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“THE SUCCESS OF THE 
DIGITAL TRANSFORMATION IS NOT 

DOWN TO THE TECHNOLOGY 
BUT RATHER THE 

PEOPLE WHO SHAPE IT 
AND DRIVE IT.” 

Elke Katz, CDO Ratioform



TAKKT Management Board

Dear readers,

Our digital transformation is progressing quickly. We 
formulated our vision 2020 and laid out our digital 
agenda with over 100 measures in 2016. In 2017, we 
began with its implementation and were then able 
to put the first measures into action. At the begin-
ning of 2018, we established the new newport divi-
sion as a port for agile organization models and are 
excited to have Heiko Hegwein bring further digital 
expertise to the Management Board. 

The digital transformation means forging new paths 
and using our strengths. It means digitalizing our 
entire value chain and implementing agile organiza-
tion models. We have begun a cultural change and 
are adapting our structures and working methods as 
well as our working environments. Numerous trai-
ning programs will help our employees and execu-
tives to develop in a targeted manner.

Our aims for customer centricity comprise not only 
understanding the needs of our customers, but also 
actively using the opportunities of digitalization in or-
der to gear all our activities toward the customer. Seg-
mentation by customer type (personas) allows us 
to address a wider range of customers based on 

Felix Zimmermann Dirk LessingHeiko Hegwein Claude Tomaszewski 

data and thus offer products tailored to their needs. 
Through increased interaction, we accompany our 
customers in making their decision (i.e., their cus-
tomer journeys), using the insights gained along the 
entire value chain, starting with marketing, sales 
and product management to logistics and customer 
service.

We are bringing fresh new ways of thinking into the 
company and are opening ourselves up to new per-
spectives by adding new employees with demon-
strated digital expertise. Through our Corporate 
Digital Entrepreneur program, we are also training 
young workers with digital know-how abroad.  
Investments in and cooperations with start-ups help 
expand our horizons and open up new business  
areas. 

Our employees are working hard to implement the 
measures from the digital agenda in order to remain 
a highly attractive partner for our customers. In the 
following, we will provide a glimpse into some of 
the measures at our subsidiaries. We will continue 
this at www.takkt.com/digital and are always happy 
to hear from you. 

OUR COMMITMENT 
CUSTOMER CENTRIC –
EMPLOYEE FOCUSED

TA K K T  A G
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TOTAL

> 100

COMPLETED

27

IN PROGRESS

73

VISION 2020

We want to double our e-commerce business by 
2020 by creating an outstanding customer experience 
through digitalization. 

We strive to transform our organization in a step 
change by putting digital first and focusing on customer 
centricity.

We will invest up to EUR 50 million in our employees 
and new technologies.

The implementation of our digital agenda will increase 
our midterm organic sales growth.

INVESTMENTS 
IN EMPLOYEES AND 

TECHNOLOGIES 
2017–2020 (IN EUR)* 

2017 

16 MILLION

MEASURES* NEW HIRES*  

CHIEF DIGITAL OFFICERS

6

OTHERS

33

ONLINE MARKETING

13

DATA ANALYSIS

12

NEW HIRES

78 

WEB DEVELOPMENT

14

TARGET VALUE

50 MILLION

*AS OF 12/31/2017TA K K T  A G

DIGITAL TRANSFORMATION /  54



Digitalization along the entire value chain, flexible cor-
porate structures and agile organization models form 
the key activities of our digital agenda. Building on this, 
we defined six focus areas with measures to ensure 
successful implementation of the digital transforma-
tion. Finally, we defined the resources we require and 
the digital skills that we want to develop. 

WHAT?

At the start of the digital transformation, we conducted 
a critical analysis of our major portfolio companies in 
2016. From this, we identified the strengths and weak-
nesses of each of the companies in key focus areas of 
the digital transformation. In particular, the strengths 
are the result of the extensive experience in core areas 
of expertise of our B2B direct marketing business  
model. Room for improvement was found in the expan-
sion of our digital expertise as well as an unconditional  
focus of the activities on the constantly changing needs 
of TAKKT’s customers in the digital age. The result:  
We developed our own digital agenda.  

WHY?
We have defined over 100 measures for all six focus areas. Some 
have already been implemented successfully. New measures 
have been added to continue the digital progress. The changes to 
the corporate culture are already evident in the more agile working 
methods, new organizational forms and newly designed working 
environments. Fresh ways of thinking, impetus from newly hired 
employees, innovative formats for exchange between experts 
in different segments as well as the opportunities presented by 
modern technology all accelerate our digital transformation. We 
can measure our progress by having concrete goals.

