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WO SEHEN SIE VOR DIESEM HINTERGRUND DIE GROSSTEN HERAUS-
FORDERUNGEN IN DER DIGITALISIERUNG FUR IHRE ORGANISATION?

(eher) innerhalb meiner Organisation

(eher) auBerhalb meiner Organisation 25 %

Quelle: Bearing Point Digitalisierungsmonitor 2017, S. 9



Figure 1: Culture is the number one hurdle to digital transformation

Hurdles to digital transformation Respondents who reported culture among
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Customer Centricity

Digital Culture

Agility and Flexibility (m Innovation

Digital-First Mindset '," .
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Open Culture Collaboration

Quelle: Capgeminig, The Digital Culture Challenge 2017, S. 3
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Foster quality, quantity and
throughput of innovative
ideas, resulting in first-class
solutions and services for
our customers.

Stimulate idea generation,
strengthen cross-
organizational
collaboration and ensure
that initiatives fit to GEA
strategically.

Leading market positioning
and stay competitive by
developing new areas of
growth.



CREATIVE CAPABILITY EXECUTION CHANNELS
More breakthrough by fostering different ' Prioritize of execution and define new,

perspectives and cross-collaboration = additional (in-house and external)

execution channels
one place throughout the company,

yet still driven by the functional

INIC /77 il
units CUSTOMER VALUE

CROSS-COLLABORATION
All information is structured and in

: Integration future customer
STREAMLINING needs and visions

INNOVATION

Strategic focus of innovation | . TRANSPARENCY
topics through targeted
campaigns and structured
tools

Full transparency and traceability of ideas in the
process, clear responsibilities, monitoring and
steering through KPIs



Connectedness -
& collaboration “ Inspiration & motivation
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Sense of purpose
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Kulturelle Transformation starten:

« Business Need

« Management Buy In

« Starten, auch im Kleinen
« “Es kann weh tun”

« Wertschatzung und Provozieren gleichzeitig



Ausgewahlte Kunden, die wir begleiten
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We create chemistry
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http://innodrei.de

Innodrei

http://innodrei.de/newsblog/

http://innodrei.de/newsletter/



