
MARKET 
Over the past five years SonySugar has evolved 
into the symbol of sweetness in sugar in the local 
market. Consumer surveys conducted over the 
last five years has established that consumers easily 
resonate with the brand’s sweetness proposition. 

Being a basic consumer product, the segment 
of the population in the lower socio-economic 
strata has found SonySugar effective in providing 
added value per shilling spent. SonySugar is 
packed in both bulk format and 25/24kg shipper 
bales of branded sugar.

The target group for SonySugar is broad, 
comprising males and females aged twenty years 
and above; high and low income earners, both 
urban and rural. The market is mainly segmented 
by size of consumer pack and type of sugar. The 
large consumer pack sizes of 5kg and 2kg are 
targeted at the upper and middle income group, 
whereas the smaller consumer packs of 1kg, ½kg 
and ¼kg are targeted at the lower income group.

In terms of market segment sales, the 
two sectors have an equal share of market 
penetration. However the smallest pack size – 
the six gram sachet - is mainly a hotel, restaurant 
and institution pack where convenience, hygiene 
and individual pack integrity is demanded. It also 
appeals to  airlines and hospitals. 

The type of sugar - white or brown - is 
segmented by geographical considerations and 
usage. SonySugar white is generally chosen 
for table use, whereas SonySugar Brown has 
established a loyal customer base in the rural 
areas and in certain geographical zones in Rift 
Valley and Southwestern regions. 

The brand’s growth in the branded pack 
variant market has increased steadily over 
the last four years especially following the 
Superbrands award. 
Company turnover 
including sales 
of bulk 

sugar in 50kg and 25kg pack format has grown 
significantly in the past two years, hitting an all-
time high of over Kshs. 7 billion in financial year 
2011/12. 

AChIEvEMEnTS
The brand has made in-roads in the sugar 
market and 
become the 
un-disputed 
number two 
brand in terms of 
market visibility. 
The 6gm sachet 
pack variant 
continues to be 
the only sugar 
miller packed 
sugar sachet 
in the market 
commanding a 
significant share 
of retail sales, 
institutional 
use and hotel 
and restaurant 
consumption. 
Prior to its 
launch, in 2004, 
sugar sachets 
were packed 
by commodity middlemen, but SonySugar 
sachet has since changed this segment. The 
SonySugar sachet continues to be the sugar 
sachet of choice for Kenya Airways in-flight use 
and Nairobi Hospital for in-patient use. These 
are respected institutions in the country who 
demand top quality products, thus affirming the 
high quality standards of SonySugar sachets.

The brand communication has 
received accolades in the 

local sugar 
industry over 
the last four 

years as the 
most interesting 

and memorable. 
The brand 

communication has 
evolved from the 

original sugar mouth 
mnemonic in 2002 
and into two television 
commercial versions, one 

strongly positioning the 
brand on a sweetness 
platform and the second 

developing an emotional 
appeal as the brand that 

savours life’s sweet moments. 

The brand’s underlying message “My Sweety” is 
commonly used in conversation among young 
consumers.

The Company achieved ISO 9001:2008 
certification in July 2009 and the Diamond 
Mark of Quality in April 2010, demonstrating 
its commitment to international and national 

standards in its 
continual improvement 
in products and service 
delivery. In its quality 
policy statement, the 
Company commits 
to provide quality 
products and services 
that meet and exceed 
customer requirements 
and expectations 
through continual 
improvement of the 
quality management 
system. The Company 
has also attained 
ISO14001 certification 
in environmental 
management signifying 
its commitment to 
conduct its business 
with due consideration 
to sustainable use of 
natural resources so as 

to conserve the environment. The Company is 
presently pursuing certification of its laboratories 
under the Laboratory Management System to 
ensure that its laboratories are internationally 
accredited.

 
hISToRy
SonySugar brand is owned by South Nyanza 
Sugar Company Limited, a Kenyan Company 
established in 1976 under the State Corporations 
Act as a government strategy to increase national 
sugar production, reduce dependence on sugar 
imports and enhance regional development in 
the south western part of Kenya. 

The Company is a key player in the sugar 
sub-sector and serves more than 25,000 farmers 
in an expansive area spanning four counties – 
Migori, Homabay, Kisii and Narok. Southwestern 
Kenya is endowed with ideal soils and climate for 
sugarcane growing. The Company owns close to 
14% of the area under cane while out-grower 
farmers contribute 86%, making South Nyanza 
Sugar Company a major source of economic 
empowerment in the region. 

The Company was established at a time when 
marketing and distribution of all sugar produced 
in Kenya was done through a Government 
institution, Kenya National Trading Corporation 
(KNTC). In 1995 when KNTC was dismantled 
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