Particular attention is paid to our customers. Their needs and ex-
pectations change with the opportunities presented by digitali-
zation. The measures of our digital agenda are aimed at driving 
customized offers and creating an individual and personalized pur-
chasing experience online as well. Only in this way can we gain 
new customers, retain our customer base in the long term and 
set ourselves apart from our competitors. 

HOW?

MORE ON PAGE 10, 
DIGITAL STORIES

DIGITAL AGENDA
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TOTAL
13

STARTED
9

COMPLETED
0

TOTAL
44

STARTED
20

COMPLETED
9

TOTAL
18

STARTED
14

COMPLETED
4

TOTAL
16

STARTED
9

COMPLETED
2

TOTAL
33

STARTED
16

COMPLETED
7

TOTAL
17

STARTED
5

COMPLETED
5

We need to precisely know and understand the individual needs and 
purchase decision processes of our customers. We analyze the differ-
ent information-gathering and purchasing behaviors of various custom-
ers across all channels and use this data to derive persona segments. 
This enables us to address our customers in a needs-based person-
alized manner, especially via digital channels. We measure customer 
satisfaction and obtain customer feedback in order to systematically 
derive measures for continuously improving customer value.

By adapting our organization and working methods, we are developing our cor-
porate culture. We work with greater agility and flexibility in cross-departmental 
teams. We are adapting our activities directly to the needs of our customers 
with a comprehensive perspective. We foster the digital skills of our employees 
through targeted training. We are also hiring employees with demonstrated  
digital skills and creating modern working environments. 

CUSTOMER JOURNEY

ORGANIZATION & CULTURE

For our digital strategy, we continually analyze the changing market en-
vironment, discover new opportunities and further develop our business 
model. To do so, we take a critical look at the state of affairs, adapt, and 
always keep learning. We are active in marketplaces, have created a port 
for agile organization models with the newport group and, throughout the 
TAKKT investment company, invest in start-ups that develop new solutions 
and offers for our customers using innovative methods.

Quicker and more efficient processes as well as the automation of 
manual processes help make order fulfillment even better and more 
transparent for our customers. With better integration of the suppli-
ers and smart shipping solutions, our customers benefit from smooth 
processes and direct communication. As a result, we increase the 
satisfaction of our customers and promote successful, long-lasting 
business relationships.

PROCESS AUTOMATION 

DATA & ANALYTICS

New technological analysis options open up additional growth opportunities 
for us. We use data to better understand the purchasing decision and needs 
of our customers. This allows us to create tailored offers and gain new cus-
tomers with customized solutions. Smart data use means being able to 
predict the needs of the customer more accurately, for example, so that 
we can increase product availability, deliverability and, ultimately, customer 
satisfaction. It also means acting more sustainably by avoiding unnecessary 
stock on hand or long delivery routes.

To meet and exceed the continually growing needs of our customers, we need 
agile and flexible business processes and models. To do so, we need modern, 
high-performing technology and systems. We are updating our existing IT ar-
chitecture and introducing new systems that allow for a consistent customer 
experience along the entire value chain. In addition, we test new technologies 
such as augmented reality and machine learning to enhance the digital custom-
er experience. Our investments comprise new ERP systems and e-commerce 
technology to optimize the digital purchase experience, high-performance  
product databases (PIM) to improve how products are presented in the 
multi-channel, and communications and CRM systems that make it possible  
to use a variety of communications channels with the customers. 

TECHNOLOGY

STRATEGY & INNOVATION 

FOCUS AREAS

TA K K T  A G
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DIGITALIZATION  
IS CULTURAL  
CHANGE

FOSTERING A CULTURE OF 
CROSS-DEPARTMENTAL TEAMS 
AND CUSTOMER CENTRICITY 

As part of the digital transformation, old working 
methods are becoming a thing of the past at Hubert. 
We introduced a new organizational structure at the 
beginning of the year to better address the needs of 
our customers and the requirements of the markets. 
Rather than focusing solely on their specialist tasks, 
employees in marketing, merchandising and sales 
form new interdisciplinary teams known as PODs. 
These develop a better understanding for the specif-
ic markets and customer personas. The employees in 
the POD teams dedicate roughly 80 percent of their 
working time to expanding and developing the five 
core markets: health services, hotels, retail, food, 
and training. Beyond that, they dedicate themselves 
to their individual specialist areas to exchange know-
ledge about working methods and develop in their 
specializations.

