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 Supplier evaluation program 
 for SuStainability 

Pilot project 
conducted with 
20 suppliers

 
 SaleS With SuStainable 
 ('green') productS 

Share of 2 % in 
2011 increased 
to 4 %

 
 paper conSumption per 
 eur million turnover 

Reduced by 29 % 
compared to 2011 

 
 Share of advertiSing materialS 
 made of fSc/pefc paper 

Share of 57 % in 
2011 increased 
to 89 % 

 
 carbon emiSSionS per 
 kilogram of paper 
 advertiSing materialS 

Reduced by  
34 % compared  
to 2011

 
 offering carbon neutral 
 delivery SolutionS 

Pilot project for 
climate neutral 
cargo shipping

 
 companieS With 
 carbon footprintS 

7 certified 
companies

 
 companieS With environmental 
 management SyStemS 

1 additional 
company in 
certification 
process

 
 energy conSumption at 
 ger/uS locationS baSed on 
 locationS in 2011 

Reduced by 7 % 
compared to 
2011

 
 recruitment, promotion and 
 development of talentS 

Launch of LIFT 
human resource 
development 
program

 
 promote Social 
 commitment of employeeS 

9 % of our 
employees have 
the option of 
taking paid 
leave from 
work for local 
volunteer 
involvement
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TAKKT AT A glAnce

  Leading direct marketing 
speciaList for business 
equipment

  3 miLLion b2b customers in 
europe, north america 
and asia

  200,000 products

 2,500 empLoyees

   eur 953 miLLion turnover 
in 2013

  Selection and presentation of a comprehensive and attractive product assortment from a 
multitude of suppliers.  HigH product quality for demanding B2B customers

   Multi-channel strategy for direct marketing via print, online, tele and field sales.  
simple, fast and cost-efficient order transactions in all cHannels

  Comprehensive and elaborate consulting as well as professional creation of offers. Free sample 
shipping and long guarantee periods. HigH customer satisfaction tHrougH value added services

  Central warehousing and distribution logistics including direct delivery from suppliers. 
fast delivery times tHrougH HigH product availaBility

TAKKT ADDED VALUE
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 Sourcing 

We take responsibility for 
the product life cycle 
from the selection of 
materials and production 
to waste disposal.

 MARKETING 

As a B2B direct marketing 
specialist, we pursue a 
multi-channel strategy 
through traditional and 
electronic channels.

 Logistics 

We manage warehousing, packaging and 
transportation logistics including 
direct deliveries in the drop 
shipment business.

TAKKT VAlue CreATion ChAin
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management board

management board of takkt aG

Responsible and sustainable  
action requires commitment and constant attention.  
As part of management, it is our responsibility  

to lead as role models in this area.

«

Felix ZimmermAnn
ChAirmAn oF the mAnAgement BoArd, Ceo

ClAude tomAsZewski
memBer oF the mAnAgement BoArd, CFo

dirk lessing
memBer oF the mAnAgement BoArd



GRI-G4 
ONLINE-REPORT

   An interview with the Management Board members of TAKKT AG: Felix Zimmermann, 
Dirk Lessing and Claude Tomaszewski.

intervieW

the takkt SuStainability report 2014 iS titled 
“We deliver”. WhiCh reSultS have you been able 
to aChieve?

  Felix Zimmermann:  We have made good prog-

ress towards our goal of becoming a role model for sustain-

ability in our industry by 2016. As a B2B direct marketing 

specialist, it is certainly an advantage to have a generally 

sustainability-focused business model with customer relation-

ships oriented on the long-term. We consider sustainability 

to be an integral part of responsible business practice. With 

‘Sustainable Corporate Responsibility’ or SCORE for short, 

we have established a Group-wide program to integrate 

sustainability into the structure and nature of the company. 

As a result, the foundation was laid for implementing and 

managing measures across all levels and groups in the day-

to-day business. This typical TAKKT approach of proceeding in 

a structured, systematic manner has proven effective. Along 

with the progress made, I am very pleased with the positive 

response from our customers. This shows us that we are on 

the right path.

  Claude Tomaszewski:  We have set clear objec-

tives for ourselves in all focus areas and taken steps to make 

TAKKT even more sustainable. It was especially important for 

us to create transparency concerning the results and progress 

that have been achieved. We have therefore developed clear 

parameters at TAKKT in order to be able to show our economic, 

environmental and social performance. In this context, we align 

ourselves with internationally recognized standards such as the 

indicators of the Global Reporting Initiative and the principles 

of the United Nations Global Compact. Transparent reporting 

furthers our credibility and emphasizes the great significance 

of our sustainable business practices.

