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Hassan Sentissi  El  Idrissi 
P R E S I D E N T,
M O R O C C A N  E X P O R T E R S  A S S O C I AT I O N 
( A S M E X )

VOICE OF
EXPERIENCE

ASMEX tries to provide high added-value support for exporters 
through a wide range of services and initiatives.

BIO 

Hassan Sentissi is the chairman of several companies including Radi Kolding, 
Copelit, Novadeira Maroc, Pescaibu, SMP Tarpon, Pescarif, SAP Nassim, SAP 
Jawhara, Badr El Bahr, Damsa, and Tissir Port. He is President of FENIP, ASMEX, 
ANAFAP, and AFIEX, a member of the board of IFFO, and President of the Russian-
Morocco Business Council.

Since its establishment in 1982 in Morocco, ASMEX has become the 

key point for exports, a reference for exporters, and valuable tool for 

companies seeking to export. How would you describe the evolution of 

the institution over these years?

Since its creation, ASMEX has devoted itself tirelessly to boost-
ing Moroccan exports to the most important and, more par-
ticularly, the most dynamic global markets. For this, ASMEX 
has identified itself as a privileged partner of the public sec-
tors, namely the entire ecosystem concerned with exports, in 
this case the Ministry of Industry, Trade, Investment, and the 
Digital Economy, the Moroccan Investment and Export Devel-
opment Agency (AMDIE), and all other organizations. ASMEX 
brings together all the exporting companies of different sec-
tors and sizes spread over the whole of Morocco, including the 
500 most important companies. These benefit from input and 
support from thematic commissions and ad-hoc committees 
chaired by experienced manufacturers. In addition, ASMEX has 
continued to innovate in terms of promoting Moroccan exports 
through the creation of committees dedicated to specific nich-
es such as halal, organic, and others while creating and defend-
ing the “Made in Morocco” label.

ASMEX offers a wide portfolio of services such as information, advice, 

logistics, promotion, and so on. What are the most demanded services 

currently?

ASMEX tries through a wide range of services to provide high 
added-value support for exporters. The most highly request-
ed services are much more focused on support relating to the 
identification of new markets and linking with import plat-

forms. In this regard, ASMEX has signed various partnerships 
benefiting all of its members with the aim of increasing exports.

How did COVID-19 impact exports and ASMEX’s operations, and what 

key strategies have you followed to mitigate this impact and to support 

your members?

The pandemic has severely impacted international trade, and 
Morocco was not immune. All sectors have been impacted 
to varying degrees. Notwithstanding, ASMEX has continued 
to support all sectors by massively resorting to digitalization 
through an adapted action plan including: webinars on doing 
business with several countries and on all topics related to ex-
port competitiveness; B2B meetings with international pur-
chasing centers; training on digitalization and e-commerce, 
and other similar initiatives.

What are your key goals and priorities for 2021?

2021 will be a year of economic challenges and rebound for us. 
Among these challenges, we should mention the implemen-
tation of the recommendations of the study on the exportable 
supply carried out in partnership with the Minister of Indus-
try, Investment, Trade, and the Digital Economy, and AMDIE; 
support for exporters to take advantage of the new African Free 
Trade Area (AfCFTA) that will soon come into force; strength-
ening of digitalization processes; the identification of new 
exporters and new export niches, particularly in the regions; 
strengthening the promotion and support of the halal and or-
ganic niches; and many more. ✖

“ASMEX brings together all the 
exporting companies of different 

sectors and sizes spread over the 
whole of Morocco, including the 500 

most important companies.”
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Mohamed Fikrat 
C E O ,
C O S U M A R

SWEET SUCCESS

A pioneer of the sugar industry in Morocco, Cosumar is focusing on 
both sustainability at home and international expansion.

ecosystem and ensure the activity of the factories. We were able 
to maintain the production of this staple food, sugar, and all the 
sites quickly deployed the necessary equipment in terms of hy-
giene in addition to constant awareness of barrier gestures. The 
Attaissir digital platform, launched in 2019, was a fully adapted 
and useful solution to manage the constraints of the situation. In-
deed, Attaissir was developed by our engineers in collaboration 
with a Moroccan start-up and is intended for the digitalization of 
upstream processes. Agricultural partners, farmers, transporters, 
and service providers are using this system, which allows sowing 
and lifting operations to be monitored online using machines 
connected by GPS.

Cosumar is member of ASMEX. How much of your revenue comes from 

exports, and what are your expansion plans? 

Our export activity has developed gradually since its launch eight 
years ago. The volumes exported have progressed gradually 
reached over 650,000 tons, and these operations are conducted 
outside the regulatory framework for subsidies. This represents 
around 25% of our turnover, and we currently serve around 40 
countries. To Cosumar, exports are linked to the capture of op-
portunities according to market prices and the white premium. 
We have a production capacity of over 2 million tons of white sug-
ar for a local market of around 1.2 million tons.

