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Abstract  

In our comprehensive review of the soft power strategies employed by Moroccan companies in 

Africa, based on an analysis of 27 scientific articles, we explore how these companies enhance 

their presence on the continent. The study delves into the challenges they encounter, including 

heightened global competition and the associated political and economic risks in the region. 

This literature review contributes valuable insights for researchers, policymakers, and 

practitioners by offering a rigorous analysis of Moroccan companies' soft power in Africa. The 

findings align with broader research on corporate soft power, emphasizing the importance of a 

strong local presence, social responsibility, and culturally adapted communication for success. 

Recommendations include leveraging cultural heritage, understanding local dynamics, and 

forming partnerships. However, research limitations underscore a bias toward large 

corporations, while prospects advocate for further exploration of soft power mechanisms and 

effectiveness in diverse contexts. Practical implications for Moroccan companies in Africa 

involve developing a strong local presence, emphasizing social responsibility, adapting 

communication, forming partnerships, and investing in communication skills to bolster soft 

power and thrive in the African market. 
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Introduction 

 In recent years, Moroccan companies have experienced rapid growth in their presence on the 

African continent. According to a report by the Confederation Générale des Enterprises du 

Maroc (CGEM) published in 2019, Moroccan companies have experienced sustained growth 

in Africa, with an 8.1% increase in foreign direct investment in Africa in 2018 . In addition, the 

report revealed that Moroccan companies generated over 50% of their sales abroad, mainly in 

Africa. This economic expansion is in line with Morocco's foreign policy, which has placed 

Africa at the center of its strategic priorities. Indeed, Morocco sees Africa as an important 

market for its exports and a potential growth area for its companies. 

Morocco has thus launched an economic strategy aimed at strengthening its presence on the 

African continent, by establishing trade agreements and economic partnerships with numerous 

African countries. This strategy has led to a significant increase in Moroccan investment in 

Africa, as well as to a growing presence of Moroccan companies in various sectors, such as 

telecommunications, infrastructure, financial services, energy, agri-food, and so on. 

However, Moroccan companies operating in Africa face major challenges, such as increased 

competition with other regional and international economic players, the complexity of   African 

markets and the specificities of local cultures. To succeed in Africa, Moroccan companies need 

to develop effective strategies for influencing their environment and strengthening their brand 

image and competitiveness in the region.  

In this context, the concept of "soft power" can be seen as a key element in the expansion 

strategy of Moroccan companies in Africa. Soft power, which is based on the influence and 

attractiveness of a country or a company, can help Moroccan companies develop their presence 

in Africa by creating bonds of trust and positively influencing their economic and social 

environment. 

The research focuses on the soft power of Moroccan companies operating in Africa, particularly 

on how these companies strengthen their economic and cultural presence in the region. 

The primary objective of the research is to conduct a systematic literature review on the soft 

power of Moroccan companies in Africa. This review aims to analyze the various strategies and 

practices employed by these companies to influence their environment and strengthen their 

presence on the continent. Additionally, it seeks to identify key success factors and challenges 

faced by Moroccan companies using soft power in Africa. 

Our article focuses on a literature review concerning the soft power of Moroccan companies 

established in Africa, a subject of great importance to political science researchers, economic 



 

 

www.africanscientificjournal.com                                                                                                      Page 618 

African Scientific Journal 

ISSN :  2658-9311 

Vol : 3, Numéro 21, Décembre 2023 

experts, international relations and diplomacy professionals, as well as Moroccan companies 

seeking to establish or strengthen their presence in Africa. 

This systemic literature review on the soft power of Moroccan companies operating in Africa 

aims to take stock of knowledge on the concept of soft power and its application by Moroccan 

companies in Africa, to analyze the soft power strategies used by these companies, to identify 

the success factors and challenges of the soft power of Moroccan companies in Africa, and to 

propose avenues for future reflection by highlighting the limits and prospects of research in this 

field as well as the practical implications for these companies. 

The establishment of Moroccan companies in Africa has become a strategic issue for the 

country's economic and cultural development in the region. In this context, soft power has 

become an important tool for strengthening the presence of Moroccan companies in Africa. 

