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[bookmark: _Toc236402237]Section 1: International Market Entry Report
[bookmark: _Toc236402238]Introduction and Scope
Tata Consumer Products Limited, hereinafter TCPL, is an Indian Multinational Food and Beverage company with its brands such as Tata Tea, Tetley, Eight O'Clock Coffee, Good Earth, teapigs, Himalayan, Organic India, Tata Salt, Tata Sampann and Capital Foods. In FY2025-2026, the company has consolidated revenue of ₹20,290 crore, had 11,233 employees and served around 4.5 million retail outlets. International operations accounted for 27% of the branded revenue, which was not incidental to TCPL's strategy (Tata Consumer Products, 2026a, 2026b; Teece, 2025). 
The idea of this report is to enter Morocco via a localised Tetley Moroccan Mint Green Tea portfolio. The first collection will be a blend of Tetley's international brand and blending expertise with the Moroccan way of drinking tea, in the form of loose leaf gunpowder green tea, mint flavoured tea bags and top quality herbal infusions. Tetley is the second biggest branded tea company in the world and is available in over 40 countries including the UK, Canada and USA. But in its subsidiary disclosures March 2026 TCPL lists no Moroccan subsidiary, production plant or formal operating platform. Thus, Morocco fulfills the assessment criterion of having no significant operational presence as of 1 June 2026, per Tata Consumer Products (2026c, 2026d), in addition to Lu et al. (2022). 
Morocco is appealing as tea plays a significant part in the daily hospitality and consumption, and because Morocco is also very much dependent on imported green tea. Morocco imported approximately US$254.75 million and 78.97 million kilograms of tea in 2024. Of that total, US$236.82 million came from China, highlighting strong market demand as well as a heavy reliance on a single country of origin. Based on the statistics from World Integrated Trade Solution (WITS, 2026a, 2026b), and Chamchati & El Mabrouki (2025), green tea not in immediate retail package alone represents about US$238.03 million and 76.86 million kilograms, which is a considerable size of domestic blending, packing and distribution industry. 
The core thesis is that whilst there is a legitimate market-seeking and regional-platform opportunity in Morocco, early 100% equity acquisitions would put TCPL at risk of uncompensated institutional, regulatory and cultural risks. A step by step, majority controlled, joint venture with a well-known Moroccan tea importer/blender/distributer is recommended. This would enable TCPL to internalize brand-critical capabilities while leveraging local relationships, regulatory expertise, distribution network and product development capabilities grounded in local culture (Brouthers et al., 2022; Moreira da Silva et al., 2024; Teece, 2025).
[bookmark: _Toc236402239]Organisational Classification and Global Strategy
[bookmark: _Toc236402240]Strategic Categorisation
Bartlett and Beamish's framework of integration-responsiveness has four types: international, global, multidomestic, and transnational. TCPL is best described as a transnational-leaning multinational enterprise, since it exhibits a high degree of ownership advantages that are coordinated globally, as well as a high degree of product and channel adaptations across countries. Central management for corporate governance, major brands, sourcing standards, innovation systems, sustainability commitments and capital allocation. Regional businesses still customize flavour, package size, price, communication and distribution to local conditions, however (Bartlett & Beamish, 2018; Andrews et al., 2023; Lee et al., 2023). 
Examples of global integration include Tetley's shared brand architecture, TCPL's procurement capabilities and the group-wide sustainability standards. Tetley and products from Good Earth are available internationally with certified Rainforest Alliance tea and central corporate resources are invested in quality assurance, product development and brand investment. The centralised capabilities enable TCPL to share the research, sourcing and brand-development expenses amongst the many countries its operates, which creates a scale economy for it that a purely multidomestic company would be unable to reach (Tata Consumer Products, 2026e; Morris et al., 2023; Teece, 2025). 
Response to the local environment is also essential. In FY2026, TCPL continued to grow in the United States, further developed premium Tetley products in the United Kingdom and added more SKUs for Middle Eastern markets. Tetley has long manufactured speciality tea in the U.S. and pack formats appropriate to various local markets in other regions, while in Canada it has been making fortified tea. This variance indicates that TCPL does not just export Indian or British product unchanged globally (Tata Consumer Products, 2026f; Sousa et al., 2024; Solarino & Buckley, 2023). 
However, TCPL is not yet a fully-fledged transnational company. Important brands are geographically local; Tata Tea is strong in India, Tetley is particularly strong in the UK and Canada, and Eight O'Clock Coffee is focused on North America. Foreign subsidiaries provide market knowledge, and a significant number of strategic and financial decisions are still very much headquarters driven. Transnational development is thus an ongoing process whereby central integration and subsidiary initiative must be continually re-balanced (Andrews et al., 2023; Liesch & Welch, 2024; Reilly et al., 2023). 
Morocco would be found out if TCPL can be used to bring in world class expertise without a culturally inappropriate product. The social and symbolic significance of mint tea would be undervalued by a global-standardised approach and a completely multidomestic approach would result in a loss of control over quality and positioning. A transnational approach is better as TCPL can still have its global assurance systems and a Moroccan operation can determine flavour, packaging, language, price architecture and retail relationships (Morris et al., 2023; Edman et al., 2024; Lambarraa-Lehnhardt et al., 2021). 
[bookmark: _Toc236402241]Geographic Configuration and Value Creation
TCPL's current global footprint is a mix of 100% owned subsidiaries, acquisitions, joint ventures and distribution agreements. The group has subsidiaries in the United Kingdom, the United States, Canada, Australia, Poland, Bangladesh, Vietnam and South Africa. International leading brands are Tetley, Eight O'clock Coffee, Good Earth, teapigs, Vitax and Joekels. The setup affords geographic diversification and enables TCPL to have market specific brands, distribution relationships and product knowledge (Tata Consumer Products, 2026c; Lu, et al., 2022; Rumyantseva & Welch, 2023). 
Table 1: TCPL’s International Configuration and Contribution to Competitive Advantage
	Geography/platform
	Principal brands and activities
	Contribution to value creation
	Strategic limitation

