


Hilti, known for innovation in the construction industry and direct 
customer relationships, employs about 33,000 people globally in 
over 120 countries to enhance customer work productivity, safety, 
and sustainability through hardware, software, and services.

With approximately 280,000 daily customer contacts, Hilti derives 
numerous ideas directly from customers. The company invests 
about six percent of sales annually in research and development, 
covering the entire value-added chain from product development  
to manufacturing, logistics, sales, and services.

Founded in 1941 by brothers Eugen and Martin Hilti, the company’s 
commitment to strong roots and continuity has made it a reliable 
partner and a trusted brand. Guided by the purpose of “Making 
Construction Better,” Hilti is dedicated to developing products and 
solutions that foster productivity, sustainability, and safety in the 
construction industry, with values of integrity, courage, teamwork, 
and commitment at the core of its operations.
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2.1 CONTENT AUDIT
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A quantitative audit (Appendix 1) has been carried out for the content Hilti released during  
the month of October 2023. This specific time period was selected to audit due to Hilti 
launching a product focused campaign across multiple platforms. Whilst the Northern  
European region sees Hilti present in Denmark, Finland, Ireland and Sweden, the audit has 
been focused on the activities of Hilti Great Britain (GB).

In terms of channel presence, Hilti GB’s digital content is rolled out across three core channels,  
website, social media (organic and paid) and email. When it comes to social platforms, Hilti GB is 
present on Instagram, Facebook, LinkedIn and X (formerly Twitter) which is similar to their direct 
competitors within the power tool industry

Overall, there are mixed purposes to the content ranging from educating to entertaining Hilti’s  
audience, but everything is published with a view to driving online sales. This is evident in the  
audit where it is very clear that products are the main focus for the majority of content. The audit 
highlights that the content is consistently in-line with the type of content that the audience expects 
but it is also apparent that content could be better mapped to the expected customer journey.  
The customer journey will be explored in section 2.4 and suggestions will be put forward in Task 3.
  
Website
Hilti published  website pages in October last year. Their purposes ranged from heavily search- 
optimised product range pages to landing pages for social media promotions. Once the outlying 
performers are removed from statistics, the average number of page views is  from launch in 
October to the end of 2023. The top-performing pages, with the highest in terms of page views and 
lowest bounce rates, were pages unique but very clear in their purpose, indicating that Hilti is able 
to align multiple platforms effectively. The pages with lower bounce rates, below 40% being good 
(Silva, 2022), show that the content is engaging and helpful to visitors to the Hilti website. 

Social media (organic and paid)
According to the social media monthly content planner (Appendix 2),  posts went out across the 
aforementioned channels with a range of content types being posted. The content that Hilti provides 
its audience is largely appropriate for the platform being posted on. There are two things that stand 
out from the audit, one being the cadence of posting coupled with the amount that is put on their 
owned channels. It is difficult to summarise best practices as the platforms are so different but it’s 
suggested that Hilti should be posting at least once per day on each channel (Macready and Cohen, 
2023). Currently, there isn’t enough social content and as confirmed by Fobian (2024), Hilti has the 
ambition to overtake  and  and take the top spot in terms of market share of social 
media engagements such as comments, likes and shares.

The second thing that is evident is that the same content is regularly posted across different  
channels which could be a reason behind the poor performance of some posts on channels where 
the audience isn’t expecting that type of content. This is a bare minimum strategy (Chen, 2021)  
and Hilti should look to differentiate their content across networks. Hilti have begun working with 
influencers which increases the reach of their content and is looking to expand this program, as 
confirmed by Keates (2024).  

Email
Hilti sent out a variety of types of marketing emails in October, covering topics such as promoting 
webinars and highlighting product offers with a targeted approach for specific audiences. According 
to a survey by Databox, 33% of marketers send weekly emails and 26% send multiple times per 
month (Fuchs, 2023). Looking at the audit, Hilti falls below these levels of frequency but the overall 
email performances fall into the “good range” (Campaign Monitor, no date). The open rate is  
(good = 17-28%), the click-through rate is  (good = 2-5%) and the click-to-open rate (CTOR) is 

 (good = 6-17%). These benchmarks should be viewed as a guide only, with differing industries 
responding in different ways to email content. The high open rate shows that the audience is  
interested but the low CTOR suggests that the content might not be of interest to the recipient. 



Gaps in content
Auditing the content that Hilti publishes has highlighted gaps; below are some suggestions on what 
they should prioritise.

