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INTRODUCTION

Scope
Key findings

WHY UNILEVER WANTS OUT OF TEA

Why is Unilever eager to sell most of its tea business?
The market for black tea is not what it used to be
The inability to gain share in the largest markets was especially critical
Herbal teas are the dominant source of growth in developed countries
Unilever has not kept up with the wider shift towards premium
The RTD exception: why Unilever is staying involved
Why Unilever wants to become a regional tea company

THE NEW LANDSCAPE OF TEA

Forces driving fragmentation in the tea market
Map: only Unilever holds more than regional sway in global tea
The break-up of Unilever tea operations will further fragment the market
The move to e-commerce will further erode share of the big players
Why hasn’t tea gone the way of the consolidating coffee market?
The future of tea foodservice looks set to remain divorced from retail
RTD will remain largely under the control of soft drinks companies

THE KEY REGIONAL PLAYERS

No one exerts control over the massive Chinese market
ITO EN tries to move globally from a fragmented Japan
Orimi Trade creates an effective block to foreign brands in the CIS
Tapal maintains a wide lead in the growing Pakistani market
Teekanne rides the herbal wave
New Unilever will be a potent regional player
ABF and Ahmad: the last of the global players

CONCLUSIONS

Conclusions: the new world tea order after Unilever

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.
Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.
Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/after-unilever-the-fragmented-new-world-order-
of-global-tea/report.