	India
	Tata Tea, Tata Salt, Tata Sampann, Organic India, Capital Foods and manufacturing capabilities
	Scale, sourcing, product development, financial resources and Tata-group legitimacy
	Significant dependence on the Indian consumer market

	United Kingdom and Europe
	Tetley, teapigs, Good Earth and Vitax
	Brand heritage, premium tea innovation and European retail knowledge
	Mature tea category and intense private-label competition

	United States and Canada
	Eight O’Clock Coffee, Tetley, Good Earth and teapigs
	Developed-market learning, coffee diversification and large retail accounts
	High promotional expenditure and retailer bargaining power

	South Africa
	Joekels Tea Packers and Tetley
	Local packing, retailer relationships, private-label capability and emerging-market learning
	Region-specific knowledge may not transfer automatically

	Middle East
	Tetley and wider TCPL portfolio through expanding distribution
	Experience in Muslim-majority markets, local pack formats and portfolio extension
	Operations remain less extensive than in established markets

	Proposed Morocco platform
	Tetley Moroccan Mint Green Tea
	North African growth, cultural product innovation and possible regional re-export platform
	Strong local competition, regulation and limited brand awareness


Source: Tata Consumer Products (2026a, 2026c), Andrews et al. (2023), and Lee et al. (2023).
This setup has been greatly influenced by acquisitions made by TCPL. In 2000, the company acquired Tetley, and in 2005, it acquired Good Earth; in 2006 it acquired Eight O’Clock Coffee, and finally acquired an interest in Joekels in 2007. It later formed joint ventures with PepsiCo and Starbucks and, recently, bought Capital Foods and Organic India. The history suggests that TCPL adopts acquisitions in the cases where it needs to build an established brand and distribution channel, and it engages with joint ventures if it requires complementary local capabilities (Tata Consumer Products, 2026g; Brouthers et al., 2022; Teece, 2025). 
A relevant precedent is provided by Joekels. The South African offering is a blend of local packing and retailer expertise with TCPL's tea expertise; Tetley Green Tea is said to have become a category leader within six months of its local launch. While this case does not certify that the same performance would be obtained in Morocco, it does show how TCPL is able to locally embed operations to adapt and scale a global tea brand in an African market (Tata Consumer Products, 2026h; Li & Fleury, 2020; Morris et al., 2023). 
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Figure 1: Tata Consumer Products’ International Value-Creation Configuration
Source: Andrews et al. (2023).
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[bookmark: _Toc236402243]Market and Industry Attractiveness
Morocco is a unique tea opportunity as there is a significant amount of tea consumption, it's deeply rooted in Moroccan culture, and it's almost entirely green tea. Total imports of tea value amounted to US$254.75 million in 2024, and the value of imports of unpackaged green tea was over US$238 million. China's share in the total value of tea imports was about 93 percent while its share in volume of green tea without any packing was over 99 percent. The figures indicate that entry into Morocco is not about trigger: the creation of a new tea habit, but about capturing value within an already large consumption chain (WITS, 2026a, 2026b; Surya & Palanisamy, 2025). 
But, the scale of import does not indicate a simple opportunity to make branded goods. In 2024, Morocco received about US$1.56 million worth of green-tea imports that were immediately packaged for retail. The majority of green tea comes in bulk and is then blended, packaged and sold by Moroccan companies. This makes it difficult for a packaged Tetley brand to compete, especially against local businesses that already have established relationships, where the products are culturally familiar, and where packaging and logistics might also be cheaper (WITS, 2026c; Lambarraa-Lehnhardt et al., 2021; Muchandiona et al., 2021). 
In addition, during 2024 Morocco exported US$73.14 million and 2.38 million kilograms of tea, including over US$27 million in immediately packaged green tea. Gross-trade statistics may not be considered as a measure of domestic tea growing but nevertheless show blending and packing and some regional-distribution facilities. A Moroccan joint venture could thus develop into a platform for Francophone West Africa, Western European markets, and some Middle Eastern markets (WITS, 2026d, 2026e; Lee et al., 2023; Teece, 2025). 
