
MARKET
In the last decade, SonySugar brand, a product of 
South Nyanza Sugar Company Ltd., has evolved 
into the symbol of sweetness in packaged 
sugar in the local market. Consumer surveys 
conducted in the past have established that 
consumers readily resonate with the brand’s 
unique sweetness proposition. 

Being a basic consumer good, the population 
segment with low purchase power in the 
market find SonySugar effective in providing real 
value per shilling spent. SonySugar is packed in 
50/25 kg bulk bags and 25/24/20 kg bales for 
retail branded packs. Our packaging is designed 
to address the demand by wholesalers for 
convenience in packages.

The target consumers for 
SonySugar is broad, comprising 
youth, adults, institutions 
and industries. The 
brand services users in 
high and low income 
brackets residing in 
the urban, peri-urban 
and rural areas. Our market 
is segmented by consumer 
pack sizes and type of sugar. 
The larger consumer pack sizes 
of 5kg and 2kg target at the upper 
and middle income group, whereas 
the smaller consumer packs of 1kg, 
½kg and ¼kg are targeted at the 
lower income group. Bulk packages 
of 50/25 kg are for institutional 
users and some underserved 
rural markets. The smallest pack 
size – the six gram sachet - serves 
hotels, restaurants and institutions where 
convenience, hygiene and individual pack integrity 

is demanded. The pack also serves airline travel 
and hospital/health sectors. 

Two types of sugar are on offer as SonySugar 
white and brown. Both serve a market 
segmented by geographical considerations and 
usage preferences. SonySugar white is preferred 
for table use in more urban areas, whereas 
SonySugar Brown has a loyal customer base in 
the rural segments, with specific niches in the 
former Rift Valley and Southwestern regions of 
Kenya. 

SonySugar brand’s has grown its retail branded 
market steadily 

over 

the last decade 
and more so following the 

attainment of Superbrands status and 
investments in brand development in the prior 
years. During the same period, Company gross 

sales turnover grew significantly, hitting an all-
time high of over Ksh. 7.0 billion in financial year 
2011/12. This has been sustained and is expected 
to grow in subsequent years.

ACHIEVEMENTS
The SonySugar brand continues to make 
in-roads in the local and regional market and is 
becoming the un-disputed preferred brand in 
terms of consumer preference. This presents and 
opportunity for brand growth through investments 
in additional production capacity. The SonySugar 
sachet is a dominant producer packed sachet in 
the Kenyan market with commanding presence 
and scale in retail sales within the hospitality 

segment of industry comprising 
– hotels, restaurants and other 
entertainment outlets. Prior to its 
launch, in 2004, sugar sachets segment 

was served by third party packers with 
no guarantees to consumers as to the 

source of the product. All outlets that 
demand top quality in products, such as 

hospitals, air travel and hotels prefer the 
SonySugar sachets.

The SonySugar brand communication 
has been feted in the local sugar industry, 
having pride of place in case studies in local 
business schools through its advertising 
campaigns, that were interesting and 

memorable. The brand communication has 
evolved from the original graphics in 2002, 

through two television commercials; one 
strongly positioning the brand on a sweetness 
platform and the second developing an 
emotional appeal as the brand that helps users 
savour life’s sweetest moments. The brand’s 
underlying message “My Sweety” is regularly used 
in conversations among younger consumers. The 
brand advertising shall be refreshed in coming 
years to further uniquely position the brand and 
strengthen its heritage even as it evolves.

The Company achieved ISO 9001:2008 
certification in July 2009 and the Diamond 
Mark of Quality in April 2010, demonstrating 
its commitment to benchmark products and 
operating systems with international and national 
standards in its quest for continual improvement 
in service and product offerings. South Nyanza 
Sugar Company Ltd. commits to provide quality 
products and services that meet and exceed 
customer requirements and expectations 
through continual improvement of the Quality 
Management System (QMS). The Company 
attained ISO 14001 certification in environmental 
management in 2010 signifying its commitment 
to conduct its business in a sustainable manner. 
Our Testing and Laboratory management 
systems are certified through international 
accreditation since 2015.
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HISTORY
SonySugar brand is 
owned by South Nyanza 
Sugar Company Limited, 
a Kenyan company 
established in 1976 by 
the Government of 
Kenya Corporation as 
part of its strategy to 
increase national sugar 
production, reduce 
dependence on sugar 
imports and enhance 
regional development 
in the southern part of 
Kenya. 

The Company is a 
key player in the sugar 
sub-sector and serves 
over 20,000 farmers 
in an expansive area 
spanning four counties 
– Migori, Homabay, Kisii and Narok. Southern 
Kenya is endowed with ideal soils and climate for 
sugarcane growing. The Company grows 14% of 
its raw material supply while contract out-grower 
farmers contribute 86%, making South Nyanza 
Sugar Company a major agent of economic 
empowerment in the region. 

The Company has evolved its marketing and 
distribution of sugar a centralised a Government 
marketing/sales agency, Kenya National Trading 
Corporation (KNTC) to current status as 
leading marketer. SonySugar was the first miller 
brand to hit the market through direct sales to 
wholesalers. 