This issue raises several questions: How do Moroccan companies use soft power to 

strengthen their economic and cultural presence in the region? What are the most 

common and effective strategies? What are the soft power challenges facing Moroccan 

companies in Africa? Finally, how can we improve the use of soft power as an economic and 

cultural development tool for Moroccan companies operating in Africa? These are just some of 

the questions that need to be explored in order to better understand the challenges of soft power 

in the context of Moroccan companies' presence in Africa. 

The research is structured to examine the foundations of the growing presence of Moroccan 

companies in Africa, the challenges they encounter, and how soft power can be a strategic tool 

to overcome these challenges. The formulated hypotheses aim to better understand the 

functioning and impact of Moroccan companies' soft power in Africa. The literature review 

seeks to identify the various strategies and practices employed by these companies, highlighting 

key success factors and obstacles. Finally, the research proposes avenues for future exploration, 

emphasizing the limitations and prospects of research in this field, as well as practical 

implications for Moroccan companies operating in Africa. 

The question of the impact of soft power on Moroccan companies operating in Africa is being 

studied by researchers in the social sciences and economics. Soft power can help companies 

position themselves on international markets by developing relationships of trust with 

consumers and local partners. This systematic literature review aims to analyze the soft power 

of Moroccan companies in Africa, identifying the different strategies and practices used to 

influence their environment and strengthen their presence, as well as the key success factors 

and challenges they face. Four hypotheses are formulated to better understand the functioning 

and impact of Moroccan companies' soft power: 
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- Hypothesis 1: Moroccan companies use soft power to strengthen their competitive position 

in Africa. 

- Hypothesis 2: Moroccan companies are able to adapt to the cultures and economic 

environments of African countries, enabling them to exercise their soft power successfully. 

- Hypothesis 3: The soft power of Moroccan companies can be influenced by political, 

economic and social factors specific to each African country. 

- Hypothesis 4: Moroccan companies may face significant challenges in exercising their soft 

power due to competition from international companies already established in Africa. 

It is against this backdrop that this systematic literature review sets out to analyze the soft power 

of Moroccan companies operating in Africa. By examining the existing literature on the subject, 

this review seeks to identify the different strategies and practices used by Moroccan companies 

to influence their environment and strengthen their presence in Africa, as well as the key success 

factors and challenges they face. 

1.1 Methodology  

A systematic literature review on the soft power of Moroccan companies operating in Africa 

requires a structured and rigorous methodology. This methodology includes several important 

steps, such as the establishment of inclusion criteria to determine relevant studies, the 

systematic search to identify all relevant studies, the assessment of the quality and relevance of 

studies, the extraction and analysis of data, the synthesis of results and the interpretation of 

conclusions. By following this methodology, the review can provide a comprehensive and in-

depth analysis of current knowledge on the subject, and contribute to the development of new 

perspectives on research and practice. 

1.2 International corporate soft power: theories, issues and limits. 

Soft power is a key concept in contemporary international relations. It refers to the influence 

that one actor (country, company, NGO, etc.) can exert on others through non-coercive means 

such as culture, public diplomacy, education, economic appeal and foreign policy. 

1.2.1 Definitions and characteristics of soft power: 

As the discipline of international relations developed, the stereotypical perception of power 

began to evolve. Joseph Nye highlighted the growing importance of intangible forms of power, 

such as culture, ideology and institutions, due to changes in the international framework. In 

addition, Nye introduced the notion of "soft power" and "hard power" to divide power into two 

pure forms. 

Hard power, or command power, is defined as the ability to achieve one's objectives through 

coercive actions or threats, the so-called "carrots" and "sticks" of international politics. 
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Traditional criteria for measuring hard power include population size, territory, geography, 

natural resources, military strength and economic strength. 

Soft power, on the other hand, is based on the ability to shape the preferences of others without 

resorting to force, coercion or violence. Intangible assets such as an attractive. 

personality, culture, political values, institutions and policies regarded as legitimate, or moral 

authority, are essential to soft power. Legitimacy is central to soft power, as it enables us to 

attract and sincerely convince others through the use of our values and set of practices. 