The first product should be called Tetley Atay Nana, using Tetley's master brand that is recognised internationally and Arabic and French words that are understood locally. There should be classic green tea (gunpowder) and mint green-tea bags, as well as premium loose-leaf green tea blends and unsweetened herbal green teas. Studies have shown that taste, aroma, availability, and package form and brand familiarity are responsible for tea selection. Portfolio strategy is also more suitable as consumers do not consume a standardised product and there are variations between tea bags and loose-leaf tea (Sousa et al., 2024; Surya & Palanisamy, 2025; Al Falaha et al., 2024). 
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Figure 2: Morocco Tea-Market Attractiveness–Risk Balance
Source: Chamchati and El Mabrouki (2025).
[bookmark: _Toc236402244]Political and Governmental Environment
Morocco has undertaken investment, infrastructure and private-sector reforms to increase her North African business platform. Agriculture and huge infrastructure investment projects boosted real GDP growth to an estimated 4.9% in 2025, with public investment associated with the 2030 FIFA World Cup likely to continue driving domestic demand. It also reflects a higher level of external confidence, although it does not eliminate firm-level regulatory risk (International Monetary Fund [IMF], 2026; World Bank, 2026; Teece, 2025). 
Political conditions are fairly conducive to foreign investors. Foreign companies can open subsidiaries, branches or invest in local companies. Foreign currency-funded investments enjoy a convertibility regime which allows repatriation of investment income and proceeds from liquidation. This is significant to TCPL as it lowers the dangers of having profits generated by a Moroccan joint venture "trapped" locally (Office des Changes, 2026a, 2026b; Moreira da Silva et al., 2024). 
However, there are administrative complications that go along with public investment and institutional reform. Foreign companies will need to deal with central authorities, customs officials, food-safety authorities and other government or sectoral demands. The IMF also notes the need to enhance the competitive neutrality of the private sector and state-related companies. Therefore, the TCRP should not expect that investment promotion at the national level will ensure speedy operational approvals (Chamchati & El Mabrouki, 2025; Lu et al., 2022; IMF, 2026). 
Geopolitical risks must also be taken into account. Morocco relies on energy imports and other imports and conflict-related freight or energy shocks may impact transport and household purchasing power. The World Bank estimated that growth in 2026 could be lower compared to pre-conflict projections due to recent external conflict conditions. Although Morocco is politically stable (World Bank, 2026; IMF, 2026; Marano et al., 2020), the nation would be directly affected by international tea freight, packaging materials and foreign-exchange movements. 
All of these factors lend themselves to a staged commitment. Partner due diligence, product testing and regulatory preparation should be the first step of TCPL, instead of building an entirely owned facility. Recent internationalisation studies highlight the need to match the time for pursuing external opportunities with the time of capability development. Too quick a commitment can lead to organisational asynchronicity, where the commercial expansion outpaces regulatory and operational learning (Liesch & Welch, 2024; Rumyantseva & Welch, 2023; Brouthers et al., 2022). 
[bookmark: _Toc236402245]Economic and Financial Environment
The macro-economic context in Morocco is overall positive and socially differentiated. The International Monetary Fund (IMF) forecasts the growth of real GDP in 2026 at 4.4%, while the World Bank's July 2026 estimate is around 4.2%. Overall, inflation in 2025 was just 0.8%, easing the immediate strain on food and beverage budgets. Nevertheless, official unemployment levels were around 13% in 2025, while labour underutilisation in general hovered around 22.5%, reflecting that growth in the country does not necessarily equate to growth in purchasing power at a household level (IMF, 2026; World Bank, 2026). 
The economic implication is that the entire portfolio should not be seen as a premium imported tea. While there are wealthier urban groups in Casablanca, Rabat, Marrakech and Tangier, tea is also a daily necessity in Morocco. Thus, a multi-tiered structure is essential: a base product that can be sold at a competitive price and a high-value product that is traceable, herbal and with a sustainable packaging (Sousa et al., 2024; Surya & Palanisamy, 2025; Shin et al., 2021). 
