
There are stores that invite you to buy – and stores that invite you to stay. 
M

oro, a concept store in M
arrakech, !ts the latter description. There's a 

bright and airy show
room

 selling cosm
etics and fragrances m

ade from
 

regional ingredients – such as prickly-pear-seed oil and rose w
ater – along 

w
ith a product line of clothing and goods created by local designers. M

oro 
also has a pool, garden, open-air cafe and 16 guest room

s, including several 
reserved for artists-in-residence w

ho have becom
e friends of the ow

ners. 
‘W

e're really proud of this project,’ says M
ohcyn Bousi!ha, w

ho is one 
of the co-founders. ‘It's a place w

here everybody feels good.’ 
Lots of shop ow

ners say this kind of thing, but chasing the feel-good 
factor is w

hat m
otivated M

ohcyn and his business partner, M
ouad 

M
ohsine, to pursue a dream

 in the !rst place. It all started w
ith a farm

 in 
2015, w

hen M
ouad acquired a 10-hectare patch of land in the countryside 

betw
een M

arrakech and Essaouira !lled w
ith century-old olive trees. 

Shortly a"erw
ards, he asked M

ohcyn to join the venture. It w
as never 

m
eant to be a straight-up business, he explains, but instead ‘a place to 

breathe’, w
here the tw

o could get aw
ay from

 their stressful jobs (M
ohcyn 

w
as an interior designer and architect, w

hile M
ouad w

as an engineer). 
Before long, the tw

o childhood friends started exploring the land's 
arom

atic and m
edicinal plants, such as rosem

ary, lavender and m
ore. The 

region is !lled w
ith w

om
en's co-operatives that produce highly coveted 

argan oil from
 local argan trees – it's the only place in the w

orld w
here they 

grow
 naturally. M

ohcyn and M
ouad realized that, w

ith a bit of branding 
and production, they could bottle up this unique ingredient for others to 
experience as w

ell. A
nd so skincare brand The M

oroccans w
as born. 

Initially, M
ohcyn and M

ouad m
oved to D

ubai to launch the brand – it 
provided easy access to retailers and a custom

er base hungry for products 
containing M

orocco's uniquely bene!cial ingredients. It didn't take long 

for The M
oroccans to !nd success: w

ithin a few
 m

onths it w
as stocked 

in 12 stores, including high-pro!le cosm
etics shops such as Sephora. 

Still, the duo felt there w
as som

ething m
issing. ‘M

arrakech is a city 
that has a big soul in com

parison to D
ubai,’ says M

ohcyn. ‘It has a 
history. It has a m

agic that you cannot !nd in D
ubai.’ 

The duo returned to M
orocco and opened their !rst shop right next 

to fashion designer Yves Saint Laurent's colorful botanical garden, 
Jardin M

ajorelle, w
hich o$ered generous foot tra%

c both from
 locals 

and international visitors. They grew
 their ow

n product line and began 
stocking M

oroccan brands. W
hen a hotel, !rst built in the eighties, w

ent up 
for sale around the corner, it felt like a natural evolution for the brand. 
Looking back, M

ohcyn says: ‘It w
asn't nice at all, but it had huge potential.’ 

There w
as plenty of w

ork to be done – the interior w
as outdated and 

there w
as an uncovered garden in the center. But M

ohcyn and M
ouad 

turned the garden into the central part of the shop, covered by a natural 
w

ater-resistant w
oven roof, and constructed the &oor around three 

fruit-producing bitter-orange trees that now
 shelter a table of candles 

and a jew
elry counter (it's also the space w

here M
ohcyn's dog, a &u$y 

akita nam
ed Bono, decides to take a nap). 

From
 here, the shop branches o$ into sm

aller show
room

s. A
 spiral 

staircase leads to a m
ezzanine w

ith dresses; a low
-ceilinged room

 houses 
a rotating selection of local designers and leads out to the pool; and 
giant glass doors open to a quiet covered outdoor cafe serving local 
dishes w

ith a m
odern tw

ist, such as m
arinated chicken w

ith 
caram

elized onions and cauli&ow
er rice.

They're continuing these expansions to include an outdoor space 
that w

ill show
case hand-painted ceram

ics and m
ore clothes. The space 

can also be used for dinners and events. For the interiors, they w
ent 
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W
hile they have w

orked w
ith individual 

designers, M
ohcyn and M

ouad plan to bring 
m

ore local artisan groups into the fold. 
‘The idea is to bring co-operatives doing 
em

broidery, sew
ing, knitting and all this 

to collaborate w
ith us,’ says M

ohcyn.

w
ith a relatively natural and m

inim
al base 

– such as circular shelves cut directly into 
the w

all – plus m
ore playful details such 

as a vintage w
riting desk.