It's important to stress that soft power is not just about cultural attractiveness, but also about the 

ability to set the agenda and manipulate the preferences, desires or thoughts of others, as Steven 

Lukes noted in his theory of the third face of power. The roots of soft power can be traced back 

to the writings of Car, who assimilated power into three categories: military power, economic 

power and power over opinion. Power over opinion could be seen as a variant of Nye's soft 

power. 

However, other researchers and authors have proposed similar definitions, albeit with nuances. 

Jan Melissen defines it as "the ability of a state to influence the behavior of others through the 

attractiveness of its culture, values and policies". Oliver Turner defines it as "the ability of a 

state to persuade others to share its goals because of the legitimacy or appeal of its policies or 

ideas". Jonathan McLelland defines it as "a set of tools and tactics that enable a state to attract 

and persuade others in a non-coercive way". These different definitions all emphasize that soft 

power is a non-coercive form of influence based on cultural attractiveness, political legitimacy 

or the ability to persuade others to share a country's objectives. 

We note from these definitions that, soft power can be defined as the ability of a state or entity 

to influence the behavior of others by virtue of the attractiveness of its values, culture, policies 

and ideas, without resorting to force or coercion. It relies on intangible assets, such as political 

legitimacy, credibility, moral authority and cultural appeal, to shape the preferences of others 

and induce them to adopt desired behaviors. 

1.2.2 Characteristics of the soft power concept: 

The characteristics of "soft power" are multiple and can be used jointly or separately to 

strengthen a player's influence abroad. Here are the main characteristics of soft power: 

a. non-coercive strategy: soft power is characterized by its lack of recourse to force, coercion 

or violence to achieve results. Instead, it relies on intangible assets such as culture, political 

values, legitimate institutions, diplomacy and policies considered fair and equitable (Nye, 

1990).  
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b. Ability to shape the preferences of others: soft power is based on the ability to influence 

the preferences, desires and opinions of others without coercing them. It aims to convince and 

persuade rather than to impose (Melissen, 2005). 

c. Cultural appeal: cultural appeal is a key element of soft power. It can take different forms, 

such as music, literature, cinema, cuisine, fashion, etc. (Nye, 2004)  . 

d. Political legitimacy: Political legitimacy is another important element of soft power. It refers 

to the recognition of the legitimacy of a country's institutions and policies by other countries. 

Legitimacy is essential to persuade others to share a country's objectives (Turner, 2010) . 

e. Ability to set the international agenda: soft power enables countries with soft power to set 

the international agenda and put forward their priorities. By influencing the preferences and 

opinions of others, they can steer international debates and discussions in the direction they 

want (McLelland, 2014) . 

In short, "soft power" is a form of influence that can be used by states to strengthen their 

presence and influence abroad. The various forms of "soft power" can be used jointly or 

separately to strengthen an actor's influence abroad. 

1.2.3 Corporate internationalization: theories and paradigms: 

The internationalization of companies is an important topic for economists and management 

researchers. Several theories have been developed to explain why companies choose to 

internationalize their activities, and the strategies they use to do so. In this article, we will 

analyze seven of these theories. 

Initially, the theory of comparative advantage, developed by British economist David Ricardo, 

argued that it was in companies' interest to specialize in activities where they had a comparative 

advantage. Internationalization enables companies to benefit from these comparative 

advantages on foreign markets (Ricardo, 1817). 

In the same vein, the Uppsala model, also known as the "progressive march theory", was 

developed by Swedish researchers Johanson and Vahlne. According to this theory, companies 

tend to internationalize gradually, 

starting with markets that are geographically and culturally close, before expanding into more 

distant and complex markets. This gradual approach enables companies to adapt gradually to 

the cultural and economic differences of different markets (Johanson & Vahlne, 1977). On the 

other hand, the network enterprise paradigm, also known as the "globalization paradigm", 

emphasizes the importance of collaboration and coordination between a company's various 

subsidiaries and partners. According to this approach, companies must develop global networks 
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of activities to meet changing customer demands and competitive pressures on world markets 

(Bartlett & Ghoshal, 1989). 

