
MARKET 
Norda produces a range of snack products, 
which are quite universal in their appeal. 
However, certain products are more attractive to 
particular socio-economic groups and ages. 
POTATO CRISPS 
Urban Bites - It has a premium positioning and 
targets the whole family, young adults (college 
and university students). 
CORN PRODUCTS 
Crunchy Corn Bitez - Fried Corn mainly targeted 
at the middle class - whole family. 
Bitez Tamu Tamu Corn Curls - Baked corn mainly 
targeted at children between the ages of 5 - 12. 
Bitez Footballz - Flavoured Corn Balls  - Baked 
corn mainly targeted at children between the 
age group of 5-12. 

The Urban Bites brand of potato crisps is 
positioned as a premium product catering to the 
higher end market, which accounts for 35% of 
the total sales in terms of volume. 

Generally, the Corn products segment (Bitez, 
Tamu Tamu and Footballz) is positioned to cater 
to the base of the pyramid – the mass market; 
which accounts for 65% of the total sales in 
terms of volume. 
THE EXPANDING MARKET AND PERCEPTION 

Modern retailing through key outlets/
supermarket segment is growing rapidly and will 
continue to grow in the next ten years as per 
their well informed assessment of market trends. 

Over the years they have also observed that 
there is space for modern retailing and global 
players will move in to expand the snack market; 
eventually leading to a shift in snacking trends 
and behaviour in the industry. 

There has been a significant increase in the 
demand for Norda products in the modern retail 
trade over the last three years and it continues 
to soar. In addition, they have noted that the 
modern retail trade has evolved the consumer 
landscape and the way customers shop. The 
availability of products and choice for consumers 
has also gone up across the country and the key 
being deliverables and the delivery promise. 

They expect to grow tremendously in the 
short term. With regards to their snack brands, 
they will be concentrating on solidifying their 
position as market leaders while continuing to 

satisfy the consumer with innovative, quality 
products and experiences. 

In the same stride, they are expanding their 
activities to include other FMCG products, making 
Norda a household name across the region

AChIEvEMEnTS 
2008 - Started trials and production of Crunchy 
Corn Bitez 
2010 - Launched Footballz and Tamu Tamu 
2011 - Launched Urban Bites 

Norda recently embarked on implementing 
the ISO 9001:2008 Quality Management System 
and 22000:2005 Food Safety Management 
System. They are optimistic about being 
accredited before the end of 2014. They 
also believe their ‘process’ of training and 
accreditation plays a far more important role 
than the recognition that comes with it. 

In as much as they have been trained to take 
ownership, they have gone one better by raising 
the bar a notch higher and developing their own 
procedures as a team. The ISO accreditation 
provides an excellent framework within which 

to work, however the key lies in implementation 
and commitment to continual improvement. 

Also notable in their milestone calendar are the 
numerous ‘firsts’ such as: They were first to launch:
•	  an extruded, fried, maize snack (Crunchy 

Corn Bitez) in Kenya.
•	  a snack product in matte packaging. (Urban 

Bites)
•	 a limited edition snack product into the 

market - Nairobi, Nyam Chom’ (Urban Bites) 

hISToRy 
Norda owes its inception to visionary founders 
Tajdin Hussain Jaffer and his grandson, Faraz Ramji, 
who founded the Company in 2008. The family 
owns and manages several other industries in 
Rwanda (Sulfo) and DRC (Nova Products). 

In its formative years, Norda started as a small 
scale corn snacks production unit with the entire 
operation being run from their existing location 
at Mombasa Road (near Mlolongo). From a 
handful of staff which included a production 
team of four people, an even smaller sales team 
and a small pickup, the Company has grown into 
a large enterprise offering an exciting range of 
snack products. 

They openly admit that there were many 
teething problems during start up, which included 
the fact that their products were quite new to the 
market and finding early adopters was a daunting 
task. For a few months, they faced the challenge of 
selling their products since distributors were not 
keen to purchase a product that was, to a large 
extent, new to the market. 

Another factor was that, in light of the market 
and the brand being young, Norda didn’t fully 
understand the flavour profile of the Kenyan 
consumer and introduced world-renowned 
flavours such as chilli or cheese that didn’t 
resonate well with the Kenyan market.. 

They would later learn from these past failures 
and through sustained marketing (product 
sampling and below-the-line promotional offers) 
Norda were finally able to get the acceptance 
and confidence of the market. 

They ingeniously tweaked their flavours to suit 
the Kenyan palate and improved their packaging 
to supersede the local norms. With the same 
momentum, they also launched a variety of new 
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