matrix, which will combine affordable prices with company’s 

profit, aided by advertising campaigns and cooperation with partners to increase demand. The 

following strategic goals shows the multifaceted strategy of Halal Pet Essentials which is to 

create a competitive advantage for the business to become one of the most significant players 

in the identified market, guaranteeing sustainable progress and satisfied customers, due to 

extraordinary products and services that meet the needs and requirements of faithful Muslims 

who own pets. 

5. RESULTS AND DISCUSSION 
 

Figure 1. Resource Based View Diagram 
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The feasibility analysis underscores a burgeoning demand for halal-certified pet 

products, fueled by an expanding Muslim population and increasing discretionary spending on 

pet care. By applying the RBV theory, Halal Pet Essentials can capitalize on its distinctive 

resources, including halal certification, premium ingredients, and ethical production practices, 

to cultivate a sustainable competitive advantage in the marketplace. Financial projections 

indicate a progressive revenue trajectory, with profitability anticipated within the initial 

operational phase. Strategic alliances with retail partners and digital marketing initiatives are 

anticipated to fortify brand visibility and foster customer loyalty, positioning Halal Pet 

Essentials as a trailblazer in Malaysia's burgeoning halal pet care sector. Resource-Based View 

(RBV) theory can contribute significantly to the growth of Halal Pet Essentials in Malaysia by 

emphasizing the strategic utilization of internal resources and capabilities to achieve 

competitive advantage. According to RBV theory, firms can enhance their competitive position 

by leveraging unique resources that are valuable, rare, difficult to imitate, and non-

substitutable. For example, Halal Pet Essentials can capitalize on their unique capability of 

producing halal-certified pet food and supplies tailored specifically to the needs of Muslim 

consumers. This capability aligns with the increasing demand for halal-certified products in 

Malaysia, where consumers prioritize adherence to Islamic dietary laws. By focusing on their 

unique resources and capabilities in producing halal-certified pet products, Halal Pet Essentials 

can differentiate themselves in the market and cater effectively to the growing segment of 

conscientious Muslim consumers in Malaysia. This strategic approach aligns with the 

principles of RBV theory, which emphasizes leveraging internal strengths to achieve 

sustainable competitive advantage. 

6. CONCLUSION 

 

The penetration of Halal Pet Essentials into the Malaysian market has the possibility of 

bringing drastic changes into the pet care industry. Thus, by offering halal-certified pet 

products the company is not only targeting the niche market but also creating a new trend in 

the industry. This could create competition and innovation among the players in the industry 

thus forcing them to look for similar initiatives or improve on their existing products to suit 

the changing needs of the Muslim market. In addition, the potential market is not only the local 

market but the global halal pet care market, which could make Halal Pet Essentials the market 

leader. With an increasing global consciousness and consumers’ demand for halal products, 

the company’s emphasis on quality, credibility, and customer satisfaction puts it in a good 

standing for global expansion and collaboration. Thus, the unmet needs of Malaysian Muslim 

pet owners can be met effectively by Halal Pet Essentials since it focuses on providing the best 

halal-certified pet products. Through innovation, integrity and consumer trust the company 

aims to set a standard of excellence in halal pet care. With the help of strategic vision, efficient 

operations, and strong adherence to ethical values, Halal Pet Essentials is ready to become a 

successful and rapidly developing company that offers high-quality halal-certified pet supplies 

in the Malaysian market and internationally. 
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