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INTRODUCTION 
Fore Good Group (FGG) are the exclusive distributors and brand custodians for Merisant (Canderel and Equal). Canderel and 
Equal are the leading brands respectively commanding an estimated +70% value share of the sweetener market in South 
Africa. Once of Canderel’s fastest growing channels is Food Service (HORACA -  Hotels, Restaurants, Cafes), with an 
estimated 80% share of this sector. The country’s biggest sugar producer also launched its own sweetener brand, aggressively 
competing (deep discounting) with its established sugar sachet offering in HORACA. 
 
OBJECTIVES  
With South Africa hosting the FIFA World Cup, the team decided that there was an opportunity to drive short-term incremental 
value and volume from the overseas visitors mainly from Western Europe where Canderel is also the leading brand. Secondary 
was to reinforce Canderel’s premium traits vs. competitors. 
 
CHALLENGES  
- Competitor offering deep discounts (-50%)  - FGG’s HORACA sub -distributors owned outlets/chains relationship 
- HORACA segment in decline due to recession - HORACA sceptical about inflated forecasts / FIFA expectation 
- HORACA Distributors little/no marketing resource 
 
STRATEGY 
Create strong Pull strategy positioning Canderel as “Europe’s sweetener of choice”. Initiate relationships directly with Hotels, 
Restaurants and Cafes in partnership with HORACA sub-distributors. Focus on potential high-traffic/tourist areas 
complemented by personal visits via branded mobile strike team offering education and special deals. 
 
VEHICLES 
- National Branded Strike Team  - Geographic Targeting Software - Branded collateral & samples 
- HORACA sub-distributor Telesales Incentives - 10+1 Free Deals   - Broadsheet support  
  
RESULTS 
- April ’10, May ’10 and Sep ’10 were the highest in Canderel’s Food Service history respectively in both value and volume 

- 52% value & 67% volume growth: AMJ ’10 (World Cup Sell in) vs. SPLY 

- Preliminaries show this also drove distribution & baseline growth with 9% value and 12% volume growth: ASO ’10 vs. SPLY 

- Return on marketing Investment (ROMI) = 19% over 3 months 
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