In summary, the various theories of corporate internationalization offer interesting insights into 

the motivations and strategies of companies to expand their presence in global markets. Each 

of these theories emphasizes the importance of different factors, such as comparative 

advantages, transaction costs, inter-organizational relationships, adaptation to changing 

environmental conditions, or the creation of global business networks. By integrating these 

different models into their internationalization strategy, companies can improve their ability to 

adapt to the challenges and opportunities of global markets, and strengthen their competitive 

position. 

1.2.4 Soft power of Moroccan companies internalizing in Africa: Theoretical basis and 

different paradigms 

Moroccan companies operating in Africa can be analyzed using various economic theories. 

Firstly, legitimacy theory suggests that these companies seek to win the trust and support of 

local populations by adopting practices that conform to local norms and values. In this way, 

they can reinforce their brand image and market positioning. Similarly, the theory of corporate 

social responsibility (CSR) suggests that companies have a responsibility to the society in which 

they operate, and Moroccan companies can integrate social and environmental considerations 

into their strategy and practices to contribute to the economic and social development of the 

African countries in which they operate. 

Next, resource dependence theory can be used to explore how these companies manage their 

dependence on local resources and seek to diversify their sources of supply. Dynamic 

capabilities theory can also be used to study how these companies develop specific capabilities 

to adapt to the specificities of African markets and offer innovative products and services. 

Multinationalization theory can be applied to explore why these companies have chosen to 

invest in certain African countries and how they benefit from their presence in these countries. 

Similarly, the paradigm of South-South cooperation can be used to study how these companies 

collaborate with other African companies to strengthen their collective presence in the region. 

In addition, the theory of the diffusion of innovations can be used to explore how these 

companies introduce innovations into African countries, and how they adapt their products and 

services to the needs and expectations of local populations. Corporate governance theory can 

also be applied to study how these companies are governed and organized, how they ensure the 

transparency and accountability of their actions, and how they create value for their 

shareholders and for society as a whole. Finally, economic decolonization theory can be used 
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to explore how these companies contribute to the decolonization of the African economy by 

creating local jobs, transferring skills and fostering the emergence of regional value chains . 

In addition to existing theories on innovation practices, governance and cultural diffusion, three 

other theories can be mobilized to understand the practices of Moroccan companies operating 

in Africa. Diffusion theory suggests that the adoption of an innovation depends on factors such 

as perceived usefulness, simplicity and compatibility with local needs and values. In this way, 

Moroccan companies can adapt their products and services to the needs and expectations of 

local populations. Corporate governance theory suggests that the way a company is managed 

and organized has an impact on its performance and sustainability. Moroccan companies can 

therefore explore how they are governed and organized, how they ensure transparency and 

accountability in their actions, and how they create value for their shareholders and society as 

a whole. Finally, the theory of cultural imperialism can be mobilized to explore how Moroccan 

companies disseminate Moroccan culture and values in African countries, and how they 

contribute to the construction of a common African cultural identity. These theories can provide 

interesting perspectives for understanding the practices of Moroccan companies and their 

impact on local communities and society as a whole. 

In short, these different economic theories can provide a better understanding of the strategies 

and practices of Moroccan companies operating in Africa, and their contribution to the region's 

economy and development. It should be stressed, however, that these theories are not 

exhaustive, and that other approaches can also be mobilized to analyze Moroccan companies in 

Africa. 

1.2.5 Sources of soft power for companies going global: 

The sources of soft power for companies going global can vary according to a number of factors, 

such as corporate culture, reputation, expertise, innovation, social responsibility and so on. 

According to some researchers, here are some of the most common sources of soft power for 

companies: 

- Investing in corporate social responsibility (CSR): by investing in CSR initiatives such as 

sustainable development programs or charitable actions, companies can enhance their brand 

image and strengthen their soft power. Companies can also integrate CSR practices into their 

overall strategy to enhance their reputation and influence. 