  Dirk Lessing:  It is our job to implement these 

standards in the day-to-day business. For example, the produc-

tion of our worldwide print advertising materials requires 

considerable resources and is therefore a key issue for us, 

which deserves particular attention. In this area, we were able 

to further optimize communication with the customer and mini-

mize waste coverage. Both resulted in a significant decrease in 

paper consumption. We have also made considerable progress 

internationally by switching to advertising materials from certi-

fied sustainable paper sources. At the same time, we have 

increased the share of electronic media through the expansion 

of our multi-channel strategy.

Sharing valueS
»

we consider sustainability  
to be an integral part  

of responsible  
business practice.

«

 SuStainable reporting 

We are taking a neW approach With

our 2014 SuStainability report.

The printed report provides compact and 

fact-based information about sustainability 

at TAKKT. The foundation for this are the 

goals, strategies and measures described in 

our 2012 Sustainability Report, which have 

been integrated into the organization and 

everyday processes. All indicators relevant 

to the GRI, comprehensive detailed informa-

tion and additional materials can be found 

online by following the marked links or:

 takkt.de/SR2014

sustainability report 2014 takkt aG 2 | 3



intervieW

   

Where do you See the greateSt potential to make 
takkt’S buSineSS model even more SuStainable?

  Felix Zimmermann:  Sustainability does not 

end at the company boundaries. For us, sharing values 

means ensuring sustainable action together with our busi-

ness partners across the entire supply chain. As an interna-

tional company, we regard sourcing with our diverse supply 

relationships as an important tool in particular in achieving 

measurable progress. This is where our assessment program 

for improving sustainability with regard to our suppliers comes 

in. After successfully testing the evaluation process in 2013 

with selected suppliers in a pilot project based on the inter-

nationally recognized  EcoVadis platform, it will now be rolled 

out Group-wide.

WhiCh other iSSueS are Currently being  
foCuSed on?
  Claude Tomaszewski:  Our employees play an 

important role worldwide. Their commitment is the key to our 

success. We launched the LIFT human resources development 

program with the aim of systematically recruiting, developing 

and promoting employees. Our goal is to have implemented 

the findings in the largest group of the company by the end of 

2015 and then roll them out successively in the TAKKT Group.  

We want to expand our responsibility for society through 

the development of local initiatives supported by the local 

employees.

  Dirk Lessing:  In addition, the careful use of 

resources and protection of our environment is a challenge 

that has to be met every day. We want to achieve measur-

able progress with the creation of carbon footprints and the 

introduction of environmental management systems for our 

companies. This also applies to our core processes, thus we 

will consistently expand the range of resource-saving ‘green’ 

product lines and increase carbon neutral shipping.

mr. Zimmermann, in CloSing, let’S take a look 
toWardS the future. iS the goal to develop takkt 
into an induStry role model for SuStainability 
Within Sight?

  Felix Zimmermann:  If we were still a 4 on a 

scale from 1–10 two years ago, I think that we have reached 

at least a 6 today. We have integrated sustainability in the 

entire organization and have already met many goals that we 

had originally set for the end of 2014. Of course, that does 

not mean that we can just lean back and relax now. On the 

contrary, we have set ambitious goals for ourselves and are 

constantly working on becoming better. Therefore, I am still 

convinced that we will succeed in becoming a role model for 

our industry by 2016.

   takk t’S Single-tier direCt marketing is not only efficient, it is also sustainable because emissions are avoided due 

to the elimination of additional transportation steps. In contrast to trading systems with local stores, the TAKKT business model is 1.5 

times more carbon efficient.   takkt.de/SR14/dIReCt_MaRketING

»

For us, sharing values means 
ensuring sustainable action 
together with our business 
partners across the entire 

supply chain.

«

Carbon effiCient direCt marketing

takkt direCt marketing in CompariSon to trading SyStemS With loCal StoreS

Production TransporT Warehouse transport

Production TransporT transport transportWarehouse LocaL Branch Customer

Direct marketing

Trading sysTems wiTh local sTores

Customer



Code of valueS

Living vaLues
    TAKKT’s value code reflects the special character of the company  

and the features of the business model. 

sustainability report 2014

At TAKKT, we ensure that corporate reality is immediately 

visible and perceptible to staff and management. This means 

that we communicate transparently and clearly, act in a direct 

and straightforward manner and managers and employees 

know how their performance is contributing to the success of 

the company.

#
1  RESPECTING REALITY 

At TAKKT, we strive to do everything we can to ensure 

that  our customers and suppliers regard us as a partner 

for our mutual success and that they are highly motivated 

to work closely together with us. Consistent very high 

customer satisfaction, outstanding service quality and 

promoting our mutual benefit are all top priorities for us. 

 We want to be better than the competition. 

#
3  PRACTISING PARTNERSHIP 

 At TAKKT, we actively accept our social responsibility and 

 are committed to calling for and promoting ecological and 

 human values. We take care to respect individual and 

 cultural characteristics and consider sustainability an impor- 

 tant element of our competitive advantage. 