‘W
e've alw

ays loved this “cabinet of 
curiosity” atm

osphere, an apothecary and 
all of that type of universe,’ says M

ohcyn.
W

hile they w
ere open for only tw

o w
eeks 

w
ith a lim

ited num
ber of suites before C

ovid 
lockdow

ns began, they used the dow
ntim

e 
to continue renovations and host creatives 
in residence – such as em

broidery artist A
icha 

El M
ouadden, w

hose designs are now
 stocked 

in the shop. Since then, they've played host 
to w

eaver Sana Benzaitar, yoga studio Roots 
H

olistic C
enter and m

ore. A
ll the involved 

artists are either custom
ers of the shop or 

have been connected through friends. 
D

espite the e$ort put into their physical 
shop, online retail is on the rise in M

orocco. 
The country had an exceptionally long 
lockdow

n, w
hich led to the adoption and trust 

of shopping online – som
ething that has 

continued even as the country has reopened. 
O

nline retail transactions w
ere up 48%

 in 2021 
com

pared w
ith 2020, according to the 

Interbank electronic banking center. 
In order to draw

 footfall, com
panies that 

o$er non-essential products need to give 
people a good reason to stop in and stay 
a w

hile. W
hile M

ohcyn and M
ouad also 

o$er online shopping, both for M
oro and 

The M
oroccans, they've seen that custom

ers 
are still craving the tangible. ‘People like 
the exchange, w

hen you explain w
here 
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M
oro is m

any things – shop, 
eatery, accom

m
odation…

 plus the 
pool and grounds provide the 
kind of space you'd happily spend 
the day w

andering around. 
M

axim
izing the space available, 

beyond sim
ply thinking of it as 

som
ew

here to place a store, w
as 

one of the m
ost exciting 

challenges the founders took 
on w

hen launching the business. 
O

n page 277, in the M
anaging 

your m
oney section, w

e look 
at som

e things you can do w
ith 

your physical space to get 
m

ore bang for your buck.  

things com
e from

,’ M
ohcyn says. ‘It's a 

di$erent experience. I think that people 
now

 crave this hum
an contact.’

W
hile it m

ay seem
 like it's a long w

ay from
 

their original skincare line, M
ohcyn says it's 

im
portant to rem

em
ber that products don't 

live on shelves – they're a part of custom
ers' 

everyday lives. The M
oroccans' body lotions 

and soaps are stocked in the on-site suites, 
giving visitors a chance to test the products 
in situ. The di$erent elem

ents of the store 
also allow

 the business ow
ners to continue 

expanding and experim
enting – M

ohcyn 
describes M

oro as a lifestyle and slow
-fashion 

brand, and one that w
ill shi" along w

ith their 
interests. It's a creative vision that people can 
buy into beyond the skincare products. 

‘That's w
hy you feel that this place is alive,’ 

M
ohcyn says. ‘People, w

hen they go and 
com

e back, alw
ays !nd new

 things. This 
is very im

portant to m
e.’

H
e points out that there are a lot of di$erent 

w
ays to grow

 a brand – early on, they had plenty 
of o$ers from

 investors to boost their skincare 
line – but if they had taken that early m

oney, 
they w

ouldn't have been able to build a place 
that's true to w

hat originally inspired them
.

‘W
e w

ant it to grow
 organically, because w

e 
believe that w

hen som
ething com

es quickly – 
I'm

 talking about success – it goes quickly,’ he 
says. ‘W

e really w
ant to keep it for us because, 

in the end, w
e're keeping in m

ind the idea that 
w

e had in the beginning – a destination for 
escaping the everyday routine.’ 

The M
oro store carries products designed in-

house, such as ceram
ics and clothing. ‘The 

clothing is all lim
ited edition,’ says M

ohcyn. 
‘W

hen I do a design, I do a m
axim

um
 of 

five pieces of each because I do it for fun, 
not only for business. Even if som

ething 
w

orks very w
ell and sells very w

ell, I need 
to create m

ore and alw
ays try new

 things.’

‘Y
ou

 feel th
at 

th
is p

lace is alive. 

P
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h
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