Morocco's reliance on imported tea provides both opportunity and exposure. Initially, TCPL might buy gunpowder tea, green tea, and tea that is prepared and packaged in China by approved suppliers, as this corresponds to the taste and supply habits of Moroccans. It would be strategically wrong to try and substitute Indian black tea or green tea for Chinese tea because TCPL is Indian. India accounted for just about US$4.21 million out of Morocco's tea imports in 2024, with China providing over US$236 million, indicating a long-standing supply dynamic (WITS, 2026a; Kohler & Wunderlich, 2022; Solarino & Buckley, 2023).
TCPL's value proposition is its ability to manage a multi-origin supply chain, rather than impose ingredients from the home country into each market. The company could import the raw tea from abroad, blend and pack in Morocco, and add more value to the tea by adding mint, herbs, packaging, marketing and distribution processes. This would be a win-win strategy that would bring global sourcing efficiency with a local legitimacy and lower landed costs of shipping finished retail packs (Lee et al., 2023; Morris et al., 2023; Hult et al., 2020). 
Risks associated with the exchange rate and commodity prices are still high. The revenues would be paid in Moroccan dirhams and the tea, packaging machines and certain inputs would be paid for in dollars, yuan, euros or British pounds. Forward contracts should be used as appropriate, currency adjustment clauses incorporated and there should be a limited stock of launch inventory at TCPL. Prices of the products should be declared through a transparent cost band, as frequent price changes could erode consumers' confidence in food products that are bought often (Teece, 2025; Kong et al., 2025; Milligan et al., 2025).
[bookmark: _Toc236402246]Legal and Regulatory Environment
The first, crucial entry condition is food regulation. Law 28-07 provides for a food-safety control system carried out by Morocco's National Office for Food Safety (ONSSA). Documentary, identity, physical and, if required, analytical checks are performed on imported plant and food products. This means that regulatory preparation can be a strategic capability and not an administrative afterthought, as a shipment could be delayed or rejected or not be allowed to enter the domestic market if it is not compliant (ONSSA, 2026a, 2026b; Teece, 2025). 
There are also product-specific regulations for tea. The quality and health safety of marketed tea is regulated by Decree No. 2-13-711 and the Ministerial Order No. 3231-15 regulate the chemical characteristics. Thus, before launching, TCPL would have to test the composition of tea, pesticide residues, contaminants and relevant quality parameters. Its joint-venture agreement should specify which party is responsible for laboratory testing, regulatory files, batch release and product recalls (ONSSA, 2026c; Lee et al., 2023; Reilly et al., 2023). 
Import documentation can encompass the customs declaration, commercial invoice, packing list, transport document, sanitary document and evidence of origin and/or geographical indication. To avoid delays or blockage at border-inspection posts, ONSSA recommends importers always verify requirements prior to shipment. Prior to commercial launch, a regulatory trial shipment should be conducted by TCPL, which is not achieved here. 
Food labelling can be in French or Arabic; it must contain the country of origin. Metrics must be used, and day/month/year production/expiry dates should be used in the local format. However, a bilingual French – Arabic package would be better than the use of only one permitted language since it would maximize consumer accessibility and show cultural commitment (International Trade Administration, 2025a; Edman et al., 2024; Solarino & Buckley, 2023). 
While plain tea is halal, TCPL should not be overzealous regarding halal claims. For flavoured, sweetened or processed ready-to-drink waters, certification can come into the picture and can help build consumer confidence when processes are not obvious. Earlier studies have revealed that Halal brand image, perceived quality and perceived trust have an impact on purchase intention for foreign food products, but evidence from other countries with a majority Muslim population cannot be directly applied to Morocco without the addition of local evidence (Pradana et al., 2024; Sungnoi & Soonthonsmai, 2024; Solarino & Buckley, 2023). 
Protection of IP should start prior to public market testing. TCPL should be registered Tetley, the proposed sub-brand names, bilingual packaging components and unique trademarks. The joint venture will also need to safeguard blending formulas, quality manuals, supplier information and customer data. Internalisation is especially crucial when the quality of the product or brand image is at stake due to a partner's inability to comply (Dunning & Lundan, 2008; Narula et al., 2019; Brouthers et al., 2022). 
Table 2: Critical Political, Economic, Legal and Cultural Factors
	Factor
	Opportunity for TCPL
	Principal risk
	Required strategic response

