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Kramp: ten years into their 
excellent supply chain 
execution journey

Ten years ago, Kramp presented its plans to implement Manhattan’s 
Order Management System (OMS) in the inaugural edition of 
Commerce Trends. A decade later, Europe’s largest wholesaler of 
agricultural technology is preparing for the next stage in its digital 
transformation. “We are modernising the core of our IT landscape 
with the implementation of Manhattan Active® Omni. Once complete, 
it will enable us to accelerate our commercial performance,” says  
Ebel Noorman, Director IT Operations & Fulfilment at Kramp.

Kramp supplies the widest range of parts 
and accessories for Europe’s agricultural 
sector, offering more than 500,000 items 

directly from stock. Customers placing an order 
today often receive their parts the following 
night, or at the latest, the next day. “ We have an 
excellent web shop that reaches customers in 22 
countries but our true differentiator lies in supply 
chain execution,” Noorman explains. “With eleven 
warehouses across Europe, we remain close to 
our customers and deliver exceptionally fast. Every 
day, we strive to make our supply chain faster, 
better, and more efficient.” 

Reducing complexity
Over the past decade, Kramp has significantly 
improved the efficiency of its supply chain. The 
previous strategy, serving every customer from 
any warehouse, created unnecessary complexity. 
“It was technically possible for a customer in Spain 
to receive a shipment from Finland simply because 
the part happened to be in stock there. That level 
of flexibility added cost and inefficiency,” says 
Mirko Schuurman, Director Digital Transformation 
at Kramp. “We have become far more disciplined 
in reducing complexity, which lower costs and 
improves performance.” 

Today, slow-moving items are now stocked centrally 
in the Varsseveld warehouse in the Netherlands. 
“That one part previously stored in Finland is now 
located in the Netherlands,” Noorman adds. “If a 
Spanish customer places an order, the system 
first checks the local warehouse. If it’s not in stock 
there, it checks the regional warehouse in France. 
If it’s not there either, we can dispatch it from the 
Netherlands, either through the local warehouse or 
directly via express delivery.”

Central role of OMS 
Manhattan’s order management system (OMS) 
plays a crucial role in this process. When a customer 
places an order, the system determines where the 
item is in stock, identifies the most efficient transport 
method, and calculates the delivery time. “The 
OMS is the linchpin of our warehouse network,” 
says Noorman. “It underpins the promises we 
make to our customers and ensures we fulfil them. 
The moment a customer clicks ‘order’, the system 
triggers execution by sending the instructions to the 
correct warehouse.”
 
Sometimes, the instruction doesn’t go to a 
warehouse but directly to a supplier. “Some items 
might only be ordered once a year, yet we still want 
to offer them. That’s why, in recent years, we’ve 
expanded our assortment with items stocked by 
our suppliers rather than in our own inventory,” says 
Schuurman. “When a customer orders these, the 
OMS automatically places an order directly with the 
supplier. This allows us to offer an additional two 
million items in addition to the 500,000 we have in 
stock, a number that continues to grow.”

“THE OMS UNDERPINS THE PROMISES 
WE MAKE TO OUR CUSTOMERS AND 
ENSURES WE FULFIL THEM.” 
Ebel Noorman, Director IT Operations & Fulfilment 
at Kramp >
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T he solution empowers manufacturers, global 
brand owners, wholesalers, and distributors 
to elevate their fulfilment performance and 

improve customer satisfaction, without the need 
for costly ERP overhauls. Purpose-built to meet 
the growing demand for smarter, faster, and more 
transparent B2B fulfilment, EPF addresses the most 
pressing challenges enterprise merchants face: 
from limited inventory visibility, manual exception 
handling and inaccurate promising, to fragmented 
order orchestration, and increasing fulfilment costs. 

Enterprise buyers today expect the same real-time visibility, flexibility, and control as consumers do from 
the brands they interact with, yet most ERP systems were designed for financial transactions with the 
dynamic, inventory-intensive demands of today’s supply chains often cause issues. Manhattan’s Enterprise 
Promise & Fulfill™ (EPF) is the new breakthrough cloud-native solution that transforms traditional order 
management by augmenting existing ERP systems with advanced capabilities to maximise inventory 
visibility, intelligent order promising, and fulfilment optimisation. 