- Using social media to strengthen soft power: companies can use social media to enhance 

their brand image and reputation, and thus strengthen their soft power. Companies can publish 

relevant and interesting content, interact with their audience and use influencers to reach new 

audiences.  
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- The use of corporate diplomacy: companies can use their influence to build relationships 

with governments and other key players, strengthening their soft power and their ability to 

influence policies and regulations in their sector of activity.  

- Developing strategic partnerships: by establishing strategic partnerships with other 

companies or organizations, companies can strengthen their influence and power in their sector, 

and enhance their soft power.  

- Innovation and technology: Companies that develop and adopt innovative technologies can 

enhance their brand image and reputation as market leaders. It can also help them gain the 

support of local governments looking to attract innovative companies and encourage 

technological development.  

- Reputation: a company's reputation can also be an important asset for its soft power. A 

company with a positive reputation in its market can attract new customers, talent and partners.  

- Expertise: a company's expertise in its field can also play an important role in its soft power. 

Companies that are recognized for their expertise can be seen as leaders in their markets, and 

therefore more attractive to partners and talent.  

These sources can be exploited by companies going global to increase their influence and create 

a climate of trust in the host country. It is important to note that these sources evolve over time 

and space. 

1.2.6 The challenges of soft power for companies going global: 

In the field of soft power theory, one of the key issues is the conceptual ambiguity surrounding 

its resources. Whereas hard power resources are straightforward and simple, soft power 

resources are more complex, both in their categorization and in their nature.  Debates on soft 

power have often failed to take these conceptual, institutional and practical implications into 

account. 

However, the soft power challenges facing companies going global are manifold, and can vary 

depending on a number of factors, such as the business sector, the target country, the local 

culture, and so on. Here are just a few examples: 

- Reinforcing a company's reputation and image: by using sources of soft power such as 

culture, values and social practices, a company can reinforce its brand image and reputation 

with local consumers. This can help to improve its competitive position and increase its 

market share. 

- Encourage cooperation with local partners: by using sources of soft power such as 

language, culture and shared values, a company can foster cooperation and partnerships 
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with local businesses. This can facilitate integration into the local market and help overcome 

cultural and linguistic barriers. 

- Improving relations with local authorities: by using sources of soft power such as 

corporate social responsibility (CSR), a company can improve its relations with local 

authorities and strengthen its institutional position. This can make it easier to obtain licenses 

and permits, as well as political and regulatory support. 

- Dealing with negative reactions from local consumers: by using sources of soft power 

such as effective communication and cultural adaptation, a company can deal with negative 

reactions from local consumers. This can help prevent reputational crises and maintain the 

confidence of local consumers. 

2. Soft Power of Moroccan companies in Africa: Strategies, challenges and prospects. 

Morocco is increasingly perceived as a major player in Africa, particularly in terms of 

investment. Moroccan companies have succeeded in establishing strong ties with neighboring 

African countries, using their soft power to forge lasting economic and commercial 

relationships. This growing economic presence is accompanied by the projection of a positive 

image of Morocco on the continent, reinforcing its influence and visibility. Against this 

backdrop, it is interesting to examine the strategies, challenges and prospects of Moroccan 

companies' soft power in Africa. 

2.1 Overview of Moroccan direct investment abroad: the case of Africa. 

Over the past two decades, Africa has established itself as a major growth pole and an attractive 

destination for foreign direct investment. Between 2001 and 2015, the continent's annual 

growth rate was higher than the world average, thanks in particular to the recovery of the global 

economy and domestic demand in African countries. Momentum is being driven by private 

consumption underpinned by a growing middle class and demographic dynamism, as well as 

by investment fuelled by improved business conditions and public spending (mainly on 

infrastructure and wages) in some countries. The continent's accelerating urbanization also 

presents opportunities for international companies in real estate, infrastructure and distribution. 

Morocco has also established solid partnerships with several African countries, including Côte 

d'Ivoire, Senegal, Ghana, Guinea, Nigeria and many others. These partnerships have boosted 

trade and investment between Morocco and these countries. 