#
5  TAKING RESPONSIBILITY 

At TAKKT, we stand for continuity and reliability, especially 

in times of change. Our actions are always undertaken with 

medium- and long-term goals in mind. We are committed to 

growth with substance, continuous learning and consistent 

adaptation to changes and new conditions. 

#
4  ensuring ContinuitY 

 At TAKKT, we are true to our word. With that in mind, reli- 

 ability and transparent behaviour are the benchmark for our 

 actions. Even in case of conflicts, we assume good inten- 

 tions, provide support and search together for workable 

 solutions. Trust, respect and meeting others on equal terms 

 are essential values for us. 

#
6  ACting in trust 

At TAKKT, we are constantly working on making our actions 

measurable, scalable and more efficient. The combination 

of judgement and consistency in the implementation of the 

TAKKT business model makes it possible to actively manage 

our profitability and value-creation for the benefit of all stake-

holders.

#
2  ACTING SYSTEMATICALLY 

takkt aG 4 | 5
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We Create 
 value 
 SuStainably
beCauSe long-term profitable groWth iS only 
poSSible if We aCt SuStainably.
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Strategy

   SuStainabil it y iS not a ne W ConCep t for 

takk t. It has long been an entrepreneurial tradition in the 

Group to manage all resources as carefully as possible. We 

view sustainability as the long-term balance between economic, 

environmental and social interests.

   in 2011, We began to eStabliSh SuStainabilit y 

aS an inherent part of our group-Wide Corpor ate 

Strategy. The SCORE sustainability program was established 

for the operational implementation and incorporation at the 

organizational level. The Management Board is directly respon-

sible for the program, which is coordinated by management 

employees in each group. A guideline for sustainable action is 

the United Nations Global Compact, which we have actively 

supported since 2012. We aim to qualify for the “Advanced 

Level” with our current report. TAKKT is committed to complying 

with the ten universal principles of the Global Compact in the 

areas of human rights, working standards, environmental protec-

tion and anti-corruption, and to ensure their propagation.

   We have identified Six foCuS are aS in the 

development of takk t’S SuStainabilit y Strategy. They 

are derived from our long-term strategic goals, the ongoing 

evaluation of all business processes as well as the expectations 

and requirements of our stakeholders. Guided by the principles 

of sustainability, we actively support environmental and climate 

protection in our core business and take responsibility for our 

products – during manufacturing, marketing and distribution. 

We are also committed to the concerns of our employees and 

those in our social environment.

   We purSue a long-term Strategy. Our goal is to 

grow profitably, diversify risks and act in a sustainable manner. 

The success of our business model relies on long-standing 

customer relationships. Within the scope of our integrated 

multi-channel approach through print, online, field and tele sales 

activities, we continuously improve our customer approach. 

With targeted acquisitions of additional mail order platforms, 

we extend our portfolio and tap into new customer groups.

Through the systematic expansion of the e-commerce business, 

we increase marketing efficiency and protect resources at the 

same time. We have added a sustainability certification and code 

of conduct to our supplier evaluation program. These measures 

will improve the quality and security in sourcing.

With programs for training and continuing professional develop-

ment and by expanding the promotion of the social involvement 

of our employees, we want to further foster motivation.

All of this contributes to improving our sustainable actions every 

day. In order to ensure our progress in all six areas of activity, we 

have set binding goals for ourselves for 2016 » page 17 .

AdditionAl informAtion online

  takkt.de/SR14/StakeHOLdeR_dIaLOGUe 
Stakeholder dialogue and materiality analySiS

  UnGLObaLcOmpact.ORG/paRtIcIpant/16275-takkt-aG 
global CompaCt: takkt profile

sourCinG

 takkt.de/SR14/SOURCING

resourCes & Climate

 takkt.de/SR14/ReSOURCeS_CLIMate

employees

 takkt.de/SR14/eMPLOYeeS

soCiet y

 takkt.de/SR14/SOCIetY

marketinG 

 takkt.de/SR14/MaRketING

loGistiCs 

 takkt.de/SR14/LOGIStICS

FoCus AreAs

sustainability report 2014

Ensuring long-tErm 
corporatE succEss

   We want to become the world’s leading direct marketing specialist for  
business equipment and the role model for sustainability in our industry by 2016.

