AFRICA’S NEXT VALUE CREATION STORY

Building African-Owned Tea
Brands

From bulk commodity to distinctive, trusted and
globally desired consumer brands.

Strategy deck ¢ 2026




The Current Tea Landscape

Bulk Export Reality Value Addition Opportunity

Africa produces over 30% of global tea exports, led by Kenya, Rwanda, Foreign multinational blenders and distributors package and brand
Malawi, and Uganda. However, over 95% is exported in raw bulk form African tea abroad, capturing over 90% of final retail margins.
through auctions at commodity pricing, leaving producers vulnerable Developing origin-packaged brands keeps high-value economic

to market shocks. returns within Africa.



Key Regions & Terroirs

Unique Provenance

Africa boasts world-class tea terroirs—from Mount Kenya’s volcanic soil to

Rwanda’s high-altitude misty ridges and South Africa’s unique fynbos flora.

Building global origin recognition enables African teas to command

premium positioning, akin to fine wines and single-origin specialty coffees.




PRODUCT TRUTH

Quality must make the brand believable

Premium branding cannot compensate for inconsistent cup quality.
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The Value Addition Gap

Reclaiming Profit Pools

Bulk black tea sells at approximately $2.50 to $3.50 per kg at local export
auctions. In contrast, branded single-origin packaged tea commands between
$35 to $80+ per kg in Western specialty retail outlets.

Capturing this value gap locally transforms smallholder farmer livelihoods and

Value Creation Multiple

funds local manufacturing infrastructure.




Global Growth Opportunities

Organic Certified Teas 8.9% CAGR

Herbal & Fruit Infusions 11.6% CAGR

Pyramid Tea Bags / Retail Box

Conventional Bulk Black Tea

Global consumer demand is rapidly shifting toward functional wellness, single-origin narrative, and organic teas—presenting African specialty producers with high-

margin growth vectors.



Single-Origin Teas

A Terroir Storytelling: Highlighting elevation, volcanic soil, and zero-pesticide

growing conditions to establish premium craft identity.

Orthodox Processing: Shifting beyond CTC (Crush, Tear, Curl) to whole-leaf

orthodox, green, and white tea processing methods.

& Exclusive Cultivars: Commercializing unique tea varieties like Purple Tea—

rich in anthocyanin antioxidants and unique to East Africa.




Africa grows the tea. The bigger prize is owning the consumer.

Brand ownership captures more of the margin, customer data, loyalty and long-term enterprise value.

Move beyond bulk

Convert quality leaf into branded, packaged and differentiated products.

Own the story

Make origin, people, terroir and African creativity visible to consumers.

Own the route to market

Build direct retailer, distributor, e-commerce and foodservice relationships.
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THE OPPORTUNITY

African tea can compete on more than price.

ORIGIN FORMAT EXPERIENCE

Tea bags, loose leaf,
specialty, RTD &
infusions

Taste, design, ritual,
gifting & hospitality

Single-estate, regional
and country Origin

Tell where it comes from. Sell for occasions. Create desire.

Strategic shift: sell meaning + quality + convenience — not only kilograms.



Start with a sharp brand positioning

A strong brand is a promise to a specific consumer — not a logo.

Choose priority consumers: modern African households,
wellness seekers, diaspora, premium global tea drinkers.

Own a credible edge: origin, taste profile, specialty cultivar,
farmer story, sustainability or design.

Define the job: energize, connect, relax, celebrate heritage,
support wellbeing or deliver everyday value.

Express one memorable proposition that product,
packaging, service and communications can repeatedly
prove.
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Build a brand architecture that can travel

Use a masterbrand with disciplined tiers rather than a collection of disconnected SKUs.

Accessible black tea / everyday chai — scale and penetration.

Single-origin, orthodox, green and purple teas — margin and
credibility.

Herbal and botanical infusions — recruit new occasions.

BLACK TEA g GREEN TEA

RICH & DISYINCTIVE AErnrininG
NATURALLY COOD

Gift boxes, hospitality formats and ready-to-drink — visibility and
trial.

05



PRODUCT TRUTH

1 Define sensory signatures

Taste profiles by market and occasion.