	Political
	Investment reforms, infrastructure spending and foreign-investment convertibility
	Administrative complexity and geopolitical commodity shocks
	Phased investment, regulatory mapping and scenario planning

	Economic
	Large tea-import market, low recent inflation and urban growth
	Unemployment, price sensitivity, exchange-rate and freight exposure
	Tiered pricing, local packing, hedging and controlled inventory

	Legal
	Clear tea-specific and food-safety framework can reward reliable brands
	Import delays, analytical testing and bilingual labelling requirements
	ONSSA-approved systems, local compliance team and trial shipment

	Cultural
	Tea is integrated into hospitality and everyday social interaction
	Rejection of foreign interpretations of Moroccan mint tea
	Local co-creation, Arabic/French branding and Moroccan sensory testing

	Competitive
	Fragmented branded opportunity and possible modern-retail growth
	Entrenched local packers and China-dominated supply
	Partner with an established blender and differentiate through trust

	Digital
	E-commerce can support discovery, subscriptions and gifting
	Grocery fulfilment costs and channel conflict
	Integrated retailer partnerships rather than online-only entry


Source: WITS (2026a), ONSSA (2026a), and Wang (2025).
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In Morocco, mint tea is not just a utilitarian drink; it is linked to hospitality, family dynamics, business meetings, and even social identity. Thus, TCPL should not convey the message that Tetley is bringing the mint tea to Morocco. This type of messaging would be considered culturally insensitive. Edman et al., 2024; Khanna, 2021; Emile et al., 2021 argue for the stronger proposition that Tetley has brought global tea knowledge to a Moroccan tradition, the sensory authenticity of which is left to local tea specialists to decide. 
Consumer testing should cover such issues as tea colour, aroma, bitterness, intensity of mint flavour, brewing strength, amount of sugar used, package size and whether loose tea or bagged tea is preferred. Research in the tea field has shown that taste expectation can be modified by contextual and visual clues and modern consumer studies have found that flavour, aroma, price and availability are major factors in purchasing. Therefore, a technically good blend can fail if the colour and/or aroma is not as per local learning (Sousa et al., 2024; Surya & Palanisamy, 2025; Lambarraa-Lehnhardt et al., 2021). 
It is also important for TCPL to be aware that Moroccan customers appreciate local origin and authenticity even when raw tea is imported. Consumer research in the major cities of Morocco revealed that there were interesting segments that appreciate local origin, quality and sustainable production. Therefore, Tetley needs to focus on promoting Moroccan blending and Moroccan mint as well as highlighting the British origin of the corporate and employment of locals for the development of products, rather than relying on the British heritage and corporate origin (Lambarraa-Lehnhardt et al., 2021; Muchandiona et al., 2021; Edman et al., 2024). 
It is also crucial to adapt the language. Arabic is an official language and Darija is very widely spoken, while French still plays a role in business and formal business correspondence. French-only advertising risks being seen as socially limited and literal translation from English can lose the cultural nuances. For consumer-facing material, Arabic and French should be used, with campaign language in Moroccan professionals' (Darija) for the International Trade Administration (2025b) and Solarino & Buckley (2023) and Edman et al. (2024). 
Reputation, personal contact and ongoing trust are also important in nurturing business relationships. In particular, the International Trade Administration guidance outlines the need for a reputable local partner and sensitivity to culture for successful selling in Morocco. In addition to warehouse capacity and retailer coverage, therefore, a partner ought to be assessed for regulatory reputation, supplier treatment, relationships and ethical conduct (International Trade Administration, 2025c; Lu et al., 2022; Chamchati & El Mabrouki, 2025). 
Digital channels need to complement retail distribution. Customers can find flavours online, compare products, or buy gifts, but the daily tea use is dependent on the availability of supermarkets, neighbourhood stores and wholesalers. Omnichannel research reveals that simply creating an online channel doesn't necessarily mean seamless integration and can lead to higher fulfilment costs and channel conflicts. TCPL should focus on linking its website and social media to the availability and promotion of its local retailers as well as recipes and loyalty programmes, rather than trying to bypass local retailers (Mrutzek-Hartmann et al., 2022; Milligan et al., 2025; Wang, 2025). 
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Dunning's eclectic paradigm suggests that FDI would be most suitable if the company has transferable ownership advantages, the host country offers appealing location advantages and internalisation of activities adds more value than licensing or arm's length contracting. The framework cannot be applied mechanically as the extent of each advantage varies product to product depending on the market and the proposed activity (Dunning & Lundan, 2008; Narula et al., 2019; Brouthers et al., 2022).
[bookmark: _Toc236402249]Ownership Advantages
The first ownership advantage for TCPL is that of the international brand heritage and tea category credibility of Tetley. Tetley has a history of over 180 years, and is present in more than 40 countries with significant market shares in the United Kingdom, Canada and the United States. This will give a higher credibility than if it is an unknown entrant, but Moroccan consumers may not know the brand at first (Tata Consumer Products, 2026d; Lu et al., 2022; Edman et al., 2024). 
Additional benefits include the ability to source tea globally, blending capabilities, quality systems, sustainability standards, innovation and the financial resources of TCPL. In FY2026, consolidated EBITDA was around ₹2,815 crore and revenue grew by 15% which provided the company with the ability to fund a controlled international pilot. TCPL can also be used to transfer knowledge from premiumisation in the United Kingdom, green-tea success in South Africa and product localisation in other international markets (Tata Consumer Products, 2026a, 2026f; Morris et al., 2023; Teece, 2025). 