6 | 7takkt aG
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foCus area loGistiCs 

online – gri-g4 indiCAtors At A glAnCe

foCus area sourCinG 

We enCourage
our partnerS to
aCt SuStainably
We Support the SuStainable aCtion of our  
buSineSS partnerS beCauSe We aSSume the reSponSibility  
of enSuring SuStainability in our Supply Chain.

  takkt.de/SR14/SOURCING

  takkt.de/SR14/LOGIStICS



   SuStainabilit y doeS not end where the company 

ends; especially for us as a commercial enterprise with diverse 

supplier relationships, it is important to consider the entire 

supply chain. With the integration of relevant sustainability 

criteria in the existing supplier evaluation program, we want to 

systematically record, document and improve sustainability in 

our supply chain.

In a pilot project carried out in 2013, 20 KAISER+KRAFT 

suppliers successfully tested the evaluation process based on 

the internationally recognized EcoVadis platform, which will 

be extended to include other companies and suppliers. In the 

medium term, we want to capture all suppliers with relevant 

sourcing volumes in this way. In addition, we have developed 

a binding code of conduct for all suppliers, which will be intro-

duced in the entire Group in 2014.

   together With our partnerS, we are systemati-

cally expanding the range of ‘green’ products. These products 

meet the highest standards in terms of environmental impact 

and sustainability. Through our early and active involvement 

along the entire value creation chain, we can ensure the use of 

particularly environmentally-friendly and resource-saving devel-

opment and manufacturing processes.

A successful example is the range of EUROKRAFT Active Green 

products, for which an environmental balance sheet certified 

by the German Association for Technical Inspection (TÜV) was 

created; the carbon emissions generated during production are 

completely offset. Ratioform offers a broad range of particularly 

environmentally friendly packaging solutions. In the USA, NBF 

markets a range of outdoor furniture in its web shop that is made 

from 100 % recycled materials.

   in CompariSon to trading SyStemS with local 

stores, we avoid emissions with our single-tier direct marketing 

business model because additional transportation steps are elimi-

nated. At the same time, we want to continuously improve our 

business model and ship our products in the most environmentally 

friendly way possible. In addition to parcels, which account for 

around half of our shipping volume at KAISER+KRAFT Germany, 

we also deliver general cargo and furniture to our customers.

With our logistics partners, we already send carbon neutral 

parcels to 15 European countries. After parcel delivery, general 

cargo deliveries account for the second-most shipments. 

Together with a major logistics company in Germany, we are 

therefore currently developing a system for recording and 

offsetting carbon emissions in order to provide climate-neutral 

deliveries of general cargo. The first climate-neutral deliveries 

will be carried out at the beginning of 2014.

SuStainability in the 
Supply chain

Green  
products

Carbon-neutral  
delivery solutions

AdditionAl informAtion online

  KaiserKraft.de/campaign/activegreen 
EUROKRAF T AcTivE GREEn PROdUcT RAnGE

  nationalbusinessfurniture.com/green-office 
nBF OUTdOOR FURniTURE PROGRAm

  ratioform.de/info/ressourcen-schonen 
RATiOFORm EnviROnmEnTAlly sOUnd PROdUcTs

AdditionAl informAtion online

  dhl.com/gogreen 
Climate-friendly Catalogue delivery with dhl gogreen

  ups.com/carbonneutral 
uPS Carbon neutral Program

AdditionAl informAtion online

  takkt.de/SR14/SUPPLIeR_eVaLUatION 
SuStainabilit y in the Supplier evaluation program

  takkt.de/SR14/SUPPLIeR_COC 
taKKt Supplier Code of ConduCt

  eCOVadIS.COm 
eCovadiS pl atform

foCuS area SourCing foCuS area SourCing foCuS area logiStiCS

 shAre oF evAluAted suppliers with produCtion  
 plAnts in Countries with lower environmentAl  
 And soCiAl stAndArds 

2014 goal: 
Expansion of supplier sustainability evaluation program: 
20 % of the suppliers in risk countries evaluated.

Within the scope of our pilot project, 

three suppliers With production plants 

in risk countries Were evaluated.

 sAles with sustAinABle produCts 
(in %)

2014 goal: 
Increase share of Sales with sustainable products to 5 %.

Furniture

generAl CArgo

pArCels

 shAre oF deliverY tYpes in Customer deliveries  
 For kAiser+krAFt germAnY  
(in %)

2014 goal: 
Range of delivery solutions for which the carbon emissions 
from the delivery of goods is offset.

sustainability report 2014
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We market
SuStainably
beCauSe only a diverSified,  
reSourCe-Saving marketing Strategy  
haS the greateSt impaCt.

w e del iv er 01 02 03 04 05 06
foCus area marketinG 

online – gri-g4 indiCAtors At A glAnCe

  takkt.de/SR14/MaRketING 
w e del iv er 01 02 03 04 05 06



   our goal in marketing is to provide our customers 

with the individually-based and needs-oriented information 

they require for the optimal procurement of their business 

equipment. Within the scope of the integrated multi-channel 

business model, TAKKT pursues a multi-brand strategy which 

includes multi-channel and web-focused brands. This allows us 

to serve customers of different sizes and requirement profiles 

in a targeted manner.

