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[bookmark: _Toc13505112]Executive Summary

This report presents an assessment of the marketing organisation within Sensata technologies, specifically the Automotive segment of the Global Safety & Mobility market vertical. The organisational structure and its alignment with Sensata’s marketing strategy is discussed. 

The marketing strategy development processes used within Sensata are assessed and opportunities for improvement identified. Finally, the marketing mix employed by Sensata according to the 4 P model is reviewed. 
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Headquartered in Attleboro, USA, Sensata Technologies are a multinational industrial technology business with a FY18 revenue of £3.5bn (Sensata Technologies, 2019). Sensata designs and manufactures sensing solutions across all major industrial sectors, focussing on high-value segments. 

Sensata’s value proposition is its ability to use its engineering expertise to develop innovative and customised solutions for customers. Its current primary products include tyre pressure monitoring systems, exhaust gas sensors, circuit breakers, actuators, motor position sensors, pressure sensors, temperature sensors and controls. 

Sensata’s vision is to be “A world leader and early innovator in mission-critical sensor-rich solutions and electrical protection & first choice for our customers, employees, investors and neighbors” (Sensata Technologies, 2019). Its purpose is to “help our customers safely deliver a cleaner, more efficient, electrified and connected world” (Sensata Technologies, 2019). 

One of Sensata’s largest and fastest growing segments is automotive and will be the subject of this report in which the role and activities of the marketing team are evaluated. 

The automotive industry is experiencing significant disruption driven predominantly by four factors – autonomous, electrification, connectivity and shared mobility (ACES), (McKinsey & Company, 2017). This disruption requires the business to adapt to the changing needs of the customer and thereby ensure it is well positioned in these growing markets. The performance of the marketing team is critical is this period of disruption. 








[bookmark: _Toc13505114]Marketing Organisation

As a large multi-national organisation that has grown significantly through acquisitions, Sensata’s organisational structure is complex and was historically subject to variability dependent on subsidiary and location. Multiple layers of market segmentation are required to manage the complex customer base, the first of which is a high-level industrial segmentation. Each industrial segment has its own sales and marketing team. Until recently, the Sensata Auto segment was structured into global business units with regional profit and loss (P&L) accountability (Figure 1). 

[bookmark: _Ref11697287]Figure 1 - Global BU Structure
Considering the continuing automotive market disruption, and to enable more efficient execution of Sensata’s strategy, the automotive business was re-organised into two market verticals: Global Powertrain (GP) and Global Safety and Mobility (GSM) (Figure 2). GP includes all transmission, exhaust and engine related sensors and GSM includes safety, chassis, cabin, e-propulsion and aftermarket applications. 


[bookmark: _Ref11699788]Figure 2 - Global Auto Verticals
This report will focus on the Global Safety & Mobility market vertical within the Automotive organisation of Sensata to provide a critical evaluation of marketing activities within the business. Figure 3 shows an overview of the GSM marketing organisational structure. Each market segment has its own dedicated marketing team, supported by a transverse GSM sales and marketing team. The GSM sales and marketing team are accountable for strategic initiatives, global market insights, new business opportunity (NBO) processes and governance and sales teams. The aftermarket segment diverges in its approach due to a different target customer set.


[bookmark: _Ref11698765]Figure 3 - GSM Marketing Organisation

This is broadly a product group focussed divisional structure with Aftermarket segmented due to a different customer base. Each marketing team is dedicated to a category of product differentiated by base function. This allows the business to swiftly react to the market by adding new categories and shorten product development cycles to get to market quickly (Devaney, 2019).

There are clear synergies between these product categories and therefore the project teams operate in a matrix structure to ensure knowledge and expertise is shared. The marketing teams are not true matrices, however there is an element of cross reporting into the GSM Sales and Marketing team. Similarities exist between many of the Automotive customers and often there are multiple product categories offered to a single customer. For this reason, the sales team are not split into product groups but remain in the separate Sales and Marketing team with customers assigned dedicated sales contacts. 