To prepare our employees for the new challenges, we 
began in the fourth quarter of 2017 to offer compre-
hensive training in methods and tools to establish ag-
ile working methods. In addition to training on design 
thinking and Scrum, the POD team leaders were also 

specifically trained for their new roles. Our employees 
have more responsibilities and are better equipped 
to make decisions. Introducing new formats for ex-
change and management helps to react to require-
ments more flexibly, to address our customers in a 
more target-oriented manner and to offer true added 
value throughout the targeted development of new 
services and product solutions.   

Digital transformation is one of the greatest 

challenges for companies these days. The key 

for a successful digitalization strategy is not 

just about using new technology, though. “Soft” 

factors such as the corporate culture play an 

especially decisive role. We believe that only a 

comprehensive approach that takes into consid-

eration the entire operation will be successful. 

The changes to the structures, the increase in the 

skills of our employees and the empowerment of 

transferring responsibility contribute to this, as do 

the development of new business models and the 

digitalization of processes. This sets the course 

for change in the entire organization.

CORPORATE CULTURE IN FLUX

HUBERT GROUP EMPLOYEES

“Together  
 we make Hubert!”

TA K K T  A G
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“OUR NEW WORKSPACE 
ENCOURAGES TEAMWORK   
and COLLABORATION.”
DANA BARRETTE,  PRESIDENT D2G GROUP 

CREATIVE 
OFFICE CONCEPTS 
ENHANCE 
DIGITALIZATION

NEW SPACES, NEW FURNITURE, 
NEW PERSPECTIVES 

In spring 2017, we moved Displays2go and our roughly 
140 employees to our new building in Fall River, Mas-
sachusetts. The move gave us the chance to create 
new working spaces and we used the opportunity to 
implement a modern office concept with new furni-
ture in collaboration with our colleagues from National 
Business Furniture.

To foster team and project work, we created a number 
of possibilities to work together: Conferences rooms 
are complemented by seating areas for conversations 
and short talks. Break areas and the cafeteria provide 
spaces for casual exchanges. Some of our walls can 
be written on and open up opportunities for creative 
collaboration along with modular furniture. The work- 
spaces of our employees have also been updated: The 
furnishings with new soundproofing elements make it 
possible to focus on work while keeping the benefits 
of an open office plan.  

Open office concepts support the digital transfor-

mation. Position and status are becoming less and 

less important as new working methods take hold. 

Direct approval for projects and knowledge exchan-

ge are brought to the fore.

The open plan shortens communication paths, 

allows challenges to be countered more quickly 

through direct contact and makes processes more 

transparent. Colleagues get to know each other 

better, the group dynamic and collaboration are fos-

tered and improved. Employees get a glimpse into 

other projects through cross-departmental working 

and are able to make valuable contributions. Addi-

tional quiet areas for silent working, conversation 

points and creative spaces provide the perfect 

setting for any requirement. 

NEW SPACE CONCEPTS

12

TA K K T  A G
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@
I N T E G R AT E D 

C O M M U N I C AT I O N S

Voice over IP (VoIP) has long been considered a 

full-fledged alternative to standard telephone sys-

tems. Cloud technology enables all communications 

to take place independent of places and devices. 

Numerous locations can use one system, which 

supports different devices such as laptops, conven-

tional telephones and cellphones. Linking these to 

applications like email, fax or text messaging also 

allows for comprehensive communications that 

can also be input directly to connected third-party 

systems such as a CRM system. Centralized admi-

nistration of all communications data accelerates 

business processes and illustrate places where 

customer service can be improved through analyses 

and reports. 

NEW COMMUNICATION 
LEVERAGING CLOUD
TECHNOLOGY

A SHL E Y HE S S,  V IDEO M A R K E T ING AGEN T,  NBF

“BETTER SERVICE FOR 
OUR CUSTOMERS, MORE 
FLEXIBILITY FOR US.”

INTEGRATED COMMUNICATIONS

MORE FLEXIBILITY AND 
BETTER CONSULTING WITH  
INTEGRATED COMMUNICATIONS 
SOLUTIONS 

We have been using a cloud-based communications 
system at NBF since August 2017 that allows all com-
munications channels to be used simply and in an in-
tegrated manner. The new tools have changed the way 
we work and opened new possibilities for customer 
service. Our sales consultants can now view all of 
the communications with a customer at one glance,  
regardless of whether it came via chat, email, fax or a 
call to our customer service center. Phone calls are re-
corded – provided the customer agrees – and archived 
as call logs. This allows us to help our customers even 
better and extensively. 