What are your key goals and priorities for the year ahead and for 2021?

In 2021, we will pursue our strategic axes. We must first, at a na-
tional level, guarantee the coming agricultural seasons, because 
the production from our locally grown plants represents an im-
portant source for our agricultural partners in the five regions. 
The constraints encountered at the start of the year, mainly due 
to the drought, the drop in the water level in the irrigation dams, 
and then the January floods, were managed in such a way so as 
not to impact local production. However, we are making all the 
necessary efforts with our institutional partners, agriculture, and 
the local authorities to support the ecosystem and farmers in the 
five regions. The Casablanca-based raw sugar refinery, which is 
recognized as one of the most efficient in the world, is designed to 
meet the necessary needs for the national market. We also plan to 
continue sugar production at Comaguis and prepare for the com-
missioning of the Durrah refinery in Saudi Arabia in the coming 
weeks. ✖

Cosumar Group, since its establishment in 1929, has become a market 

leader in sugar extraction. How would you describe the evolution of the 

company over these 91 years?

Cosumar is the pioneer of the sugar industry in Morocco. The 
company includes in its capital the Singaporean Groue Wilmar 
as well as Moroccan institutions, namely, among others, pension 
funds and insurance companies. Cosumar started its production 
with 100 tons of sugar loaves produced per day in the Casablanca 
site, and today this company has become a group with eight fac-
tories across the Kingdom, with projects targeting international 
growth. We can be extremely proud of the progress made. Our 
responsibility has always been preserving the Moroccan sugar 
industry because it is a matter of national food security. Since 
the acquisition of the public sugar factories in 2005, the group 
has made great effort in terms of investments to modernize our 
national sugar industry in areas such as agricultural productiv-
ity, industrial performance, energy efficiency, and preservation 
of natural resources. These challenges also meet the expecta-
tions of our partners in our ecosystem. As a corporate citizen, 
we are also committed to social responsibility based on trust in 
our stakeholders: our employees, farmers, customers, sharehold-
ers, our suppliers, and institutional partners. For example, gains 
in productivity and agricultural yield have enabled our farming 
partners to benefit from a 10% increase in their incomes per year 
on average. Today, Cosumar is recognized as a committed and 
responsible socioeconomic player. Our sites are all QSE and FSSC 
ISO22000 certified, and our CSR approach is CGEM certified and 
recognized by the VIGEO EIRIS index of the Casablanca Stock 
Exchange. We supply the Moroccan market, but our ambition is 
international. We have launched white sugar production projects 
overseas with foreign partners, such as in Saudi Arabia with our 
partners Consolidated Brothers Company and Industrial Projects 
Development Company and in Guinea Conakry in partnership 
with SOGECILE. Our white sugar export activity was launched in 
2013.

2020 has been a challenging year for all industries in Morocco. How has 

COVID-19 impacted your operations, and what key strategies have you 

followed to mitigate this impact? 

2020 was particularly difficult for the economic sector and agri-
food business to a lesser extent. Cosumar had to put in place 
extremely stringent measures to protect our human capital and 

I N T E R V I E W
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The top 10 export products accounted for roughly three-quarters 
of total export by value. The top five were electrical machinery and 
equipment on USD5.3 billion (18.1% of total), vehicles on USD3.8 
billion (13%), fertilizers on USD2.9 billion (9.9%), clothing and ac-
cessories on USD2.4 billion (8.3%), and inorganic chemicals on 
USD1.43 billion (4.9%).

BANKING ON THE GREEN

Agricultural output has grown by 60% since the Green Morocco 
plan of 2008, the plan being for it to lead the economic advance 
over the subsequent 15 years by GDP growth, job creation and 
exports. Drought every three years or so blights the sector, which 
employs two thirds of the working population. This year, drought 
slashed the local cereals harvest by 39% prompting a jump in soft 
wheat and barley imports.

Increased efficiency and supports led to a 97% rise in Moroc-
co’s agricultural exports in the 2010-2019 period at over 3 million 
tons according to Morocco’s export agency Foodex. In 2018, they 
accounted for 21% of total exports, yet agriculture generates just 
14% of GDP underscoring Morocco’s need for export diversifica-
tion. Fruits and nuts was the prominent export category of 2019, 
up 14.4% YoY followed by aircraft and aerospace up 8.3% and elec-
trical machinery and equipment up7.6%. Yet the worst fall of 8% 
YoY was in the seafood category. For 9M20 agriculture and food 
industries were down 1.1% with sales of USD4.93 billion. 