Literature suggests that there is an opportunity to improve business performance by employing a Chief Marketing Officer (CMO) to be responsible for marketing activities within an organisation (Germann, et al., 2015). This model-based analysis resulted in a significant and positive effect on Tobin’s q to the value of approximately 15%. Moreover, the analysis reports having a CMO benefits organisations more if they are seeking relatively high levels of differentiation (Germann, et al., 2015). This aligns with Sensata’s target market strategy of high-value segments where we have significant differentiation and industry-leading margins (Sensata Technologies, 2019).

Rapid technology advancements are changing the role of the CMO to require a stronger focus and engagement with data analytics to measure performance and exploit digital opportunities. Big data offers significant opportunities to improve the precision of marketing efforts (Rands, 2017). To fully exploit this business efficiency opportunity, CMOs and CIOs must work collaboratively with the CEO to drive technology strategies (Deans & Tretola, 2016).

Big data is already critical to the success of marketing teams but there are additional opportunities if the marketing team fully adopts Agile principals (Edelman, et al., 2016). Implementing an Agile marketing methodology requires significant time and effort investment and commitment to ensure the values are being adhered to. If executed successfully organisations can see a revenue increase from 20 to 40% (Edelman, et al., 2016). 
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Marketing within the GSM organisation of Sensata follows the segmentation, targeting and positioning approach (Lancaster & Reynolds, 2005). This approach is fundamental to developing a successful marketing strategy.

Lancaster & Reynolds, 2005, describe the STP approach in the following high-level steps:
1. Select bases for segmentation and identify segments.
2. Evaluate and appraise the market segments resulting from step 1. 
3. Select an overall targeting strategy
4. Select specific target segments in line with step 3
5. Develop ‘product position’ strategies for each target segment
6. Develop appropriate marketing mixes for each target segment in order to support positioning strategies. 

Segmentation
Market segmentation categorises potential customers based on their requirements and preferences (Lancaster & Reynolds, 2005). Marketing strategies (and marketing mix) should be tailored to each sub-set of the total market to provide the greatest impact to the customer. 

A large customer base of the Automotive market is clearly the global OEMs. For these potential customers, geographic segmentation is not appropriate. The exception to this is Auto in China. Chinese customers have specific requirements that require a tailored marketing strategy. China is therefore segmented within Sensata marketing. The remainder of the GSM market vertical is further segmented into product application / technology. 

Segmentation in industrial sectors requires complex analysis of customer bases. Shapiro and Bonoma (1984) set out a nested framework where the complexity of criteria increases with each layer. It may not be necessary to use all 5 levels of this approach; however, I believe a tool such as this could increase the effectiveness of segmentation within Sensata. 

Operating Variables

Demographics
Situational Factors

Purchasing Approach




Personal Characteristics





Figure 4 - Nested Segmentation Model
Targeting
Analysis of each segment is required to assess if competing in that segment is desirable. Sensata need to ensure the segment aligns with the overall organisational strategy and that it offers significant potential for the business. The industrial segments should be assessed using a tool such as a PESTEL (Political, Economic, Social, Technological, Environmental, Legal) analysis to determine the level of risk in targeting each of them. 

Sensata’s market segmentation and subsequent targeting has resulted in the organisation focussing only on high value segments where there is significant differentiation. To build a strong foundation in emerging segments, Sensata has also targeted some niche segments. For example, electric vehicle battery contactor fuses have strong potential, align with the organisations strategic goals and are a growing sub-segment (internal analysis suggests $2B serviceable available market by 2024). 