Our employees appreciate the flexibility they have 
gained from the laptops and smartphones we have 
provided them with. Whether on-the-go or from home 
– our way of working has become much more agile. 
New opportunities to collaborate such as instant mes-
saging, video calls and features like screen sharing 
make it much easier to work together across locations. 

TA K K T  A G
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BETTER 
CUSTOMER SERVICE 
WITH PERSONAS  
HOW RATIOFORM CREATES 
CUSTOMER PROXIMITY 
AND LOYALTY 

Elke Katz, CDO of Ratioform Verpackungen GmbH, 
reports on the evaluation and implementation of 
persona segments to optimize the customer jour-
ney at Ratioform.

Elke, how did you go about defining customer personas?  

“We started in December 2016 with an interdiscipli-
nary project team. In January, we identified and vali-
dated the needs of our customers based on research 
and in-depth interviews with a dozen of them. In the 
next step, we surveyed roughly 1,000 existing custo-
mers online and derived customer segments with the 
corresponding needs, behavioral patterns and expec-
tations based on the results.”

How did you implement the personas in the company?

“First; we allocated each existing customer in Germany 
to a specific persona segment in our ERP system. 
New customers are also allocated directly. We are 
obviously aware that some tweaking may be needed 
down the road. We also introduced the personas 
in workshops in the different departments such as  
marketing and sales so that new measures could be 
directly oriented toward them.”
  

Have you been able to draw any initial conclusions 
from that?  

“We learned a lot about our customers in the process. 
Now we know that many of our customers regard  
dealing with packaging as necessary evil. While many 
customers would like to have branded packaging  
materials – such as packaging with labels or slogans 
on it – most of them, distributors in particular, will ge-
nerally reuse the existing, not customized packaging 
for efficiency reasons. So branding falls by the way-
side to benefit efficiency. These are just a few of the 
points we’ll be able to address.”  

THE THREE PILLARS OF A  
SUCCESSFUL CUSTOMER STRATEGY

EL K E K AT Z ,  CD O R AT IOFOR M GR OUP

 “WE PUT OUR CUSTOMERS 
AT THE HEART OF 
EVERYTHING WE DO.”

 1. Customer insights     
Know your customers! Their needs, 

their behaviors and their pain points. 

 2. Segmentation
Use persona segments to address 

each customer according to their needs 

and simplify administration.  

 3. Customer lifecycle & journeys   
Put yourself in your customers’ shoes 

and base your actions on that. 

TA K K T  A G
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CLOSER TO THE 
CUSTOMER WITH 
DESIGN THINKING
GROUP CONFERENCE &  
FUTURE@TAKKT AWARD 2017 

“Solve a ‘Customer Pain Point’, an obstacle customers 
have to overcome, using design thinking”. Teams  
from all six TAKKT companies accepted the challenge 
of the Future@TAKKT award. In keeping with the con-
cept of ‘Customer Centricity,’ the focus was on one 
customer need in 2017.

The teams started with two-day design thinking  
training sessions to develop fresh ideas for finding  
solutions for the very specific needs of their custo-
mers. Understanding the stumbling blocks from their 
point of view. Developing ideas and discussing them 
with customers. Delving in, developing inital simple 
prototypes and again learning from conversations with 
customers – that is what design thinking is all about. 
The goal is to create new and innovative customized 
offerings and solutions. The result was six exciting 
prototypes that are meant to satisfy specific customer 
needs. Davpack’s idea for an automated reordering  
reminder service was voted the winner by all of the 
participants at the group conference. But everyone 
can feel like a winner here, because the implementa-
tion of these prototypes will bring us one step closer 
to our customers. 

F U T UR E@TA K K T AWA R D 20 17

“WE CREATE 
OUTSTANDING CUSTOMER 
EXPERIENCES.”

 1. Ideation 
Understanding the customers’ pain point 

(Changing perspectives) and generating 

a number of ideas. 

 2. Validation   
Checking and adapting the ideas 

and developing the solution.

 3. Implementation
Developing and testing a prototype 

and finally implementing the solution.

WHAT IS DESIGN THINKING? 