2 Standardize relentlessly

Blend, pack and test against specifications.

3 Innovate from African assets

Purple tea, orthodox, botanicals and local flavor cues.

4 Prove Origin

Traceability, responsible sourcing and credible claims.




Look African — without becoming a cliché

Create contemporary identities rooted in real places, people and product truths.

Distinctive assets Own colors, symbols, typography and pack shapes that are ! A'S
recognizable at 3 metres \F [’l( A’SSE INES i T
HER TOMORROW
Origin narrative Make farm, altitude, cultivar, maker and community tangible

— concise and verifiable.

GOOOD TEA
BRIGHTER PEOPLE

Shelf navigation Use strong hierarchy: brand = variant - benefit > format.
Design for physical and digital thumbnails.

Cultural confidence Express modern Africa with craft, ambition and global
design standards.
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Win distribution before scaling advertising

Brand demand dies when consumers cannot easily find the product.

Home market Regional Africa
Win credibility and repeat Use distributors + modern
purchase in selected African trade + AfCFTA-enabled
cities. expansion.

Principle: prove velocity in a few markets, then replicate the playbook.

Diaspora
beachheads

Target communities already
familiar with African origin
and chai culture.

Premium global

Specialty retail, foodservice,
gifting, marketplaces and
selective supermarket
listings.
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DEMAND CREATION

CONTENT CREATORS SAMPLING

Short-form stories about taste, origin, Chefs, athletes, wellness voices and Retail tastings, offices, hotels,
preparation and people. diaspora storytellers with real relevance. universities, events and travel hubs.
COMMERCE PR & TRADE COMMUNITY

Retail media, marketplaces, bundles,
subscriptions and CRM to convert
interest.

Awards, tea expos, chefs, buyers and Turn tea rituals into social moments
origin-led media stories. consumers want to share.



Build capabilities, not just campaigns

African brand ownership requires commercial discipline across the value chain.

Consumer research isr;[r:?)t\?ai\i/o&n Quality systems Distributor
Category Design Flexible management
intelligen kin Key accounts

€ ge- c.:e governance pac g Y
Market sizing Traceability E-commerce

Content engine

Govern through one cross-functional “brand growth team” accountable for consumer, P&L and execution.

SKU economics
Working capital
Growth
investment
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Measure brand value creation, not shipment volume alone

A branded strategy should improve margin quality, repeat purchase and customer power over time.

Awareness ® consideration e distinctiveness

Trial ® repeat  household penetration ¢ NPS

Numeric distribution e weighted distribution e shelf share e velocity
Reach e conversion ¢ CAC ¢ repeat rate ® owned audience

Gross margin ¢ contribution e working capital ¢ ROIC
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90-DAY AGENDA

0-30

Choose

Priority markets ¢ consumer e
positioning ® hero products

31-60

Build

Product specs e identity ® packaging
e channel partners ® economics

61-90

Prove

Pilot launch e sampling e retail
execution e digital demand ¢ learn &
iterate

North star: African tea brands that are proudly owned, globally desired and economically valuable.



Challenges & Solutions

Key Industry Obstacle Strategic Solution Target Outcome

High-Grade Packaging Sourcing Regional packing hubs & tax relief on packaging imports Export-grade shelf life & aroma retention
Capital & Processing Machinery Impact investment funds & AfCFTA trade financing Modern orthodox & blending equipment
High International Freight Costs Consolidated trade logistics & regional hubs Competitive landed cost structure overseas

Low Overseas Brand Equity Joint export promotion & origin country marketing Commanding premium tier price points



Selected evidence informing the strategy

1. Kenya Export Promotion & Branding Agency (2024): Tea packaging and value addition of Kenya tea.

2. Kenya National Assembly (2025): Inquiry into the pricing of tea in Kenya — market expansion and value addition recommendations.
3. Afreximbank, African Trade Report 2024: East Africa export potential and tea opportunity within Africa.

4. Equity Group / Palais des Thés (2026): Kenyan specialty tea farmers gain direct access to premium global markets.

5. Mordor Intelligence (2026): Africa tea market — premium leaf and value-addition trends.

Discussion question: What would it take for an African-owned tea brand to become a top-three brand in its chosen
market?
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