To help further focus marketing efforts, a market map identifying how customers engage with innovative technology can be developed. Figure 5 shows a typical map used in Sensata (note the content of the template is indicative only for this report). This allows Sensata to target the Innovators and Early Adopters where investment is high and there is a greater likelihood of adopting more innovative ‘new-to-market’ solutions. 
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Positioning
Once the segments and sub-segments to target have been defined the value proposition must be determined. Urbany and David (2007), describe an approach to analyse the market segment using three circles (Figure 6). 
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[bookmark: _Ref12727061]Figure 6 - Three Circle Model
Using this model, the needs of the customers, the competitor’s offerings and Sensata’s offerings can be analysed to determine their interaction. This helps define Sensata’s competitive advantage and produces useful insights such as:
· What Sensata are producing that the customer doesn’t need or see as valuable.
· What the extent of the growth opportunities are in the white spaces (section E).
Understanding potential customers is essential to ensure their needs are fulfilled in a manner that aligns with their organisational characteristics. Survey’s and group feedback sessions are valuable but often the customers need can be interpreted incorrectly and Sensata should play a role in helping the customers determine what they really want (Gladwell, 2007).

Sensata analyse the customer organisation and determine factors such as:
· Product line-up
· Sales
· Market share
· Compound Annual Growth Rate (CAGR) forecast
· Cash flow trends
· Manufacturing locations
· Recent developments in the media (i.e. brand impact) 
· Long term company vision. 

Once the customer is well understood, a strategy of how Sensata could fulfil their sensing requirements is development and a forecast of potential revenue from that particular customer is generated. This plan is broken down into individual opportunities and a sub-plan is developed for each. A tool such as the three circle model could help discover additional opportunities that are currently missed.

Aligning the product roadmap with customer needs and subsequently developing an opportunity pipeline is core to Sensata’s marketing activities. The competitive landscape for each market segment is also analysed but at a relatively high level. A map such as that in Figure 7 is typically produced which indicates the state of the competitive landscape. 






	
	Global Player
	Global Support
	Related Products
	Ability to Scale up
	Product

	Sensata
	++
	++
	++
	++
	++

	Competitor 1
	-
	-
	-
	+
	++

	Competitor 2
	++
	++
	-
	++
	++

	Competitor 3
	-
	-
	-
	+
	++

	Competitor 4
	++
	++
	-
	+
	++



[bookmark: _Ref12906463]Figure 7 - Competitive Landscape

I propose using the three circle model (Urbany & Davis, 2007) would add further value to Sensata’s competitive analysis by clearly identifying areas of differentiation and help to develop a true value proposition. 

Sensata use a structured framework to prioritise opportunities. Critical questions capture key facts about the opportunities and a weighted score is produced. This tool is highly successfully within Sensata and captures potential benefits as well as an indication of potential risk. The three circle model could be used to revise the critical questioning and how the answers to these questions could be generated – producing a more accurate analysis.  
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The marketing mix is the term used to define the marketing methods employed which generate a profitable product, meeting the needs of the customers (Business Dictionary, 2018). Various models exist which are generally tailored to the business type and customer base. For B2B organisations such as Sensata, the fundamental model is the 4 P’s (Price, Product, Place and Promotion) (Marketing Voices, 2017). 
Price
Pricing strategy is critical in attracting and winning business but also for setting the expectation of value. Sensata utilise value-based pricing to determine list prices. A typical representation of this process is shown in Figure 8. This process requires a clear understanding of the customers wants and how Sensata can fulfil them with a competitive advantage (Dholakia, 2016). Additional considerations to price would include the potential impact of winning the business. If the opportunity is the entry point for a large customer or segment, it may be possible to reduce the price to increase the probability of success. 

[image: ]
[bookmark: _Ref12959784]Figure 8 - Value-Based Pricing
Product
The products Sensata produce must be aligned with the target segments current and future needs. With typical design cycles in the Automotive industry taking multiple years, the early identification and development of innovative products is critical. Significant market research is conducted within Sensata and this has driven the launch of innovative product developments to meet the changing needs of automotive customers. With the rapidly changing market landscape, product developments must be continuously reviewed to ensure they are still applicable and profitable. 
Place
For global automotive OEMs the volume of products required is significant. This makes the manufacturing and distribution locations a key part of the supply chain decision. Sensata invest in manufacturing and distribution centres in hubs of automotive manufacturing activity such as Germany. This allows Sensata to serve customers with lower distribution costs and shorter transportation times. 
Promotion
The methods used to build brand reputation and promote Sensata’s products can vary between segments. Sensata’s website and web presence is a base for communication and promotion. Key information about products and the organisation are available to potential customers. Sensata’s online Customer Relationship Management (CRM) tool is also available online to ensure customers can be engaged quickly and leads followed through. 