DESIGN THINKING

18 CUSTOMER CENTRIC /  19CUSTOMER JOURNEY 
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UNDERSTANDING  
CUSTOMERS 
IN REAL TIME

TAILORED SHOPPING EXPERIENCE 
THROUGH SMART DATA     

At Central, our service employees are available to 
answer questions via chat, we send offers by email if 
desired, and orders are often placed over the phone. 
We offer our customers a personal, convincing purcha-
sing experience. For us, this means that we don’t just 
help customers find the right product, we also provide 
assistance throughout the entire purchasing process. 

Improving an individual’s experience is not an easy 
task. It is a balancing act between finding their prefe-
rences, predicting future needs and making optimiza-
tions based on findings from the data that has been 
collected during operations. It is therefore crucial to 
keep up with technological innovations. 

  Optimization of campaigns 

while they are still running  

(e.g., the analysis of customer reactions in real time 

indicates the expected order volume) 

  Introduction of new products 
based on predictions of needs 

(e.g., by analyzing searches, 

surfing patterns, etc.)  

 Process and conversion optimization 

by adapting consecutive customer  

contact points (intuitive customer guidance)

BENEFITS OF ANALYZING 
REAL-TIME DATA

N AT NOR R IS,  CD O CEN T R A L GR OUP

“making the customer 
JOURNEY measurable 
ACROSS ALL CHANNELS.”

To rise to this challenge, we need to be able to under-
stand all of the steps along the customer journey. Our 
initial focus is on linking the various customer contact 
points such as our catalog, our sales and customer 
service, and our online channels. The data gathered 
in this process is stored centrally in the ERP system 
with the transaction data. All areas, not just marke-
ting, use targeted analyses to optimize products,  
services and the customer experience. 

CUSTOMER CENTRIC /  2 1
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NEW MINDSET –  
TAKKT CORPORATE  
DIGITAL ENTREPRENEURS

“WHAT IF” AND “WHY NOT” – 
QUESTIONS THAT SHAPE THE 
DIGITAL MINDSET 

Three questions for Peter Bruhn, Senior Digital  
Advisor at TAKKT AG and coordinator of the  
TAKKT CDE program:

We’re halfway through the Corporate Digital Entrepre-
neur program – What experiences have there been  
so far?

“The CDEs are all highly committed. They have a lot 
of great ideas and experience. I am particularly happy 
about the productive exchanges in the business units. 
The CDEs don’t just contribute their know-how, they 
also actively question processes and decisions. Be- 
sides they help colleagues who are not as comfortable 
with digital technology yet. And they share their ex-
periences on their own blog www.takkt.de/cde and in 
the company social networks such as Yammer.”

The CDE program is one of a kind in Germany so far. 
It was created based on the model of the design thin-
king process. How can we picture that?

“The CDEs go through various stations in our subsi-
diaries and start-ups. At the same time, they also work 
on their own projects. Inspired by the design thinking 
process, the program is divided into three phases:  

In the “Ideation” phase, the CDEs get to know our 
companies, customers and business models. They  
develop initial ideas for concrete projects, such as 
new offers for our customers. In the second phase,  
“Validation,” these ideas are tested and developed 
further based on customer feedback. The third phase, 
“Implementation,” begins with a pitch presentation to 
the management board and is followed by the imple-
mentation of the ideas.”

How does the CDE program support the shift to a  
digital mindset? 

“Our success factors used to be the excellent capacity 
to plan our business and the continous optimization 
of existing processes. In today’s volatile competitive 
environment, the ability to adapt continually and to de-
velop new offers quickly is key. Direct communication 
with customers and learning together along the way 
are also crucial to success. The CDEs are trained in  
agile methods that are designed for issues such as 
these, and they question existing processes and struc-
tures in a constructive manner.”

A GLIMPSE AT SOME OF THE CDES’ ACTIVITIES 

 CAN BE FOUND AT WWW.TAKKT.DE/CDE 

C OR P OR AT E DIGI TA L EN T R EP R ENEUR S

“together we are 
creating our 
DIGITAL FUTURE.”