Our multi-channel brands combine traditional catalogue distri-

bution, which is more attractive to medium-sized and large 

companies, with an online service and – where appropriate – 

with employees for tele and field sales to form an integrated 

offering. For major customers, we also offer individual 

e-procurement solutions to optimize sourcing processes. With 

our digital web-focused brands, we address primarily smaller 

   printed advertiSing materialS SuCh aS Cata-
logueS are a key medium for customer communication in direct 

marketing. At the same time, print advertising generates most 

of the carbon emissions in the value creation chain at TAKKT. 

Since 2010, we record all of the carbon emissions (cradle to 

gate) of the printed material in the entire TAKKT Group. This 

has given us important starting points for continuously reducing 

emissions through environmetally-friendly materials and produc-

tion processes.

89 % of our advertising material already originates from certi-

fied sustainable paper sources (FSC/PEFC). With this, our goal 

of 85 % for 2014 has already been met. The efficient use of 

advertising materials and the resources to produce them are 

key parameters for TAKKT to ensure the sustainable success 

of our business model.

Goal-oriented customer approach  
as sustainability factor

environmetally-friendly 
print advertising

companies and new customers with comparatively low require-

ments and who are more concerned about product price.

Through continuous development of the marketing mix, ongoing 

maintenance of our address database and expansion of the 

digital channels, we are improving our customer approach, 

ensuring high advertising efficiency and are also able to reduce 

the amount of print advertising materials. This way we achieve 

high customer satisfaction and low process costs.

Through optimization of the marketing mix, we have been able 

to reduce the relative paper consumption per EUR million of 

turnover by 29 % since 2011.

AdditionAl informAtion online

  ic.fsc.org 
SuStainable foreSt management

  PEfc.org 
ecological foreStry

AdditionAl informAtion online

  takkt.de/SR14/BRaNdS 
Overview Of TAKKT mulTi-chAnnel And web-fOcused brAnds

AdditionAl informAtion online

  takkt.de/SR14/MaRketING_StRateGY 
IntervIew wIth DIrk LessIng on tAkkt mArketIng strAtegy

foCuS area marketing foCuS area marketing

 pAper Consumption per eur million turnover 
(in t / eur million)

2014 goal: 
Reduction of paper consumption to 33.2 tons  
per EUR million turnover.

 CArBon emissions per kilogrAmm oF pAper 
 Advertising mAteriAls  (in kg Co 2 / kg pAper)

2014 goal: 
Reduction of carbon emissions per kilogram of advertising 
materials to 2.23 kg CO2 per kg of paper.

 e-CommerCe shAre oF order intAke  
(in %)

28.0  % 21.3 %
2013 2011

note: 
Key figure in multi-channel business model to capture 
changes in order behavior.

sustainability report 2014

34.9 2.35

24.9 1.56

2011 2011

2013 2013
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We aCt
SuStainably
beCauSe only by aCting in a SyStematiC manner Can We 
SeCure our environmental reSourCeS in the long term.

w e del iv er 01 02 03 04 05 06
online - gri-g4 indiCAtors At A glAnCe

foCus area resourCes & Climate   takkt.de/SR14/ReSOURCeS_CLIMate



   We aCtively Support the Careful handling 

of natural resources and climate protection. We have partici-

pated in the Carbon Disclosure Project (CDP) since 2008 and 

were named index leader on the SDAX for the first time in 

2013. We have been recording the carbon footprint along all 

relevant stages of the value creation chain for KAISER+KRAFT 

in Germany since 2011 and in six other European companies 

since 2013. Documentation is carried out in certified carbon foot-

prints according to ISO 14064-1. This has enabled us to identify 

important starting points to introduce targeted improvement 

measures. For example, 95 % of the total emissions in Germany 

were generated by paper advertising and logistic processes. 

Consequently, we have concentrated our activities in those 

areas in order to realize the highest possible carbon savings. 

   in all m a jor ta k k t CompanieS, W e Want 

to gradually introduce certified environmental management 

systems in addition to the existing quality management systems 

in accordance with ISO 9001. An important part of certification 

is the introduction of a continual improvement process in envi-

ronmental management. Our Scandinavian company, Gerdmans, 

is certified according to ISO 14001. KAISER+KRAFT Germany 

is currently undergoing the certification process; preparations 

are underway for other companies. In 2013, National Business 

Furniture (NBF) was certified as a sustainable service provider 

according to NSF protocol 391. This makes NBF the first furni-

ture dealer in the USA to receive the certificate of conformity 

and meet all the criteria.

   W e W il l Con t inue to reduCe group-W ide 
energy ConSump tion and limit harmful emissions. For 

example, our American subsidiary, HUBERT, equipped the 

roof of its central warehouse with 46,000 m² of solar panels. 