In 2019, there was a 35% increase in net flows of Moroccan direct investment abroad (IDME), 

which amounted to 9.9 million Moroccan dirhams, compared with the previous year's figure of 

7.3 million Moroccan dirhams. 
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Figure 1: IDME trends between 2015 and 2019 (In MM MAD) 

 

 

Source:  Compiled by us on the basis of data from the Office de change 

Foreign direct investment is an important component of a country's economic development 

strategy. Morocco, like many other countries, is seeking to extend its economic influence 

internationally through outward direct investment. The graph below shows the distribution of 

Moroccan direct investment abroad (IDME) by geographical zone. Knowledge of this 

distribution is essential for understanding the strategic choices made by Moroccan investors, 

the opportunities and challenges associated with each geographical area, and the overall 

economic dynamic. With this in mind, we take a closer look at the figures presented in this table 

to gain a better understanding of trends in Moroccan direct investment abroad. 

Figure 2: Geographical distribution of IDMEs worldwide  

Source: Compiled by us on the basis of data from the Office de change 

The best-performing industry in terms of financial and insurance activities is the financial and 

insurance sector. Despite a marked decline, Moroccan investments abroad continue to grow. A 

total of 3.6 million Moroccan dirhams is allocated to support activities in the information and 

communication industries. 
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Figure.3: MSDI flows by business sector between 2018 and 2019 

 

Source: Compiled by us on the basis of data from the Office de change. 

In summary, Moroccan investment in Africa has grown significantly in recent years, reflecting 

Morocco's commitment to strengthening its economic relations with African countries. These 

investments have created new jobs, stimulated economic growth and strengthened cooperation 

between Morocco and Africa. 

2.2 Moroccan companies' soft power strategies in Africa and their challenges: 

Morocco has been developing an outreach strategy in Africa for many years, drawing on a range 

of diplomatic, economic and cultural strategies to strengthen its influence on the continent. In 

this context, Moroccan companies have also adopted soft power strategies to strengthen their 

positioning in Africa. 

2.3 Soft power strategies adopted by Moroccan companies in Africa: 

Against a backdrop of increasing economic competition in Africa, Moroccan companies have 

adopted soft power strategies to strengthen their presence and influence on the continent. These 

strategies aim to promote the image of Morocco and its companies in Africa, while 

strengthening economic and cultural ties with African countries. 

Promoting Moroccan culture: Moroccan companies can use Moroccan culture to strengthen 

their brand image and influence in Africa. For example, telecommunications company Maroc 

Telecom organized a Moroccan music festival in Côte d'Ivoire to promote Moroccan culture in 

that country (Zayed et al., 2019). 

-Developing strategic partnerships: Moroccan companies can establish strategic partnerships 

with African companies to strengthen their presence on the African market and enhance their 

reputation. For example, the OCP group, a world leader in phosphate, has established 
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partnerships with African agricultural companies to promote sustainable agriculture and 

strengthen its influence in Africa (Rabhi, 2020).  

-Support for development projects: Moroccan companies can support development projects 

in Africa to strengthen their brand image and reputation. For example, Royal Air Maroc 

transported medicines and medical equipment free of charge to support efforts to combat the 

Covid-19 pandemic in Africa (La Tribune Afrique, 2020). 

-Training and skills development: Moroccan companies can offer training and skills 

development programs to strengthen their presence and influence in Africa. For example, the 

Banque Centrale Populaire du Maroc has set up a training program for African entrepreneurs to 

help them develop their skills and strengthen their businesses (Jeune Afrique, 2019). 

-Cooperation and partnership with local governments and stakeholders: Moroccan 

companies can cooperate with local governments and stakeholders to develop joint projects that 

meet the needs and aspirations of local communities. This can reinforce the company's positive 

image and contribute to its local integration.  

- Corporate Social Responsibility (CSR): Moroccan companies can implement CSR 

programs that address local needs and improve the quality of life of local communities. These 

can include sustainable development programs, education and training initiatives, health and 

wellness programs, and cultural and artistic initiatives. CSR programs can help reinforce a 

company's positive image and improve its relations with local communities. 