The limitation is that there are context-dependency of ownership advantages. British brand heritage can be interpreted as quality by some urban consumers but cannot replace what is authentic in terms of taste in Morocco. TCPL needs to rethink its capacity based on local knowledge and not just international scale, which also provides legitimacy (Solarino & Buckley, 2023; Lu et al., 2022; Lambarraa-Lehnhardt et al., 2021). 
[bookmark: _Toc236402250]Location Advantages
Morocco's comparative advantages include high tea demand, existing import facilities, packing facilities available in Morocco, geographical closeness to Europe and access to larger African markets. The country's tea exports indicate that local enterprises have already the capacity to add value to the imported tea and market it abroad. The platform opportunity is further enhanced by economic growth and investment in infrastructure (WITS, 2026d; IMF, 2026; World Bank, 2026). 
In addition, the cultural association with mint tea also gives the market an innovation location advantage. A Moroccan subsidiary could engender flavour, packaging and occasion-based knowledge pertinent to the North African and Francophone markets. Modern multi-national studies prove that foreign units are knowledge producers and not just executing instructions from headquarters (Morris et al., 2023; Andrews et al., 2023; Lee et al., 2023). 
Location disadvantages are the dependence on imported bulk tea, strong incumbent relationships, price sensitivity and large mass market. Thus, Morocco is more attractive as a demand, adaptation and regional-distribution location than as an immediate source of raw tea. TCPL should import appropriate leaves and search for blending, packing, marketing and distribution increasingly in Morocco.
[bookmark: _Toc236402251]Internalisation Advantages
Product specifications, approved sourcing, safety testing, masterbrand standards, consumer data and strategic decision-making should be within TCPL. The risk with licensing the Tetley name to an unrelated importer is that there could be short-term sales goals that may come at the expense of quality, traceability and long-term brand equity. When food sector failures occur, trust can be quickly lost, and consumers may not be able to assess numerous safety and quality attributes on their own (Dunning & Lundan, 2008; Sungnoi & Soonthonsmai, 2024; Al Falaha et al., 2024). 
However, in the first phase complete internalisation is not required. Access to the market through a Moroccan partner can be done more efficiently with regard to retailer access, regulatory communication, warehousing, procurement and culture. The best option is thus Selective Internalisation via the majority control Joint Venture, where TCPL keeps control of the brand critical assets and the majority of the activities are carried out in a shared manner (Brouthers et al., 2022; Chamchati & El Mabrouki, 2025; Moreira da Silva et al., 2024). 
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Figure 3: OLI Framework for Tetley’s Proposed Moroccan Entry
Source: Tata Consumer Products (2026a).
[bookmark: _Toc236402252]Entry-Mode Strategy and Strategic Synthesis
[bookmark: _Toc236402253]TCPL’s Historical Entry-Mode Pattern
TCPL has not been using a single entry mode. It has international experience in exports, wholly owned subsidiaries, acquisitions & minority investments and joint ventures. The Tetley, Good Earth, Eight O'Clock and Vitax deals brought brand names and packing and market expertise, while the Joekels investment provided local packing and market expertise. The Tata Starbucks is an example of a joint venture, in which both parties bring unique resources (Tata Consumer Products, 2026g; Brouthers et al., 2022; Andrews et al., 2023). 
TCPL's recent acquisitions of Organic India & Capital Foods also highlight the company's approach of leveraging equity to gain brands and capabilities. But an acquisition strategy is most attractive if an appropriate acquisition candidate has some great IP or category leadership. It is possible that in Morocco, an immediate large incumbent acquisition could lead to integration challenges and unknown regulatory/commercial risks before TCPL fully grasps the market (Teece, 2025; Reilly et al., 2023; Lu et al., 2022).
[bookmark: _Toc236402254]Comparison of Entry Modes
Limited product testing could be accomplished by direct exporting which would involve the least amount of capital. But locally packed tea would be a rival to finished imported packs, and would offer less cultural adaptation and less control over retail execution to TCPL. Pure exporting is not coherent with the value of the green tea industry since the value of the immediately packaged imports is negligible compared to bulk imports (WITS, 2026b, 2026c; Brouthers et al., 2022). 
Licensing and/or franchise would decrease investment, while allowing access to local capabilities, with the downside of compromising flavour, quality, marketing and food-safety compliance. Licensing is especially appropriate when the entrant's differentiation is based on more than just proprietary equipment and includes a sense of trust and repeat purchases (Sungnoi & Soonthonsmai, 2024; Pradana et al., 2024; Al Falaha et al., 2024). 
A 100% Greenfield subsidiary will enable us to have the maximum level of strategic control while also ensuring that we receive 100% of the profits going forward. However, TCPL would have to build relationships with retailers, regulation know-how, recruit in the local market, blend the product, and know the consumer market on its own. This would lead to greater time, foreignness capital exposure and liability (Lu et al., 2022; Moreira da Silva et al., 2024; Liesch & Welch, 2024). 
This would give instant infrastructure and distribution through a Moroccan tea business. But it may be costly and complex to integrate, particularly if the target's own brands are incompatible with Tetley, or the target's systems have not been built to TCPL's standards. Acquisition should continue to be an option in the future, when TCPL has gained relevant market knowledge and a target firm that is compatible in terms of compliance, governance and brand (Reilly et al., 2023; Teece, 2025; Andrews et al., 2023). 
Table 3: Weighted Evaluation of Entry Modes
	Decision criterion
	Weight
	Export/distributor
	Licensing
	Wholly owned greenfield
	Acquisition
	Majority joint venture

