Palmer: Introduction to Marketing 2e

ADDITIONAL CASE STUDY

CHAPTER 08
Tensator the innovator

Tensator is a small company which until a few years ago was not known for its innovation. The company's Sales and Marketing Director Terry Green stated that ‘I'm a very firm believer that innovation doesn't need to be revolutionary. There's nothing my company has done that couldn't be done by anyone else'.

Tensator is a light engineering business which manufactured the Constant Force Spring, a device used in the manufacture of car seat belts throughout Europe. Although the company continues to produce this product for this market, it is now far more successful in the production of more recently introduced new product lines.

When Green joined the company in 1989, he realized that there was much more potential for the company. In 1978 it had put forward plans for the use of the Constant Force Spring in the production of queuing barriers for supermarkets and banks, etc. ‘We hadn't done much with it', recalled Green, ‘even though there was a feeling it could be developed further'. He persuaded the company to focus on this new product idea.

Research was undertaken where customers, current and potential, were asked to give opinions on the viability of such a product and how it could improve on the products that were currently available. The market research proved to be invaluable. ‘It was hardly rocket science, but it made us realize that what matters is what the customer wants to buy', noted Green.

As a result of the company's research and development, Tensabarrier was launched. By 1996, the product was being exported to thirty‑six countries and accounted for £3 million turnover. This was a dramatic improvement on the sales generated by the original product which was developed in 1978 and which had now become just a small part of the company's turnover.

There are now a variety of Tensabarriers in a variety of shapes and forms. There is a bolt‑down barrier and a special checkout version which incorporates an electronic movement sensor to prevent theft. These and other innovations were developed very proactively. ‘It's so easy once you realize that the key is to talk to your customers about how you can find solutions to their problems.'

Tensator launched thirteen new products in the years 1995 and 1996. Total turnover had risen more than threefold since 1988 to £10 million, with employee numbers only rising over the same period from 120 to 200. Green makes the point, ‘Innovation is about the successful implementation of new ideas, it's as simple as that. It's not necessarily about coming up with new inventions. It boils down to pretty basic stuff. It's about tweaking the way you do things rather than jettisoning one big idea for another'.

Sources:  Tensator corporate website (www.tensator.com).
Case study review questions
1. Why do you think the new application of the Constant Force Spring is more successful than its predecessor?

2. To what extent is the above a good example of product portfolio planning?

3. Where do you think the new product is in its life cycle? Give reasons for your answer.

OXFORD H i g h e r   E d u c a t i o n
© Oxford University Press, 2009. All rights reserved.