Since late 70’s to year 2001, our sugar was 
sold in bulk bags of 100kg and 50kg bags. At the 
retail level, sugar was re-packed by retailers in 
non-branded brown paper or polythene packets 
of various sizes. Consumers were excluded from 
making choices on preferred brands. 

Branded SonySugar was first introduced in 
July 2001 at a trade fair in Kisumu City and, in 
October 2002, a more elaborate brand launch 
complemented by pack re-design, a print and 
radio campaign. The sugar sachet was launched 
in July 2004, targeting the hospitality, air travel 
and health sectors. The brown sugar product was 
launched in December 2008 accompanied by a 
new advertising campaign tagged “My Sweety”, 
using the nostalgic seventies track by Bunny Mac. 

The brand has grown considerably since 
its first launch to become a major seller. 
The Company continually invests in packing 
technology to meet the consumer preferences 
and tastes.  

PRODUCT
SonySugar is unique granular crystal sugar made 
from clean, fresh, mature sugarcane grown under 
local conditions. SonySugar offers two choices to 
the consumer ; the irresistible SonySugar White 
with a sweet aroma, tastefully packed and with 
an imposing shelf presence and SonySugar Brown 
packed with added nutritional value as a result of 
constituents derived from its unique production 
process. The unique production process imparts 
SonySugar Brown its distinctive appearance and 
sweetness.

SonySugar is packed in retail consumer packs 
ranging from 5kg, 2kg, 1kg, ½ kg, ¼ kg, to 6gm 
sachets.

RECENT DEVELOPMENTS
Market trends have seen growth in mini 
supermarkets and hypermarkets and for 
SonySugar this is a growth area. This requires 
resourcing brand marketing and production 
capacity, two areas of increased focus.

To deepen its partnerships with its distribution 
chain players and customers, the Company 
opened a regional sales office in Kisumu City in 
November 2009 and established a product depot 
in June 2012. Both initiatives have helped in 
closing gaps in distribution and ensuring that the 
brand is consistently available in the shelves. Sales 
in the region increased fourfold, thus impacting 
on overall profitability.

The Company’s plans to focus on building the 
brands market locally and regionally, expanding 
the sugar product range and creating value 
addition in by-products of sugarcane processing. 
The targeted expansion in products envisage 
electric power co-generation, ethanol production 
and its derivatives and conversion of bagasse to 
other value added products. 

PROMOTION
SonySugar is recognised in the market as the 
brand with a unique and exciting message. The 
TV advertising campaign, developed in 2008, 
was revamped in year 2010 with the objective 
of developing a strong brand image and creating 
an emotional bond with its consumers. The 
popular soul track “You are my Sweety…” struck 
a nostalgic note with the older target group yet 
remained exciting for younger consumers who 
continue to enjoy soul music of the 70’s. The 

brand slogan “Simply the 
Sweetest” is true to the 
brand, as SonySugar is 
known for its distinctive 
sweetness and delivers 
on the brand promise of 
sweetness. 

A new advertising 
campaign is in 
development to 
strengthen the brand and 
develop its emotional 
heritage. The new 
campaign will close the 
marketing gap resulting 
from the functional 
brand positioning. The 
brand is advertised 
across all media outlets 
- television, radio, print, 
billboards, sales vans, wall 
and In-Store branding. 

To capture millennials, the brand will maintain a 
strong social media presence. 

BRAND VALUES
SonySugar brand stands out on the shelf as a 
clean, high quality and authentic product. The 
brand values range from quality, aspiration, value 
for money to integrity. Consumers associate the 
brand with its delivery on its sweetness promise. 
Consumer surveys indicate that it is the brand 
that is most associated with distinctive sweetness. 
Sony Sugar’s personality is:-
• Confident
• Loveable
• Charming
• Authentically Kenyan
Recent annual customer satisfaction survey 
indicated that the satisfaction index is on 
a growth trend with 74.8% of customers 
interviewed indicating they are satisfied with 
the brand. A significant 72% of customers 
interviewed indicated they were likely to 
recommend the brand in future.

The brand logo - two stalks of healthy 
sugarcane joined by a gold ribbon - communicates 
its rich distinctive quality, a key commitment of 
the brand. The brand colours of gold, chocolate 
and green signify its appetising appeal and make 
SonySugar an easy pick from the retail shelf. 

The Company has implemented a stringent 
system of quality checks right from receiving of 
milling cane, through the entire milling process 
and packaging to ensure that each pack of crystal 
sugar reaching the final consumer is consistent 
in all aspects of quality – content, colour, crystal 
size, moisture content and pack integrity.

 Sonysugar
 @sony_sugar

www.sonysugar.co.ke
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• SonySugar is 100% Kenyan and has no 
relation to Sony Electronics Company.

• SonySugar was the first locally made sugar 
to be launched in sachets.

• “SonySugar Simply The Sweetest™ is a 
registered trademark.

Things you didn’t know about
SONYSUGAR