TA K K T  A G
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The Prüfplaner shows upcoming inspections at a glance

FROM A CUSTOMER NEED 
TO A BUSINESS IDEA 

FOCUSED ON THE CUSTOMER 
WITH THE KAISER+KRAFT  
PRÜFPLANER – THE CLOUD-
BASED SOLUTION FOR EFFICIENT 
WORK-SAFETY MANAGEMENT 

In conversations with our customers, we often heard 
reports of the large number of safety inspections 
that were regularly required for equipment. After all, 
fire doors, fire extinguishers, ladders – the list of work 
equipment and fittings in the company that have to be 
inspected regularly is a long one. It can be hard to keep 
track of this list without an inspection management 
system. KAISER+KRAFT and the specialists from 
Schacht One, Haniel’s digital think tank, introduced 
Prüfplaner, an intelligent inspection management tool, 
to the market a few months ago. The tool helps ensure 
that inspections take place according to schedule, that 
changes to inspection regulations are adhered to, that 
external service providers are better coordinated and 
that all activities are clearly documented. 

We split up tasks in our interdisciplinary project team 
by topic and organized them into two-week sprints 
based on the Scrum method. Four feedback phases 
were also scheduled with the roughly 15 pilot custo-
mers who accompanied the project. This agile working 
method has enabled us to address the needs of our 
customers as early as the development phase and 
to optimize the functionality. A market-ready product 
for medium-sized companies was created based on a 
customer need in just ten months as a result.

M A R T IN S CHR EI T MÜL L ER , 
P R ODUC T OW NER ,  K A ISER+K R A F T GR OUP

“LESS ADMINISTRATION AND 
TIME NEEDED – GREATER 
OVERVIEW AND safety.”

 Automatic reminder 

of upcoming inspections 

 Simple administration 

of inspection dates and reports

 Always up-to-date 

on inspection regulations

 No complex installation 

and updates

MORE AT WWW.PRUEFPLANER.DE

TA K K T  A G
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D OMINIK R OMER ,  CEO A DN Y MIC S 

“INCREASING CUSTOMER  
LOYALTY WITH CUSTOMIZED 
PACKAGING INSERTS.”

NEW HORIZONS  
THROUGH START-UP 
INVESTMENTS 

100% OPENING RATE – 
SMART PACKAGE INSERTS 
FOR THE PERFECT 
UNPACKING EXPERIENCE   

Adnymics has been working since 2014 on doing away 
with boring flyers in parcels from online distributors. 
The company has taken it upon itself to give every 
customer their own personal unpacking experience 
with customized packaging inserts. The only thing that 
should go into the parcel is customized content that is 
relevant to the customer – a clear delineation from the 
standard inserts that are sent to everyone regardless 
of their needs.

The Munich-based start-up offers a system to manu-
facture packaging inserts for online retail that are tailo-
red to the end customer. Here’s how it works: The all-
in-one system, which consists of software and a digital 
printer, analyzes the surf and purchasing patterns of vi-
sitors to the web shop and then generates customized 
product recommendations and editorial content. This 
is then included in the parcels as a high-quality perso-
nalized packaging insert. The inserts are produced just 
in time in the online distributor’s logistics process. 

“As a ‘Smart Investor,’ we want to support young 
companies in their development”,
 
says Franziskus Josten, managing director of newport  
group. “Our investment strategy calls for long-term 
success and collaboration, not short-term profits – 
a real win-win situation that every-one can benefit 
from. With the TAKKT Beteiligungsgesellschaft, we 
are investing only in innovative young companies 
that are already active in the market and are spe-
cialized in B2B direct marketing or services along 
the value chain of our companies. The transfer of 
knowledge goes in both directions. We get access 
to agile organization models and technologies. At the 
same time, the fledgling start-ups benefit from our  
years of experience in logistics, internationalization 
and market access in the US.”

WE HAVE INTERESTS IN THE CAVALRY 
VENTURES FUND – WWW.CAVALRY.VC –  

AS WELL AS THE FOLLOWING START-UPS:

 Printmate www.printmate.de  

 Adnymics www.adnymics.com 

 Crowdfox www.crowdfox.com 

 Authentic Vision www.authenticvision.com 

 Book A Tiger www.bookatiger.com 

 parcelLab www.parcellab.com

 odoscope www.odoscope.com

MORE INFORMATION ABOUT OUR INTERESTS:  

WWW.TAKKT.COM/STARTUPS

2 6 INNOVATION DRIVEN /  2 7STRATEGY &  
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A NEW DIGITAL PORT

GROWTH WITH 
NEW BUSINESS MODELS 

To make optimum use of the growth opportunities 
in the digital business areas, TAKKT created the  
newport group at the start of 2018, a new division  
within TAKKT EUROPE. It serves as a port for youn-
ger, quickly growing business models that address 
the needs of smaller companies especially via digital 
channels.
 