Trade shows and customer demonstrations are a significant part of Sensata’s promotional activities. They offer the opportunity to show first hand to potential customers how our products can meet their needs and where additional value can be provided over the competition. These activities are also an opportunity to build relationships with customer buying teams. Although most B2B sales are not a single person’s decision, building positive opinions of the organisation will increase the likelihood of leads transforming into sales (Hemsley, 2019).

[bookmark: _Implement_AI_assisted][bookmark: _Toc13505117]Conclusion

Sensata is a large, mature multi-national organisation with a well-organised marketing function. Recent market disruption has prompted re-organisation within the business and the marketing teams align with how the markets are served. 
[bookmark: _GoBack]
The foundation of Sensata’s marketing strategy is the Segmentation, Targeting and Positioning (STP) model. Several internal tools have been developed to facilitate analysis and reporting of marketing data. I believe implementing some industry recognised models such as the three circle model reported by Urbany and David (2007) could augment the marketing activities within Sensata and produce more accurate analyses. Additionally, collaboration between marketing and IT must continue to strengthen as this link becomes even more critical to maintain a competitive advantage in a data connected world.  

Bibliography
Business Dictionary, 2018. Marketing Mix Definition. [Online] 
Available at: http://www.businessdictionary.com/definition/marketing-mix.html
[Accessed 02 07 2019].
Deans, C. P. & Tretola, B., 2016. Technology and New Leadership Roles for the Chief Marketing Officer. Fairfax, American Marketing Association.
Devaney, E., 2019. 7 Types of Organizational Structure. [Online] 
Available at: https://blog.hubspot.com/marketing/team-structure-diagrams
[Accessed 24 06 2019].
Dholakia, U. M., 2016. A Quick Guide to Value-Based Pricing. [Online] 
Available at: https://hbr.org/2016/08/a-quick-guide-to-value-based-pricing
[Accessed 02 07 2019].
Edelman, D., Heller, J. & Spittaels, S., 2016. Agile marketing: A step-by-step guide. [Online] 
Available at: https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/agile-marketing-a-step-by-step-guide
[Accessed 24 06 2019].
Germann, F., Ebbes, P. & Grewal, R., 2015. The Chief Marketing Officer Matters!. Journal of Marketing, 79(3), pp. 1-22.
Gladwell, M., 2007. Choice, happiness and spaghetti sauce. [Sound Recording] (TED).
Hemsley, S., 2019. Why B2B brands need to invest in brand marketing. [Online] 
Available at: https://www.marketingweek.com/2019/06/05/b2b-brands-invest-brand-marketing/
[Accessed 02 07 2019].
Lancaster, G. & Reynolds, P., 2005. Management of Marketing. 1st ed. Oxford: Routledge Ltd.
Marketing Voices, 2017. The Four P's for B2B Marketers. [Online] 
Available at: https://marketing.toolbox.com/articles/the-four-ps-for-b2b-marketers-a-step-by-step-guide
[Accessed 02 07 2019].
McKinsey & Company, 2017. How the auto industry is preparing for the car of the future, Chicago: McKinsey & Company.
Rands, K., 2017. How big data is changing the role of the CMO. [Online] 
Available at: https://www.cio.com/article/3211406/how-big-data-is-changing-the-role-of-the-cmo.html
[Accessed 24 06 2019].
Sensata Technologies, 2019. About Us. [Online] 
Available at: https://www.sensata.com/about
[Accessed 17 06 2019].
Sensata Technologies, 2019. Sensata Technologies Reports Fourth Quarter and Full Year 2018 Financial Results, Swindon: Sensata Technologies.
Sensata Technologies, 2019. Why Sensata Wins. [Online] 
Available at: https://investors.sensata.com/investors/why-sensata-wins/default.aspx
[Accessed 24 06 2019].
Shapiro, B. P. & Bonoma, T. V., 1984. How to Segment Industrial Markets. Harvard Business Review, pp. 104-118.
Urbany, J. E. & Davis, J. H., 2007. Strategic Insight in Three Circles. Harvard Business Review, November. 