In its first year in operation, 1.53 million kWh of electricity 

were produced, which covered 31 % of the electricity needs 

at the location. At the same time, 900 tons of carbon were 

saved. Certification as a highly sustainable location according 

to the demanding LEED criteria (Leadership in Energy & Envi-

ronmental Design) is expected to be concluded in 2014. All 

logistics locations meet high environmental standards; in 2014, 

we will convert one of our central warehouses to LED lighting. 

KAISER+KRAFT participates in the ECOfit program in order to 

drive forward corporate environmental protection with the active 

involvement of the employees.

Transparency Through 
c arbon fooTprinTs

ManageMent through environ-
Mental ManageMent systeMs

Expansion of EnErgy- 
saving mEasurEs

AdditionAl informAtion online 

  tuev-sued.de/management_systems/environmental_manage-
ment_certification/iso_14001__emas 
ISO 14001 certIfIcatIOn

  nationalbusinessfurniture.com/nbfsustainabilitycasestudy.pdf 
PreSS releaSe nSf certIfIcatIOn Of nBf

AdditionAl informAtion online 

  live.deckmonitoring.com/?id=hubert 
Hubert sol ar panels

  leed.net 
leeD program

  ratioform.de/info/Pressemitteilung-11-11-2013 
press release about sustainabilit y certificate for ratioform 
logistics center

AdditionAl informAtion online 

  takkt.de/SR14/CaRBON_FOOtPRINt 
TAKKT cArbon fooTprinTs

  CdP.Net 
cArbon Disclosure projecT

  kaISeRkRaFt.de/ueBeR-uNS/PReSSe/2014/CdP-BeRICht-2013/ 
press releAse cDp rAnKing

foCuS area reSourCeS & Climate foCuS area reSourCeS & Climate foCuS area reSourCeS & Climate

 energY Consumption At tAkkt loCAtions  
 in germAnY And the usA  (in thousAnd gigAjoules)

2014 goal: 
Reduction of energy consumption at the locations from 2011 
to 109.2 thousand gigajoules.

 numBer oF CompAnies with CArBon Footprints  
(in numBers)

71
2013 2011

2014 goal: 
Carbon footprints created for major companies in all 
groups.

 numBer oF CompAnies with environmentAl  
 mAnAgement sYstems 

11
2013 2011

2014 goal: 
Certified environmental system introduced in at least 
three companies.

sustainability report 2014

114.9

Current loCAtions

loCAtions in 2011

106.5
129.0

(in numBers)

2011

2013
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We  
promote  
SuStainability
beCauSe only SuStainability  
in praCtiCe Can bring about Change.

w e del iv er 01 02 03 04 05 06
online - gri-g4 indiCAtors At A glAnCe

foCus area employees

foCus area soCiet y 

  takkt.de/SR14/eMPLOYeeS

  takkt.de/SR14/SOCIetY



(in %)

   takk t vieWS ComplianCe with legal and contrac-

tual obligations as well as ethical principles as being of the 

highest priority. In order to ensure this and to support our 

employees in their day-to-day work, we adopted a revised 

TAKKT Code of Conduct in 2014. The Code of Conduct is derived 

from our company values and the ten principles of the United 

Nations Global Compact as well as other international stan-

dards. In order to integrate the Code systematically within the 

organization, an e-learning tool is being developed and every 

TAKKT employee will receive training for it by mid-2015. The 

compliance system is monitored by the Management Board, 

the compliance officer and internal auditing. Possible breaches 

of the rules can be reported anonymously via a multilingual 

whistleblower hotline. The protection of our customer data is 

ensured through reliable high-performance IT systems as well 

as comprehensive security measures. 

   our 2 ,500 employeeS are an important foundation 

for the successful corporate development of TAKKT. We offer 

our employees secure jobs for the future and a salary that is 

in line with their performance. We launched the LIFT human 

resources program in order to further improve the recruitment, 

development and promotion of our employees. Our goal is 

to have implemented the findings in the largest group of the 

company by the end of 2015 and then roll them out succes-

sively in the TAKKT Group. The performance evaluation as well 

as development possibilities of all employees are discussed 

on an annual basis in a value-centered TAKKT Dialogue with 

the respective supervisor. As a global player, we are expressly 

committed to diversity and equality. In 2013, the share of female 

employees at TAKKT was 47 % (27 % in executive positions).

   for takk t, SoCial Commitment is an important 

part of responsible action. We therefore support organizations 

and institutions that are committed to ecological and social 

issues. In addition, we also actively support the volunteer activi-

ties of our employees. We believe that local initiatives have a 

significant impact because our local employees know best how 

we can participate in a meaningful way in the communities of 

our locations. By offering paid leave, we make it possible for our 

employees to become involved in local projects. For example, 

employees in Switzerland supported a forestry project of the 

local forest cooperative. At HUBERT in the USA, over 1,200 paid 

work hours were invested within the scope of the Individual 

Volunteer Time Program (IVT) in 2013.