-Promoting Moroccan culture: Moroccan companies can promote Moroccan culture in Africa 

by organizing cultural and artistic events, supporting local artists and craftsmen, and 

highlighting Moroccan products and traditions. This can help reinforce the company's positive 

image and improve its visibility and reputation in the region. 

-Promoting values and ideals: Moroccan companies can promote values and ideals that are 

shared by local communities in Africa. This can include values such as integrity, ethics, 

transparency and social responsibility. By doing so, companies can strengthen their reputation 

and positive image with local communities. 

- Training and skills development: Moroccan companies can offer training and skills 

development programs for local workers. This can help workers improve their skills and 

enhance their employability, which in turn can help improve relations between the company 

and local communities. 

- Developing strategic partnerships: Moroccan companies can establish strategic partnerships 

with other local companies in Africa. This can help reinforce the company's presence in the 
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region, while strengthening relations with local communities and enhancing the company's 

reputation.  

-Participation in local events: Moroccan companies can take part in local events in African 

countries, such as trade fairs, conferences, festivals and so on. This can help strengthen their 

presence and visibility in these countries, while providing an opportunity to meet potential 

business partners and customers. 

- Collaboration with local partners: Moroccan companies can collaborate with local partners 

in African countries, such as associations, NGOs or local businesses. This can help strengthen 

relations with local communities, provide a better understanding of local needs and reinforce 

the company's image as a reliable and responsible partner. 

- Developing partnerships with universities and research centers: Moroccan companies can 

work in partnership with universities and research centers in the African countries where they 

are based. This collaboration can include participating in research projects, organizing training 

courses or conferences, and setting up internship programs for students. This can help reinforce 

the company's credibility and legitimacy in these countries, while contributing to the 

development of local capabilities. 

- Promoting Moroccan culture: Moroccan companies can promote Moroccan culture in African 

countries by organizing cultural events such as art exhibitions, festivals, 

concerts, film screenings and so on. This can help raise the company's profile as a cultural 

player and strengthen cultural ties between Morocco and African countries. 

- Creating entrepreneurial networks: Moroccan companies can create entrepreneurial networks 

in Africa, by organizing networking events, creating online discussion groups, offering 

mentoring opportunities, etc. This can help raise the company's profile as a key player in the 

African entrepreneurial ecosystem, and strengthen ties between Moroccan entrepreneurs and 

their African counterparts. This can help raise the company's profile as a key player in the 

African entrepreneurial ecosystem, and strengthen ties between Moroccan entrepreneurs and 

their African counterparts. 

- Business networking: Moroccan companies can strengthen their influence by establishing 

business networks with local partners in Africa. These networks enable Moroccan companies 

to better understand local realities and adapt to the needs of African consumers. 

2.4 The soft power challenges facing Moroccan companies in Africa 

Morocco has made considerable efforts to strengthen its economic presence in Africa in recent 

years, focusing on the use of soft power to promote its businesses and strengthen its relations 

with countries on the continent. However, despite these efforts, Moroccan companies continue 
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to face many challenges when seeking to extend their influence in Africa. This section will 

examine the main challenges facing Moroccan companies and suggest strategies for 

overcoming them. 

- Limited market access: Moroccan companies often face trade barriers, such as high 

regulations and customs duties, when trying to enter African markets. This can make it difficult 

for them to expand their activities and limit their growth potential. 

- Lack of infrastructure: The lack of quality infrastructure, such as roads, ports and airports, 

can hamper the ability of Moroccan companies to get their products to African markets. It can 

also affect their ability to access raw materials and other resources needed for their activities. 

- Security concerns: Armed conflict, terrorist attacks and organized crime are major security 

concerns in many African countries. Moroccan companies may face high security risks when 

trying to operate in these countries. 

- Political instability: Political changes and conflicts can create uncertainty for Moroccan 

companies operating in Africa. Political changes can lead to changes in trade and tax 

regulations, which can affect the profitability of companies. 

