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Sensient Technologies Corp. began as Meadow Springs
Distillery, a manufacturer of gin and other spirits in 1882.
Today, 125 years later, the company is a leading global

manufacturer and marketer of colors, flavors and fragrances.
Kenneth P. Manning, chairman, president and CEO, says the
company is larger than ever and continues to grow. 

Manning established a new vision for Sensient a decade ago.
He decided to exit the commodity businesses and move into the
specialty chemicals business, developing new products for the
food, cosmetics and pharmaceuticals industries. This strategy,

which includes new acquisi-
tions, has led into other areas,
such as inkjet printer inks and
products for the cosmetics
industry. 

“In 1996, when I became
CEO, the specialty chemicals
business was nonexistent and
flavor and color were only a
small part of the company,”

Manning says. “Many of our businesses had become commodi-
ties. These included products such as yeast, frozen potatoes and
bulk cheese. We divested the company of these low-growth busi-
nesses and used the proceeds to invest in new acquisitions and
new technologies. 

“These acquisitions were integral to building Sensient into a
global company,” he continues. “Since 1997, we have made 21
acquisitions all over the world with exciting new technologies.
Today we operate from 71 locations in 31 countries, selling prod-
ucts in 150 nations.”

MAINTAINING CULTURE
Manning says the biggest challenge throughout the acquisition
process has been managing the company culture. “We had a
group of companies that were very successful, and each had a
different culture and operated under different names,” Manning
explains. “When we changed our name to Sensient, we integrat-
ed them around the Sensient name. This helped bring everyone
together under one brand. 

“We just finished a strategy session and one comment from
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our staff was that this company has come together as one,” he
adds. “We took 21 companies and built a corporation of over $1
billion in sales.”

Sensient firmly believes in the profit-center concept, he notes.
When he became CEO, 95 percent of Sensient employees were
U.S. citizens but, today, almost 60 percent are citizens of other
countries and more than 50 percent of the business is done over-
seas. General managers oversee the business at each global loca-
tion with assistance from corporate headquarters.

Each profit center reports to one of three groups based on
product and location. 

This makes for a flat and efficient organization, Manning says.
“Our local general managers have a great deal of autonomy to
run the businesses,” he notes. 

This strategy seems to be working. Sensient has the No. 1 mar-
ket share in color products for the cosmetics and food and bev-
erage industries, Manning states. It is currently No. 2 in natural
colors globally. It is also No. 2 for pharmaceutical coatings and
No. 3 in flavors. 

NEW OPPORTUNITIES
Sensient has expanded throughout western Europe and is look-
ing at further expansion opportunities, particularly in eastern
Europe, South America and Asia. 

“One thing we found in China, despite the political back-
ground, was a tremendous commercial sense,” Manning says.
“We have a highly successful business in China and a thriving
business in Thailand. 

“We are considering establishing profit centers in the Baltic
states, and may expand our already successful business in
Mexico,” he adds. 

“We are also looking at India, and we are doing extremely well
in Australia and New Zealand. We see great promise in South
America and eastern Europe. 

“Countries from eastern Europe, who are joining the European
Union, will have a large built-in market with the EU, which rep-
resents well over 300 million people. That’s a larger market than
the U.S.”

PRODUCT EXPANSION
Sensient also plans to expand its product offerings, for example,
in the areas of encapsulation technology and high-speed printing
on food. 

This is a growing trend, according to Manning, as evidenced
by games printed on potato chips and logos printed on a variety
of edible products. In the cosmetics color and ingredients mar-
kets, Sensient is making strides with new surface treatment
innovations. 

At this point, it is primarily for women’s makeup but the tech-
nology has other potential uses, Manning says. 

Sensient’s success is also evident in its strong financial posi-
tion, Manning emphasizes. 

“We certainly want to continue to strengthen the balance
sheet,” he says. “Our stock price has done very well this year.  We
recently reached a 52-week high of over $26 a share, and we
expect our strong performance to continue.”
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