“THIS SOLUTION DRIVES SALES,  
DELIVERS MODERN FULFILMENT INTEL-
LIGENCE, AND ENABLES OPERATIONAL 
EXCELLENCE AND AGILITY IN CLOSE 
COORDINATION WITH EXISTING ERP’S.” 
 Amy Tennent, Senior Director of Product  
Management at Manhattan 

How consumerisation changes 
B2B order fulfilment

Five key areas that Enterprise Promise & Fulfill™ helps to address

• �Lower shipping and freight costs: By consolidating multiple orders 
into one bulk shipment, B2B merchants reduce the number of 
shipments, reducing freight and last-mile delivery costs. 

• �Improved distribution centre and warehouse efficiency: The 
consolidation of orders leads to more efficient operational efficiency 
and lowers labour costs by reducing order picking, packing, and 
handling workloads through fewer shipments. 

• �Faster, more reliable deliveries: Order consolidation ensures 
customers receive their items in one shipment, avoiding delays, while 
the risk of incomplete or backorders caused by split shipments is 
further reduced too.

• �Enhanced customer experience: Order consolidation enables a B2B 
merchant to support buyer preference for fewer, well-organised 
deliveries over multiple fragmented shipments. It also helps 
customers plan better with predictable bulk deliveries too. 

• �Reducing carbon footprints: Order consolidation reduces the number 
of shipments, meaning fewer truckloads, lower emissions and also 
helps shrink carbon emissions by reducing packaging waste too. 
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Smoothing out peaks
The OMS also enables Kramp to smooth out 
workload peaks in their warehouses. Many 
customers, mainly local dealers repairing and 
maintaining agricultural vehicles, add items to their 
digital shopping baskets throughout the day but 
confirm their orders in the evening. That’s when 
Kramp traditionally starts picking orders. “We 
prefer to start earlier to reduce pressure on the 
warehouses. That’s why we encourage customers 
to confirm each item as they add it to their basket,” 
Schuurman explains. “The OMS then predicts, 
based on order history, whether it’s likely to be a 
standalone order or if more items will follow. If it’s 
just one, we pick it right away but if more are likely, 
the system holds off and consolidates everything 
into a single order for fulfilment at the end of the 
day.” Kramp is currently evaluating the opportunity 
to complement its 24-hour delivery service with 
additional options. These may include express 
delivery, as well as flexible scheduling services that 
allow customers to select a fixed day of the week or 
a specific future time for their shipments.

Removing ERP bottlenecks
Kramp is now embarking on a new digital 
transformation to strengthen the role of its OMS. 
“Until now, our ERP system has sat between the 
order management and warehouse management 
systems. Every OMS instruction passes through the 
ERP, and that legacy setup limits our capabilities. 
That’s why we’re now working to remove our ERP 
from the equation,” says Schuurman. Kramp is 
also using this project to migrate to Manhattan 
Active Omni, the cloud-native application for order 
management. “By moving to Manhattan Active 
Omni, we’ll always be up to date and automatically 
gain access to new features every quarter without 
the need upgrades,” Noorman explains.

Designed for B2B
Manhattan Active Omni’s expanded B2B capabilities 
are particularly valuable to Kramp. “B2B companies 
have slightly different needs compared to the B2C 
sector,” Noorman explains. “For example, the ability 
to hold and consolidate orders until the end of the 
day is critical for us. We have formed a dedicated 
user group to provide feedback to Manhattan 
and many of our suggestions are now reflected 
in the platform. Manhattan genuinely listens to its 
customers,” Schuurman adds. Manhattan continues 
to play a leading role in this digital transformation. 
“There’s still work to be done before we go live with 
Manhattan Active Omni,” Noorman notes. “Multiple 
integrations with other systems need to be built and 
tested and Manhattan is leading both the design and 
implementation phases.”

Positioned for growth
Once the transformation is complete, Kramp will 
have built a strong foundation for future growth. 
Alongside Manhattan Active Omni, this foundation 
includes Oracle’s ERP system, supporting 
functions such as purchasing and finance. “We’re 
not simply upgrading systems; we’re harmonising 
and standardising our processes. By building 
a standardised foundation now, we create the 
conditions for accelerated growth later,” says 
Noorman. Schuurman concludes: “We already 
have a strong presence in Germany, France, and 
the Benelux, but significant opportunities remain 
in Southern and Eastern Europe. With a unified IT 
landscape, we can integrate new businesses faster 
and capitalise on these growth opportunities.”

“WITH A UNIFIED IT LANDSCAPE, WE CAN INTEGRATE 
NEW BUSINESSES FASTER AND CAPITALISE ON OUR 
GROWTH OPPORTUNITIES.” 
Mirko Schuurman, Director Digital Transformation at Kramp