- Corruption: Corruption is a major problem in many African countries and can hamper the 

ability of Moroccan companies to do business in the region. Bribes and informal payments may 

be required to obtain business permits and licenses, which can increase business costs and 

damage reputations. 

- Language barriers: Language differences can create significant barriers for Moroccan 

companies trying to communicate with consumers and business partners in Africa. Knowledge 

of local languages can be essential for success in certain markets. 

In short, the soft power challenges facing Moroccan companies in Africa are many and varied, 

ranging from limited market access and corruption to lack of infrastructure and language 

barriers. However, with innovative and sustainable strategies, these challenges can be 

overcome. Moroccan companies can play a key role in Africa's economic and social 

development by investing in key sectors and strengthening their position as important economic 

players on the continent. 
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Conclusion: 

1.1 Synthesis of the results of the systemic literature review 

A systemic review of the literature on the subject of corporate soft power abroad identified a 

number of studies on the subject. Overall, these studies have shown that soft power can play an 

important role in the success of companies abroad, enabling them to influence the attitudes and 

behaviors of local populations and decision-makers. Soft power can also help strengthen a 

company's image and improve relations with local stakeholders. 

Companies that succeed in exercising effective soft power are often those with a strong local 

presence and an active commitment to social and environmental responsibility initiatives. They 

are also able to communicate effectively with local populations using channels adapted to their 

cultural context. 

As for the implications for Moroccan companies in Africa, the literature review suggests that 

they can draw on their cultural heritage and experience of South-South cooperation to 

strengthen their soft power on the continent. They should also be attentive to the cultural and 

political specificities of each country in which they operate, and work in partnership with local 

actors to reinforce their legitimacy and acceptability. 

Finally, the literature review highlights the importance for Moroccan companies in Africa of 

developing communication and image management skills, as well as strengthening their 

commitment to social and environmental responsibility, in order to reinforce their soft power 

and maximize their international success. 

1.2 Research limitations and prospects 

Research into corporate soft power at international level faces a number of limitations, 

including the difficulty of measuring its impact on companies' economic and commercial 

performance, as well as the concentration of studies on large multinational companies to the 

detriment of SMEs and local businesses. To make progress, it would be useful to conduct more 

research into the application of soft power by SMEs and local companies, as well as into the 

differences in perception and use of soft power between different business sectors. Research 

prospects could also focus on exploring the mechanisms underlying the effectiveness of 

corporate soft power, the interactions between corporate soft power and public policy, and 

assessing the effectiveness of Moroccan companies' use of soft power in Africa. Finally, tools 

for measuring corporate soft power that take into account the cultural and political specificities 

of different contexts could be developed to better understand the impact of corporate soft power 

internationally. 
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1.3 Practical implications for Moroccan companies operating in Africa. 

The practical implications for Moroccan companies operating in Africa are as follows: 

- Develop a strong local presence: Moroccan companies should invest in creating a strong 

local presence by establishing regional offices and recruiting local employees. This will 

enable the company to better understand local dynamics and engage more effectively with 

local stakeholders. 

- Strengthen their commitment to social and environmental responsibility: by implementing 

social and environmental responsibility initiatives, Moroccan companies can reinforce their 

positive image with local communities and improve their acceptability and legitimacy. 

- Adapt their communication to local contexts: Moroccan companies should be aware of the 

cultural and linguistic specificities of each country in which they operate, and adapt their 

communication accordingly. They should also prioritize the communication channels that 

are most widely used and most effective in each context. 

- Working in partnership with local players: Moroccan companies should seek to establish 

partnerships with local players, such as local governments, NGOs and local businesses. This 

will enable the company to strengthen its legitimacy and acceptability in the local market. 

- Invest in the training and development of image management and communication skills: 

Moroccan companies should invest in the training and development of their employees' 

communication and image management skills, in order to maximize their ability to exercise 

effective soft power. 

By implementing these practical implications, Moroccan companies operating in Africa can 

strengthen their soft power and their ability to succeed in the African market. 
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