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SONOCO/WEIDENHAMMER MERGER INQUIRY 

Summary of hearing with Tata Global Beverages on 16 March 2015 

Background 

1. Tata Global Beverages (Tata) was primarily known for its Tetley tea brand. 
Tata packed its own tea and produced teabags for markets including the UK, 
parts of Europe and Canada. Tata was the market leader for tea in Canada, 
which was seen as a key part of its product portfolio, and was number two in 
the UK.  

2. Tata exclusively sold tea in composite cans to the Canadian market and had 
done so for a number of years. The tea was packed in the UK by Tata at its 
Darlington plant and was sold in a variety of different flavours, such as 
Darjeeling. The tea itself was in round teabags which were then ‘penny 
stacked’ one on top of the other in the can. Tata also sold standard black tea 
in carton packaging in Canada. The cartons tended to allow greater volumes 
– 100 to 200 teabags – whereas the composite cans were for the more 
speciality flavoured teas.  

3. The composite can was popular in the Canadian market as consumers 
generally purchased a range of different tea flavours and the cans were quite 
small – typically containing 20 teabags – so could fit easily on a cupboard 
shelf. The composite cans also had plastic seals that helped to maintain the 
flavour of the tea. Tata used to sell these composite cans in the UK market, 
but they proved unpopular in comparison with other packaging formats and 
were withdrawn three to four years ago.  

4. [] 

5. [] 

6. For the sale of the composite cans in Canada, Tata had an agreement (listing) 
to provide a particular format of product (composite cans) to the 
supermarkets. If Tata was to change the composite can to a different form of 
packaging – for example a carton – Tata would need to reapply to be on the 
supermarkets listings. Tata’s sales departments would be reluctant to do this, 
especially when the product was already selling well, as the changed 
packaging might not get onto the supermarkets listings. In this respect, the 
supermarkets had some say over the format of the products on their shelves. 
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7. [] 

Competition 

8. [] 

9. [] 

10. For Tata, composite cans were a relatively special form of packaging 
produced for a very particular market that it didn’t sell anywhere else. [] 

Likelihood of entry 

11. Tata thought it was unlikely that there would be entry into the UK composite 
can market. For example, Tata discontinued its products in composite cans 
due to declining sales and considered the composite can to be more 
expensive than other forms of packaging. It therefore considered it unlikely 
that UK customers would actively want to move into a more expensive pack 
format, especially as the packaging market was cost-competitive, with 
customers such as Sainsbury's and Tesco being demanding of its suppliers 
and forever looking for reduced costs. [] 

Potential effects of the merger 

12. [] 

13. [] 