The new division bundles Certeo and BiGDUG, the 
previously online-only business of the KAISER+KRAFT 
group, with OfficeFurnitureOnline, acquired in early 
2018, and Mydisplays, acquired mid-2017. This reorga-
nization allows for a more agile and targeted branding 
and market position through independent product 
ranges and technology infrastructures. 

In addition, the TAKKT Beteiligungsgesellschaft with 
its investments in innovative start-ups has also been  
brought into the newport group. This makes it pos-
sible to exchange experiences between the start-ups 
and the other companies of the newport group as 
well as to learn from one another.

The newport group will continue to grow organically 
as well as through acquisitions. 

With interactive formats, we support conversation 

and motivate our employees to think 

outside the box. At our start-up breakfasts, 

founders meet with employees 

from the TAKKT companies and exchange 

new ideas and business models in a  

casual setting. In inspiring locations such as the  

Accelerate Space or the Wizemann Areal 

in Stuttgart, over a shared breakfast, 

it’s not just about getting to know start-ups. 

Existing networks are expanded 

and initial cooperations are now leading to 

innovative projects. 

START-UP BREAKFAST

HEIKO HEGW EIN,  TA K K T AG M A N AGEMEN T B OA R D

 “WE LEARN 
TOGETHER WITH 
YOUNG COMPANIES.”
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> 70

EURO
> 1  Billion

LOCATIONS

SALES

> 1 Million

PRODUCTS

17

BRANDS

~ 47 %

E-COMMERCE 
ORDER INTAKTE

CONSTANT CHANGE 

THE HISTORY OF THE TAKKT GROUP IS CHARACTERIZED BY  
CONTINUOUS CHANGE. WITH OUR DIGITAL TRANSFORMATION, WE HAVE 
TAKEN THE NEXT STEP AND ARE GETTING READY FOR A NEW ERA. 

1970 2000

INTEGRATED 
MULTI-CHANNEL

E-COMMERCE

In increasingly volatile markets, it is crucial to react 
flexibly to changing customer needs and preferences 
– or better yet, to be a step ahead of them. Which is 
why we are doing away with older, familiar traditions 
and realigning our actions with the changing needs of 

1980 20131990

DIGITAL 
TRANSFORMATION

2016

PRINT CATALOG

LOGISTICS  
OPTIMIZATION

QUALIFIED  
ADVISING 

our customers. This opens up new possibilities for us 
to further set ourselves apart from the competition 
and not only to excite our customers with innovations 
and new business models, but also to retain them in 
the long term. 

DIGITAL TRANSFORMATION /  3 13 0

TA K K T  A G



DRIVERS 
OF THE DIGITAL 
TRANSFORMATION
An international team of digital experts drives the  
implementation of the digital agenda in the individual 
companies. To this end, the position of Chief Digital 
Officer (CDO) was established and filled in each  
of the six divisions. The Senior Digital Advisor at  
TAKKT AG coordinates the team of six CDOs and is 
responsible for the joint implementation of the digital 
agenda. “The digital agenda is the top priority in the 

TAKKT Group. Because we are linked directly to the 
management of the companies and the management 
board, we have very short decision-making chains, 
are able to implement digital topics quickly and can 
drive cultural change from the top down. The close 
collaboration of the CDOs allows us to multiply ex-
perience and accelerate the digital transformation,” 
says Peter Bruhn, Senior Digital Advisor at TAKKT AG.

PETER BRUHN
SENIOR DIGITAL ADVISOR TAKKT AG

BRYAN SNIETKA
CDO/CTO D2G GROUP THORSTEN LOUIS

CDO KAISER+KRAFT GROUP

NAT NORRIS
CDO CENTRAL GROUP

ELKE KATZ
CDO/CMO RATIOFORM GROUP

CHRIS HAYES
CDO NBF GROUP

GREG BANKS
CDO/CMO HUBERT GROUP

DIGITAL 
CHANGE

TA K K T  A G

TAKKT GROUP
STRUCTURE

TAKK T AG

TA KK T EUROPe TA KK T a merica

K A ISE R+K R A F T
gr oup

r at iofor m 
gr oup

ne w p or t
gr oup

hube r t
gr oup

c e n t r a l
gr oup

D 2 G
gr oup

NBF
gr oup
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www.takkt.com/digital