Seafood, frozen and canned, is a particularly interesting ex-
port proposition given available coastal resources. For 9M20, 
fisheries exports had risen 7% YoY to 570,000 tons, notably to 
Mauritania, the US and Ghana, according to the agriculture and  

❱  MOROCCO’S INCREASINGLY privatized economy since the 
1980s has sought fresh investment opportunities, including for-

eign sources to develop export options. Meanwhile, existing poten-
tial is being tapped in traditional and less traditional sectors alike.

DIVERSIFYING FOR EXPORT POTENTIAL

A major economic hurdle has been dependency on the export of 
raw materials, and consequent susceptibility to global commodity 
price fluctuations. Since assuming control of the Western Sahara, 
Morocco has around two-thirds of global phosphate reserves; a 
material input of fertilizers and other commodities. And while bar-
ite, manganese, lead, and zinc enjoy limited export volumes, iron 
ore and coal deposits are directed to the domestic market. These 
industries require substantial energy input, another key problem. 
Oil and natural gas exploration have been limited in nature.

Fortunately, there has been a shift in direction in recent decades 
whereby innovative export sectors have come to the fore. Notable 
among these are tourism and telecommunications. Tellingly, while 
employing just a third of the workforce, they account for over two-
thirds of GDP. In 1999, the government introduced a loan fund to 
catch the potential of such sectors, notably the SME component.

BY THE NUMBERS

In 2019, total exports claimed 8.9% of GDP at USD328.7, down from 
9.3% for 2018. Of total exports 73.8% went to Spain (24.1% of global 
total), France (21.6%), Italy (4.7%), the US (4%), Germany (3.2%), 
Brazil (2.9%), India (also 2.9%), Netherlands (2.7%), the UK (2.5%), 
Turkey (2.2%), Belgium (1.6%), and Portugal (1.5%). The next two 
largest export destinations were Asia (12.2%) and Africa (7.8%). 

VIRAL EFFECT
COVID-19 aside, Morocco’s export activity has faced certain difficulties 
over the years that could be mitigated through economic diversification.
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fisheries ministry. 
Tourism, accounting for 7% of GDP is an export revenue 

source of potential. While in 2019 13 million tourists arrived, 
COVID has dented revenues in 2020 by USD2 billion. Half a 
million people staff the sector, which has only compounded the 
national unemployment rate of 18%. By end September 2020 
tourism revenue had lost 59.5% to USD2.65 billion. 

THE COST OF COVID-19

The numbers are predictable. 9M20 exports of USD20.53 billion 
were down 11.8 % YoY. A 5.8% economic contraction is forecast 
for 2020 on a fiscal deficit of 7.5% of GDP. In May, the Ministry of 
Economy and Finance announced that two months of confine-
ment had cost key export sectors dearly. The Aeronautics indus-
try had shed 81% in April following a 52% drop in March. The 
Electronics sector fell 93% in April after a 51% slump in March. 
Textiles output plunged 86.5% during April after a 40% slide in 
March. And in July of 2020, King Mohammed VI revealed Mo-
rocco’s recovery plan for the most impacted economic sectors, 
involving a USD12.8 billion injection to the economy.

For 9M20, imports of USD33.4 billion were down 16.2%, with 
exports down 11.8% YoY to USD20.32 billion. Nascent recovery 
was observed in early July and late September when exports and 
imports respectively gained 19.4% and 8.1%. Between Septem-
ber 2019 and September 2020, Morocco’s exported services de-
creased by 35.1%, while imports declined by fell 26.8%.

The pandemic is an undeniable disaster all round, and yet na-
tional recovery plans will kick in to promote key export sectors 
once the world declares normality, new or otherwise. ✖ Im
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•   Electrical machinery (USD5.3 billion)

•   Vehicles (USD3.8 billion)

•   Fertilizers (USD2.9 billion)

•   Clothing accessories (USD 2.4 billion)

•   Inorganic chemicals (USD1.43 billion)

EXPORTS MAKE UP AN IMPORTANT PART OF ANY ECONOMY,
AND THE NEED FOR A DIVERSIFIED PORTFOLIO, IN TERMS OF PRODUCTS 

AND DESTINATIONS, IS MORE IMPORTANT THAN EVER WITH THE  
COVID-19 CRISIS HANGING OVER EVERY SECTOR. 

