




CEO in 1996, the company jettisoned
most of its low-profit business units and
con centrated on building its color and
flavor units. Since 1997, the company
has made more than 20 acquisitions to
strengthen and solidify its position in
these specialty chemical
mar kets, which now
also include fragrances.
The company is now
one of the world’s lead-
ing worldwide manufac-
turers of colors, flavors
and fragrances for food,
beverages and house-
hold and personal care products. 

“I think the primary difference be -
tween Sensient and its competitors is the
fact that most of our competitors are fla-
vor and fragrance companies,” Man ning
says. “We have the ability to produce col-
ors, so we can create a system that
includes both color and flavor.  We part-
ner with our customers to offer a com -
plete system in the form of customized
beverage and food formulations.”

DECENTRALIZED STRENGTH
Sensient’s status as a leading global cor-
poration comes from its many business
units, which are located throughout the
world. Manning says the profit center
approach has maximized the advantages
of its global presence. The system creates
semi-autonomous business units that
serve specific markets, rather than cen-
tralizing all operations in one location.
For example, the main office for the com-
pany's flavors and fragrances group is
located in Indiana polis, but has profit
centers in Germ any, Italy, France, Spain,
Can ada, Mexico, Japan, Korea and China.
Man agers in those offices have almost
to tal authority over op erations in their
spe cific reg ions. 

“Because the company covers a lot of
geography, we are highly decentralized,”
Manning says. “We now operate from
over 70 locations in more than 30 coun-
tries. When I became CEO, about 95 per-
cent of our employees were U.S. citizens.
Today, nearly two-thirds of our employ-
ees are nationals of other countries and
about 60 percent of our revenue comes
from non-U.S. business.”

The key advantage of the profit-center
system is that it creates a streamlined
organization in which each unit can
operate independently while still being
able to share information and processes
with other profit centers. For example,

Sen sient manufac-
tures the color and fla-
vor for a major energy
drink company. Com -
ponents are manufac-
tured in facilities in
the U.K., St. Louis,
Missouri, and else -
where before being

formulated at another profit center and
shipped as a complete system. This
means the company doesn’t have to dup -
licate equipment in each location.

NEW DEVELOPMENTS
The autonomy of each of Sensient's prof-
it centers also extends to the develop-
ment of new products. Each group has
the authority to develop specific tech-
nologies and products based on cus-
tomer requests, with profit centers com-
municating and sharing their findings
with one another.

Recently, Manning says, Sensient
introduced new developments such as a
natural color line based on shades trade-
marked as Fusion Precise Natural Colors.
These are stable and consistent natural
colors for a wide range of foods and bev-
erages.  “This is a unique product line,”
he says. “We can match almost any color
the cus tomer would want.” The company
also has made strides in developing
emul sion-based products that Manning
says are extremely versatile.

“We’re leaders in emulsion technolo-
gy, which can be used to produce either
flavors or colors,” Manning explains.
“Our formulations offer superior per-
formance and greater shelf life. This
technology also can be used to produce
natural colors.”

CONTINUED GROWTH
Sensient’s focus on its autonomous profit
centers will continue to spur innovation
at the company, Manning says. “The
future is going to be very exciting.  We
will see a continuation of products that

are fo cused on health consciousness,” he
says, pointing to the current nat ural foods
trend as an example. 

“I think the natural trend is here to
stay,” Manning says. “We see it as a huge
opportunity, particularly in color.”

The company plans to continue the
growth that has positioned it worldwide,
Manning adds, noting that Sensient has
programs in place to open profit centers
in eastern Europe and to expand its sales
force in Scandinavia and the Baltics.
Manning says the next 10 years for
Sensient look to be just as successful as
the last 10. “Our growth prospects re -
main very strong and we’re going to con-
tinue to expand geographically,”
Manning predicts.
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“I think the natural trend
is here to stay. We see it
as a huge opportunity,
particularly in color.”

Lemon extract is one of the flavoring solutions
Sensient Technologies offers its customers.
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