	Product and brand control
	20%
	3
	2
	5
	4
	4

	Local market knowledge
	20%
	2
	4
	2
	5
	5

	Regulatory capability
	15%
	2
	3
	2
	4
	5

	Capital-risk management
	15%
	5
	5
	2
	1
	3

	Speed and distribution access
	15%
	4
	4
	2
	5
	4

	Long-term strategic learning
	15%
	2
	2
	5
	4
	5

	Weighted score out of five
	100%
	2.90
	3.25
	3.10
	3.90
	4.40


Scoring: 1 = very weak; 5 = very strong.
Source: Lu et al. (2022).
[bookmark: _Toc236402255]Recommended Mode: Majority-Controlled Joint Venture
TCPL should form a joint venture with a Moroccan tea importer, blender, packer or fast-moving-consumer-goods (FMCG) retailer, where they control the venture by 60:40 or 51:49 ratio. TCPL should have the majority ownership percentage, with the exact percentage to be determined based on the valuation and due diligence to comply with regulations, given that TCPL is contributing the international brand, technical systems and strategic capital. The local partner needs to have a high enough material share to ensure that they are incentivized to transfer knowledge and to commit (Brouthers et al., 2022; Chamchati & El Mabrouki, 2025; Moreira da Silva et al., 2024). 
TCPL should manage product specifications, supplier approval, quality assurance, brand use and digital data, sustainability claims, senior finance appointments, and big capital decisions. The Moroccan partner to be responsible for regulatory liaison, local recruitment, negotiation with retail, logistics and Arabic/French communication and local sourcing of ingredients. Contractual provisions of reserved matters, audit rights, anti-corruption provisions, intellectual-property protection, dispute-resolution procedures should be in place.
A formal due-diligence scorecard should be used for partner selection, including ONSSA compliance, product-recall history, financial stability, retailer coverage, warehousing, management reputation and related-party relationships and environmental performance. Interorganisational trust is valuable, but does not replace governance and partner capability which is verifiable (Lu et al., 2022, Edman et al., 2024; Teece, 2025; international alliance research). 
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Figure 4: Recommended Phased Moroccan Market-Entry Roadmap
Source: Brouthers et al. (2022), and Teece (2025).
Testing should be done of 3 or 4 products (not an entire product line) in Phase 1. Sweetness expectation, brewing colour, mint intensity and package format are factors for consumer panels to compare. Modern retail stores and neighbourhood stores should be covered in sales tests as otherwise evidence would not be representative of the tea market in Morocco as a whole, and only in the supermarket. Aided brand awareness, trial, re-purchase, retailer re-order rate, gross margin and regulatory compliance should be included in performance indicators.
Local blending and packing should be started during Phase 2 once demand has been validated. It could start importing bulk green tea that has been approved, and buy mint, selected herbs and some packaging locally. This would decrease freight on finished products, help to tell local-employment stories and generate quicker product adaption. TCPL should not, however, overstate the terms “Made in Morocco”, and the country of origin communication should be transparent (Lambarraa-Lehnhardt et al., 2021; Edman et al., 2024; Sousa et al., 2024). 
Large supermarket, wholesalers, neighbourhood retailers, hospitality customers and e-commerce should be all incorporated in the channel strategy. Digital media is a way to show preparation techniques, provide sourcing information and/or subscriptions or gifts. However, there are also economic considerations for omnichannel investment, as online growth can lead to higher fulfilment expenses and conflicts may arise when selling the same product at varying prices in different channels (Milligan et al., 2025; Kong et al., 2025; Wang, 2025). 
The brand statement that was proposed is: ‘Tetley Atay Nana: global tea expertise, blended for Moroccan moments’. This placement strives to be both international and cultural. Packaging should steer clear of stereotypical and/or exoticised representations of Morocco. There should be participation of local designers, tea preparers and consumers in development and marketing should be approved by a Moroccan cultural-review panel.
TCPL needs to have explicit stop/ revise/ expand criteria. Increasing product volumes should only occur when repeat purchase, reordering by retailers, product compliance and unit economics are all above specific limits. If consumers reject the Tetley brand name, but accept the product, TCPL may need to strengthen its local brand. In cases of compliance failure or partner-governance failure, the company should stop the growth or take contractual exit actions, and not bear sunk costs (Liesch & Welch, 2024; Reilly et al., 2023; Teece, 2025).
[bookmark: _Toc236402256]Conclusion and Recommendations
Morocco is an appealing market for TCPL, but challenging from an institutional perspective. It has imported nearly 79 million kilograms of tea every year and has a well-established green and mint tea culture and already has a significant blending, packing and re-export plants. The opportunity is thus sufficiently large enough that it is worthwhile to make a formal market entry, but its value can not only be captured by unadapted exports (WITS, 2026a, 2026b; IMF, 2026). 
TCPL is a transnational-leaning multinational company that has centralised brand, sourcing, innovation and quality capabilities, which are its competitive advantage, and market level adaptation. Ownership advantages are provided by Tetley's reputation, global tea expertise, sustainability systems and TCPL's financial resources. To Morocco, the location benefits are provided in the form of demand, culture of tea, packing facilities, and connectivity to the region. Protection of the product quality, trust of consumers and the brand is required via internalisation, however the access of local knowledge will be lost if it will be owned.
The final recommendation is to enter Morocco through a phased, majority-controlled joint venture with an established Moroccan importer, blender and distributor. TCPL should:
1. Register the Tetley brand and proposed sub-brands before public testing.
2. Complete ONSSA, tea-composition and labelling compliance before commercial shipment.
3. Launch a narrow Tetley Atay Nana portfolio using Arabic and French packaging.
4. Co-create flavour, colour, aroma and package size with Moroccan consumers.
5. Begin with controlled distribution in Casablanca and Rabat.
6. Move to local blending and packing only after repeat demand is demonstrated.
7. Retain control over quality, sourcing, brand use, data and major investment decisions.
8. Develop Morocco into a regional platform only after domestic profitability and governance are proven.
This entry mode is more flexible than exporting, licensing or immediate Greenfield investment or acquisition, but provides more control than the latter entry modes. It also furthers TCPL's transformation from a series of brands spread across the globe to a more tightly-knit transnational business with the ability to innovate in culturally unique global markets.














