
ACHIEVEMENTS
In 2008, key pharmacy brand Corenza-C 
recorded market share gains in an intensely 
competitive and somewhat depressed market 
- testament to the trust, pharmacists and 
consumers have in the product.

The brand also had the second highest 
top-of-mind awareness among the general 
population (a sample of 500) in naming 
cold and flu brands, in a survey conducted 
in 2006 by Bateleur Research Solutions. 
Considering that this brand is only available 
through pharmacy distribution, this is seen 
as significant success.

HISTORY
Corenza-C was launched in South Africa 
in 1972 by the Restan division of Adcock 
Ingram and its success was built on 
promoting the brand to pharmacies only. 
Until today, Corenza-C is the best selling 
pharmacy brand for the alleviation of 
symptoms of colds and fl u. 

Even through the difficult global 
economic downturn seen from around 
2008 to 2010, Corenza-C maintained its 
status as a pharmacy brand leader. After 
well over 30 years on the market Corenza-C 
continues to be seen as tried and trusted 
South African brand.

The Corenza-C brand inspires loyalty 
in many South Africans who emigrate or 

THE MARKET
Corenza-C is a brand that has spent 
almost its full 38 years at the top of its 
game, keeping consumers at the top of 
theirs by meeting the promise; to relieve 
the symptoms of colds and fl u.

The in-pharmacy colds and flu 
market in South Africa is valued at 
around 483 million rand. According 
to Intercontinental Medical Statistics 
(IMS), Corenza-C achieved 76 million 
rand in sales in December 2009 - a 
healthy slice of the market, making 
Corenza-C by far the best selling cold 
and flu remedy in its category.

The brand’s target market is LSM 
7-10 consumers, who don’t want to 
be restricted by the symptoms of cold 
and flu that leave them feeling run 
down. Consumers who use the product 
report being able to continue working 
effectively after consumption, without 
feelings of drowsiness.

Due to its Schedule 2 status, 
Corenza-C is only available from 
dispensaries in pharmacies. It is 
pharmaceutical giant Adcock Ingram’s 
biggest and most important cold and flu 
product, and has been a market leader 
for many years. 

The brand competes with all cold 
and flu remedies sold in pharmacies 
across the country. South African 
regulations prohibit consumer advertising of all 
medicines from Schedule 2 status and above. 
So, whilst Corenza-C can be purchased without 
a prescription, it must be recommended by a 
healthcare professional in the pharmacy. 

The company says it is understood that most 
of Corenza-C’s sales occur because:

• Pharmacy assistants or pharmacists 
recommend it 

• Consumers ask for it by name
• To some extent, it is prescribed by the 

doctors

Considering the stringent limitations in 
communicating the brand’s benefits, Corenza-
C’s success is highly valued by Adcock Ingram. 

Results of a survey conducted 
among 150 pharmacists and 
pharmacist assistants around 
South Africa cemented the brand’s 
position at the top of its sector. 
Corenza-C is a truly South African 

brand that has the potential 
required to be introduced to 

international markets.
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leave the country for an extended period, who look 
for a similar product in their new destinations. On 
failing to find a substitute, they rely on friends or 
family for a supply of Corenza-C.

THE PRODUCT
Corenza-C consists of a combination of active 
ingredients that work on the alleviation of the 
symptoms of colds and fl u, bringing relief and 
actively increasing resistance to infection. It is sold 
in packs of ten and twenty effervescent tablets.

RECENT DEVELOPMENTS
In 2007, the pharmacy business of Adcock Ingram 
was boosted by the launch of Corenza Para-C. This 
user friendly effervescent formulation is aspirin 
free for cold and fl u sufferers who may be allergic 
or sensitive to aspirin, or taking medication with 
which aspirin is contra-indicated.

Corenza Para-C contains three active 
ingredients; paracetamol for pain and fever relief; 
a decongestant and vitamin C, known to raise 
resistance to infections.

PROMOTION
Restan sales force is part of the Adcock Ingram 
stable, responsible for selling and promoting 
the brand to healthcare professionals. They have 
largely contributed to the Corenza-C success story. 

Some of the Restan representatives still recall the 
launch of this product in 1972, when it achieved 
500,000 rand in sales in its launch year. The team’s 
passion for the brand has been a major contributor 
to the product being an acknowledged “top of 
mind” brand among pharmacists and pharmacist 
assistants.

With new South African pharmaceutical and 
medical advertising regulations, it is a challenge 
to promote cold and flu brands to consumers. 
This means the pharmacy environment is the 
only channel in which detailed information on the 
usage of the product can be obtained.

In 2005, the brand office embarked on an 
educational campaign through the Adcock Ingram 
OTC Academy. This is the main avenue for sharing 
information on  products,  indications and usage. 
This activity proved very effective and rewarding, 
and has played a large part in ensuring that the 
brand is recommended and used according to the 
product guidelines.

Information on Corenza-C is given mainly via 
Healthcare Professionals. Many consumers were 
exposed to the introduction of Corenza Para-C 
during weather slots, which proved to gain brand 
presence during the key winter months from May 
to August.

Print ads in medical/pharmaceutical trade 
publications get the message across to doctors and 
pharmacists. Corenza-C has also been a part of 
individual challenge of Mr Eric Nortje from Van 
der Walt Pharmacy who took the Corenza-C flag 
to the highest point in Africa - Mount Kilimanjaro 
in 2007.

BRAND VALUES
Corenza is an interesting mix of strength and 

THINGS YOU DIDN’T KNOW ABOUT 
CORENZA-C

 The brand is a pharmacy market leader in 
it’s category in value and units terms

 2.4 million packs of Corenza-C are sold 
annually in South Africa

 Corenza Para-C is the new addition to 
the brand aiming at providing relief from 
cold and flu symptoms in aspirin sensitive 
patients

 Corenza’s vision is to be a 100 million 
rand brand in 2010

 Corenza-C is a truly South African brand 
and is pharmaceutical giant Adcock 
Ingram’s biggest and most important cold 
and flu product

competence with an important empathetic, caring 
and protective side. It is a serious and understated 
brand - never frivolous or silly; but at the same 
time, friendly and positive.

Pharmacists and pharmacist assistants are 
happy to be associated with and recommend the 
brand. Corenza-C has a certain level of energy and 
activity associated with it too, but in a directed 
manner. Having been around for so many years, 
consumers see it as “tried and tested” and the 
level of trust in the brand is high.

This brand can be encapsulated by the 
following:

• Values: Reliable, trusted
• Personality: Sense of assurance, hard working, 

trusted ally, respected
• The Essence: Relieves, Boosts, Restores

It is also seen as affordably priced and good 
value for money, as it delivers what it promises in 
a format that is easy to take.

The vision for Corenza is to be a 100-million 
rand brand in 2010 - a long way from its 500 000 
rand year launch back in 1972. Given the strength 
of the brand and the trust consumers place in it, it 
is likely to succeed in this vision.
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