Exports as a 
percentage of 
GDP (2019):

 

Exports as a 
percentage of 
GDP (2018): 

Exports for 
9M2020: 

    Imports for
   9M2020: 

Economic 
forecast for 

2020: 

8.9% 9.3% -5.8%
USD20.53 billion 

(-11.8% YoY)

TOP 5 EXPORT DESTINATIONS: TOP 5 EXPORT PRODUCTS:

USD33.4 billion 
(-16.2% YoY)

Spain France Italy US Germany
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Abed Chagar 
C E O ,
C O L O R A D O

CONQUER NEW MARKETS

Colorado paints is focused on new innovations in paints and 
marketing to stand out from its competitors and meet the varied 
needs of its clients.

other countries. Every year, we launch at least five new products, 
and this is something special in our segment. We launched a new 
range of products eight years ago that we call functional products, 
which is paint with additional functions. For example, we have 
a product called Stop Insect Paint, Coloclean that fights against 
bacteria and virus, Coloflex that is waterproof, and more. We have 
many similar new products that we can export everywhere. We 
can also negotiate closely and export and adapt products quickly, 
which is a major asset compared to European countries.

How much of your revenue comes from exports and to which markets? 

What are your expansion plans?

Exports now represents 12% of our turnover, and we export to 
more than 20 countries in Europe, the Middle East, and almost all 
the French-speaking countries in Africa. We are not present in En-
glish-speaking countries at the moment. We first began exporting 
in January 2008, and every year we are growing by 10%. Exports 
will represent more and more of our turnover. We are a member 
of ASMEX, and I am extremely active there. As vice president, I 
am responsible for the competitiveness of companies, and I am a 
member of the board. ASMEX now is doing a great job aggregating 
the exporters from Morocco, helping them conquer new markets, 
and defending their interests with the government in terms of lo-
gistics, taxes, and more.

How did you mitigate the impact of COVID-19 on your operations, and what 

is your key goal and strategies for 2021?

Economically, the reaction from Morocco was great, and it 
reached all the goals that were defined. For Colorado, it was dif-
ficult because of the lockdowns. In the first semester, we lost 30% 
of our turnover, though fortunately in the second semester, the 
economy practically recouped all the losses of the first semester. 
Finally, it was a good year in terms of turnover and benefits. 2020 
was extremely important for us in terms of testing our capacity to 
react to a big crisis. We reacted extremely well and have strength-
ened our financial fundamentals compared to the start of 2020. 
For 2021, we are optimistic, even though the pandemic is still on-
going. We have launched new products and have studied many 
opportunities, as a crisis in general comes with many opportuni-
ties. COVID-19 is a moment for Europe to connect its economy to 
the south. ✖

How would you describe the evolution of the company over the last 60 

years?

Colorado is the only public company in the segment of paint with 
20% of market share of the coating in Morocco. Colorado was es-
tablished in 1962 went through four phases. The main period of 
evolution of the company was at the end of the 1990s up until now. 
Our turnover in 2000 was around EUR12 million, and now we do 
EUR50 million. In these 20 years, the staff went from 100 people 
to 500, and we have acquired many certifications. We have also 
won many awards in recognition of our impact on the Moroccan 
market in terms of marketing, advertising, the profession, and the 
ecosystem of paint in Morocco. One of the ideas we did 20 years 
ago was to establish schools to teach applicators how to apply 
paint, especially specialist textured paints. In this kind of paints, 
we are not just a leader in Morocco but the Mediterranean. We 
are among the three largest manufacturers in the region alongside 
two Italian companies. We invest heavily because in this period 
we also set up three new factories. The oldest one was established 
in 2006 and measures 10,000sqm, and the most recent one was in 
2010 measuring 90,000sqm where we produce 90% of our produc-
tion, which is liquid- and water-based paints.

What sets Colorado apart from its competitors within Morocco?

Our current capacity is 100,000 tons of paint a year, and we pro-
duce only around 45,000 tons because of COVID-19 and the reces-
sion from previous years. We have many competitive advantages 
over our competitors. We are the only public company in Moroc-
co, and that means we are an example of compliance and respect 
for regulations in terms of legislation, taxes, and so on. Women 
are also important to our organization. I am the general manag-
er, and we also have two female deputy general managers. In our 
company, 35% of our executives are female, for example. In our 
board, three of the eight directors are women as well. In countries 
like Morocco, it means a lot to have women in a job of direction 
of management. It means it is a serious company that gives wom-
en the opportunity to empower themselves. Compared to our 
competitors we have launched new ideas in marketing. We have 
explored all the possibilities of markets: products, price, paints, 
and so on. We have a team force and market that are connected to 
painters all the time, for example. We now have 11 showrooms in 
Morocco and 10 others aboard in Algeria, Benin, Qatar, and many 



To continue reading, purchase the 
full version via this app or go to 
thebusinessyear.com/shop 

Or contact us at:
info@thebusinessyear.com

You’ve reached 
the end of the free 

preview.


	XX20_00_COVER
	XX20_00_TOC
	XX20_01_CHAPTER
	XX20_00_COVER