[bookmark: _Toc236402257]Section 2: Kolb Reflective Account
[bookmark: _Toc236402258]Concrete Experience
My assignment was to find out if Tata Consumer Products should or shouldn't enter Morocco and if it does what should it do to enter Morocco. First, I divided the task into 4 parts; Organisational Strategy, Country Analysis, OLI application, Entry-Mode comparison and recommendations. I chose Tetley's Moroccan mint-green-tea portfolio as the choice would raise a particular strategic question and not simply talk about TCPL's product offerings in general.
The data I collected were from TCPL's annual report for FY2025–2026, subsidiary disclosures, official brand pages and financial announcements. The data used was information from the host-country, which was gathered from the IMF, World Bank, Morocco's Office des Changes, ONSSA, and international trade information and guidance. These facts were analyzed by using internationalisation, foreignness, consumer-culture and omnichannel theories from peer-reviewed literature. This was in line with the assessment requirement of blending public evidence and theory.
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Figure 5: Application of Kolb’s Experiential Learning Cycle
Source: Kolb (2015).
[bookmark: _Toc236402259]Reflective Observation
First I thought it was possible for TCPL to do business in Morocco via a distributor exporting Tetley mint-tea bags. This approach appeared to be easy and risk-free in the case of Morocco where consumption of high tea is high. However, this was not the case after looking at the trade data. Local blending and packing plays a key role in the structure of the market as most green tea imports are in bulk and not in ready-to-sell packages. Therefore, the export strategy for a finished product would disregard the creation of value.
I also originally believed that the Chinese dominance was a barrier for market entry. After some more thought, it was recognised as a fact of sourcing life instead of a market no-go area. That does not mean that TCPL has to stop using Chinese green tea and use Indian tea instead for value creation. It can leverage its expertise in supplier selection, blending, safety, branding and distribution with a grade of tea to meet Moroccan expectations. This separation was useful in separating corporate nationality from strategic sourcing for me.
Cultural analysis was more challenging than statistical analysis. While it was easy to say that mint tea is important in Morocco, such a simple statement did not provide the answer as to how TCPL should act. At some point I realized that there is a shift in the communication position of the entrant because of the cultural importance. It's not as if Tetley is claiming to be the first or modernising a Moroccan tradition. It needs to look like an expertise, where Moroccan consumer and employees still have the power over authenticity.
[bookmark: _Toc236402260]Abstract Conceptualisation
Using the integration–responsiveness model altered the classification of TCPL. First, I thought that it was a worldwide one as it has brands in several countries. But geographic reach is not enough to make a global strategy. TCPL focuses on centralisation of major capabilities, and differs products, brands and channels across countries. Hence I decided to label it transnational-leaning, instead of global.
The OLI framework proved to be most helpful when the three components were all taken together. TCPL possesses some considerable ownership advantages; Morocco has location advantages, so direct investment is warranted. An advantage of internalisation is control of the quality and brand. However, not all activities are necessarily 100% owned. If there are vital capabilities that need protecting, and local knowledge to be obtained, then internalisation through a joint venture can be the option.
The entry-mode analysis also indicated the constraints of mimicking the past actions of the company. TCPL has had acquisition success, however, this will not necessarily work in Morocco. Entry modes should be sensitive to the availability of targets, cultural differences, regulatory restrictions, capital risk and the type of resource sought. The most balanced was a majority joint venture as the firm requires control and local embeddedness.
[bookmark: _Toc236402261]Active Experimentation and Action Plan
I will start with an evidence matrix for future assignments, which links each requirement with company evidence, evidence from the host country and theory and a counter argument. This should help to manage the collection of descriptive information. In addition, I'll note when it was published and what type and potential bias of the source it is when it is first picked up.
I will test explicitly my initial assumptions. For instance, I might state my initial thesis, e.g., “exporting is the most suitable mode”, and actively look for evidence which would disprove it. This will diminish confirmation bias, and generate real, critical analysis.
I will also come up with recommendations with implementation requirements. Recommendation should include: Ownership, Location, Product, Timing, Decision Rights, Risk, Milestones and Exit Conditions. The joint-venture recommendation for this assignment was no longer a statement, but rather a planned strategy with the introduction of a phased roadmap.
Lastly, I will discuss constraints in a more systematic way. But partner valuations, retailer margins, detailed customs costs and city-level consumer preferences are not available in the public information. To be noted that TCPL would need to conduct Primary Sensory research, Legal Due Diligence, Partner Audit and Financial Modelling before a real investment would take place. This understanding of the constraints reinforced the final recommendation; it showed what management needs to have confirmed prior to making significant capital investment.
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