Clear rules for the  
day-to-day work

TargeTed PromoTion  
of emPloyees

Assuming responsibility 
locAlly

AdditionAl informAtion online

  takkt.de/SR14/GROUP_WORkING 
Group workinG model in k amp-lintfort central warehouse

AdditionAl informAtion online

  takkt.de/SR14/volunteeRing 
HUBERT VolUnTEERing pRogRam

  takkt.de/SR14/WoRkSHoPS 
non-pRofiT woRksHops

AdditionAl informAtion online

  unglobalcompact.org 
United nations Global CompaCt

foCuS area employeeS foCuS area employeeS foCuS area SoCiety

The Code of ConduCT helps us To make 

The righT deCisions and Thus proTeCT 

The repuTaTion of The Company and our 

suCCess.

“TAKKT Code of Conduct”  
(takkt.de/sr14/takkt_coc)

Launch of LIFT  
human resource  
development program

2014 goal: 
Recruitment, promotion and development of talents.

 shAre oF emploYees with pAid leAve progrAms  
 For soCiAl involvement

2014 goal: 
Promotion of the local social involvement of employees.

sustainability report 2014

5.9

8.5

2011

2013

2013

takkt aG 14 | 15



X 06

We go 
further
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2016 goalS

TargeT-orienTed and open To new ideas

   openneSS and Credibilit y are the foundation 
of truSting rel ationShipS. That is why we at TAKKT report 

on our business in a transparent and comprehensive manner, 

survey our customers, employees and business partners on a 

regular basis and are in a continuous dialogue with them and 

other stakeholders.

Through regular and systematic exchange with internal and 

external stakeholders, we gain important knowledge which 

enables us to review our activities in the six central focus areas 

and align them in a targeted manner. A systematic dialogue 

with stakeholders helps us to gather suggestions for innovation 

and to create values with our business model in a sustainable 

relevant share of our sourcing volume. That way we can make 

sure that the highest possible share of the goods purchased 

by us originates from suppliers that were evaluated according 

to sustainability criteria. We have now included the key figure 

“E-commerce share of order intake” This is an important param-

eter for our integrated multi-channel business model in order 

to capture changes in ordering behavior. We derive measures 

from this for the optimization of our marketing mix.

way. We view sustainability as a continuous process; for this 

reason we have established a program with SCORE to identify 

new developments and trends quickly and convert them into 

concrete solutions.

Based on TAKKT’s corporate strategy and the expectations of 

our stakeholders, we have reviewed our activities and goals for 

2014 in the six areas of activity and set medium-term targets 

until 2016. In this context, we have adjusted our target values 

in the focus area of sourcing.

Beyond suppliers with production plants in risk countries, 

we want to focus on evaluating suppliers who account for a 

AdditionAl informAtion online

  takkt.de/SR14/StakeHOLdeR_dIaLOGUe 
Stakeholder dialogue and materialit y analySiS

 logistiCs 

Range of carbon-neutral delivery 
solutions

goal 2016 Range of par-
cel and general cargo 
delivery solutions

 emploYees 

Recruitment, promotion and 
development of talents

goal 2016 Systematic 
 human resources devel-
opment implemented in 
all groups

 soCietY 

Promote social commitment of 
employees

goal 2016 30 % of employ-
ees have the option of 
taking paid leave for 
local volunteer in-
volvement

 resourCes & ClimAte 

Carbon footprints for major com-
panies

goal 2016 10
StatuS 2013 7

StatuS 2011 1

Environmental management systems 
for major companies

goal 2016 7
StatuS 2013 1

StatuS 2011 1

Energy consumption at GER/US loca-
tions based on locations in 2011 
(thousand gigajoules)

goal 2016 97.7
StatuS 2013 106.5

StatuS 2011 114.9

 mArketing 

E-commerce share of order intake 

goal 2016 40  %
StatuS 2013 28.0  %

StatuS 2011 21.3  %

Paper consumption per EUR million 

turnover (t / eur million)

goal 2016 22.7
StatuS 2013 24.9

StatuS 2011 34.9

Carbon emissions per kilogram of 
paper advertising materials  

(kg Co2 / kg paper)

goal 2016 1.41
StatuS 2013 1.56

StatuS 2011 2.35

Share of advertising materials 
made from FSC/PEFC paper

goal 2016 100  %
StatuS 2013 88.5  %

StatuS 2011 57.0  %

 sourCing 

Supplier evaluation program  
for sustainability

goal 2016 10  % of total 
number of suppliers 
certified 

Supplier evaluation program  
for sustainability

goal 2016 50  % of 
 sourcing volume from 
certified suppliers

Sales with sustainable 
(‘green’) products

goal 2016 10  %
StatuS 2013 4.4  %

StatuS 2011 1.7  %

»

By taking a targeted, systematic 
 approach, we want to become the role 

model for sustainability in our  
industry by the end of 2016.