Global Auto BU


North America


China


Europe



Global Auto


Global Powertrain


Global Safety & Mobility



Global Safety & Mobility


Safety


Cabin & Thermal Management


Chassis


Global Marketing


E-Propulsion


Aftermarket


Strategic Marketing


Global Marketing & Comms


Sales & Marketing


Production Engineering


Global Marketing


Global Marketing


Global Marketing


1





	Marketing Management, Jamie Wilson



image3.svg
  
.MsftOfcThm_Background1_lumMod_95_Fill {
 fill:#F2F2F2; 
}

         Logo Name


image4.jpg
Prifysgol Cymru

Y Drindod Dewi Sant
University of Wales
Trinity Saint David




image5.png




image6.png
HONID.




image7.png
FCA

FIAT CHRYSLER AUTCMOBILES




image8.png
SUBARU




image9.png




image10.png
6‘5()_




image11.png
Mercedes-Benz




image12.png




image13.png




image14.gif
F /our
/' points of
lifference

Points of
parity

C
Their
points of
ifference

ey
Compatiea et




image15.png
>} ® O - Value Proposition-wwSent.ppt [Compatibility Mode] - PowerPoint ?7 @ - x
GEBl HOME  INSIRT  DESGN  TRANSTIONS  ANIMATIONS  SUDESHOW  REVEW  VIEW  MEKKO GRAPHICS Forti Andrew -
& % ) Eltayou- R Tt Dirction SNOCO0 | Qgn Shape Fil #oFina Q
e CIN et AignTert ALLDSO[ T & Copeoutine: thtepiee = &
aste ew we Ao Aa- | A - range Quic are We
7% ¥ | sider "Bection- B T US A Convertto smartart- || %4 N4 } # T e Q@ Shapeffects~ | Iy Select™ | Trinfile
Clpboard sides Font Paragraph Drawing diting Webkx ~
B s 3 2 1 o 1 2 3 s =
‘The World Depends on Sensors and Controls - N
H » . Sensata
eDevelop ST’s value based pricing, “next best alternative” is Technoigics
lee g Waterfall- “Next Best Alternative” Example
|
i -
A —
NextBest | Accuracy  Quality  Delwery Make St Past |indiflerence | Valueto |  Current
Alternative ®PM)  (%0TD) Performance|  Price  |be shared|  Price
A 1 T T
Step 1: step2: Step :
Identify Next Best dentity value drivers- both postve and negave Discuss how to divide the
8 H Alternative (NBA) and  ivers of ifferentiaton between the NBA and our diferential value of our offering (vs
quaniiy prie (or product servies nat of competors) with the cusiomer
equivalent) Quantify all value drivers during one or more and where fo set the price.
Workshops wih marketing, saies, and product Begin to craf selin story based on
developmen team members who come prepared with  identied value drvers
- data o support quantifcation -
S
— Value Proposition 7 A

Znotes  Wicommens [ ———+ n%

@ B &Y oA = 1PM





image1.jpeg
e e

taem o
b ol sl od oo

15 *
e
sk
[}

N

1L B

119

LR
.

- > o4 if i
o |
S L |
4 {4
- 0444
1 3
-. -..m t- LA 4
T ¥ 133
- | !
49 3 !

< o
-

]

«

l.”egd.- ey

LS

!

|

1

R

|

.

i

e A




image2.png
Logo
Name