«

sustainability report 2014 takkt aG 16 | 17



value Creation Statement

Net value added

  See AnnuAl RepoRt 2013
2013 2012

(euR MIllIONS)  (%) (euR MIllIONS)  (%)

Employees (personnel expenses) 140.9 60.4 132.2 55.0

Providers of finance (finance expenses) 15.1 6.5 11.8 4.9

Government (income tax expenses) 24.7 10.6 29.5 12.3

Shareholders (dividends payment during the financial year) 21.0 9.0 55.8 23.2

Other uses 31.4 13.5 11.1 4.6

Value creation

From the consolidated income statement (in eur million)

  See AnnuAl RepoRt 2013
2013 2012

turnover (plus change in inventories and own work capitalized) 952.8 939.8

Other financial result 0.3 0.3

Other income 9.4 8.2

Business performance 962.5 948.3

Cost of sales -537.1 -533.3

Other operating expenses -161.4 -148.9

Bought-in-costs -698.5 -682.2

Gross value added 264.0 266.1

Depreciation and impairment -26.9 -22.2

Correction of deferred taxes (according to GRI-G4) -4.0 -3.5

net value added 233.1 240.4

Use of net valUe added according to gri methodology

1

5

4

3

2

desCription

The breakdown of net value creation shows how the 
amounts generated are returned to the stakeholders 
who participate in the value creation process, such 
as employees, creditors, the government, and share-
holders. In 2013, the largest portion of net value 
creation, 60.4  %, went to our employees in the form 
of salaries and social security contributions. 10.6  % 
accounted for tax expenses to the government. 6.5  % 
went to creditors (only financing expenses), 9.0  % was 
paid out to our shareholders. 13.5  % remains in the 
company for investments and acquisitions or is used 
for loan repayments.

   We increased turnover in 2013 to 
EUR 953 million, corresponding to a growth 
of 1.4 % over the previous year.

Creating values

233.1 EUR million
240.4 EUR million

2013
1 2 3 4 5

2012
1 2 3 4 5



Company portrait

diviSionS diviSionS

groupS groupS

ServiCe CompanieS ServiCe CompanieS

multi-Channel brandS multi-Channel brandS

TAKKT EUROPE

BUSInESS  
EqUIPmEnT GROUP 

(BeG)

KAISER+KRAFT 
EUROPA

RATIOFORm C&H 
SERVICE

HUBERT 
SERVICE

nBF 
SERVICE

PACKAGInG 
SOLUTIOnS GROUP 

(PSG)

PLAnT  
EqUIPmEnT GROUP

(PeG)

SPECIALTIES  
GROUP 
(SPG)

OFFICE  
EqUIPmEnT GROUP

(OeG)

TAKKT AmERICA

tAkkt Ag

Company StruCture 

desCription

As the management holding company, TAKKT AG manages all companies according to the same value and growth drivers and organizes the transfer of expertise between the 
divisions and groups. The first level of the Group consists of the TAKKT EUROPE and TAKKT AmERICA divisions. At the second level, the TAKKT EUROPE and TAKKT AmERICA 
divisions are broken down into two and three groups, respectively. In each group, a service company provides centralized services for the individual sales companies, 
which includes managing the areas of sourcing, marketing, logistics and IT. The multi-channel and web-focused brands act as sales companies that deal with different 
customer groups in a targeted manner.

takkt WorldWide

X

 75
 Locations

X

34
 Warehouses

X

28
 Countries

X

3
 Continents

sustainability report 2014

Web-foCuSed brandS Web-foCuSed brandS

National
Business
Furniture®

Furniture that Works. People who Care.

National
Business
Furniture®

Gerdmans

-- worldwide 
--

-- TAKKT --
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TAKKT AG

PO Box 104862

70042 Stuttgart

Presselstrasse 12

70191 Stuttgart

Germany

t +49 711 3465-80

f +49 711 3465-8100

cr@takkt.de

www.takkt.com

DesiGn, eDiToriAl  
& reAlizATion

Strichpunkt GmbH,

Stuttgart / Berlin

www.strichpunkt-design.de

PhoTo CreDiTs

Frank Reinhold (p. 02)

PrinTinG

druckpartner

Druck- und Medienhaus GmbH  

Essen

Versions

The Sustainability Report is 

published in German and 

English. In case of doubt, the 

content of the German version 

shall prevail.
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