The main gap, and therefore the top priority for Hilti to address, is the fact that content marketing is 
not a tactic that Hilti have maximised. HubSpot research suggests that Hilti are right to include  
content marketing in their digital marketing mix, with 70% of companies using content marketing 
(Baker, 2023), but the audit (Appendix 1) proves that there are improvements to be made. Additionally,  
Hilti falls in line with the 65% of businesses already including thought leadership in their content 
marketing (Loktionova, 2022), it has not previously been a focus and has not been assigned specific, 
relevant tactics. As proven by the content audit, products and software are the focus of digital  
activities, ultimately with a view to driving revenue. There are factors which might have contributed 
to the lack of focus on content marketing such as limited resources within the internal brand and 
digital team but the potential is huge and something that Hilti cannot afford to explore further. The 
content pillars identified in section 2.5 are larger, more strategic topics which inherently have a 
longer customer journey to the purchase phase, where Hilti would see a return on investment.
 
Closely linked to Hilti developing content is the need to plan and map appropriately, creating and 
executing a content marketing strategy. When Hilti listens to their audience they return good results, 
as proven during the audit by the highest performing web page in October, which was driven by 
keyword research. The proof is there that Hilti need to take a fresh look at content marketing if they 
are to reach the goals set by their corporate strategy. Time should be spent researching target  
audiences off the back of clear campaign goals. Goals which have key performance indicators 
(KPIs) that are appropriate for the campaign purpose, not compared with the KPIs and revenue  
of product focused activity. Hilti should subsequently use the strategy to effectively use different  
content across different channels, if appropriate, working out from a main content piece.

The positive news for Hilti is that with their new corporate strategy, driven by its purpose of 
Making Construction Better (see page 6 for more information), there will be lots topics to use 
in planning, building, executing and testing a comprehensive content marketing strategy.  
A watch-out for Hilti is the clear personnel gap that is present in the brand and digital team.
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2.2 CONTENT OBJECTIVE

The construction industry is a massive consumer of raw materials and natural resources, and it 
generates an estimated 39% of the world’s carbon emissions according to the World Green Building 
Council (Forbes, 2021). Coupled with an estimation that the global population will increase by 27% 
to 9.8 billion by 2050, (World Green Building Council, no date), the industry must evolve. Hilti has 
identified the importance of the required changes and teamed up with Boston Consulting Group 
(BCG) to measure their principles of circular economy (Hilti Group, 2023). 
 
As outlined by Turner, trust is second only to price when people are choosing whether to buy a new 
brand and is the key to building lasting relationships with customers (WARC, 2021). According to 
the 2023 Edelman Trust Barometer, as the most trusted institution, businesses should leverage their 
comparative advantage to inform debate and deliver solutions on climate (Edelman, 2023). All this 
adds to the risk of Hilti not positioning itself as a trusted business on the topic of sustainability and 
losing the trust of its customers. There is a watch-out for Hilti despite the apparent importance; a 
definitive increase in brand trust is more difficult to measure and quantify than more standard digital 
marketing KPIs such as return on investment (ROI). Marketing Week further backs up the importance  
of brand awareness reporting that it is the top priority for marketers, with almost 58% focussing on  
this metric, according to research by LiveRamp (Carroll, 2023).

 
SMART KPIs to reach Content Objective 

Increase engagement with Hilti posts relating to sustainability on LinkedIn by 25% among C-suite 
employees (targeted by job function) of UK based construction companiesby end of Q1 2024.  
Part of the discover phase of the customer journey, consistent posting on LinkedIn, between two 
and five times a week (Adobe Express, 2023) will help customers find content from Hilti. 
 
Increase downloads of Circular Construction Guide eBook by  from  (based on previous 
eBook download stats) to over  by visitors to hilti.co.uk blog by end of Q2 2024.  
This objective marks a progression along the customer journey, towards the consider phase,  
where customers have seen content from Hilti and a desired conversion has occurred. 

Increase number of articles featured Hilti in UK construction press publications, on the topic of  
sustainability, from none to between 1-2 per quarter by end of June 2024. 
Appearing regularly as an industry expert in the sustainability sphere will help position Hilti as a 
thought-leader and a strong choice at the decide phase of the customer journey.

Build trust in Hilti as a brand, positioning them as a 
thought-leader on sustainability in the construction 
industry, over the next 12 months.

 
 

1.
 
 

2.

3.
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perceptions of an organisation and 47% of C-suite executives say they shared contact information 
after reading thought leadership (LinkedIn, no date).  

As suggested by Hubspot, thought leadership content should show up wherever your audience  
is (Riserbato, 2022). The suggested target audience for Hilti are C-suite decision makers within 
construction firms (see mission statement on page 6) and with 4 out of 5 of its 900 million members 
driving business decisions (Witt, 2023), LinkedIn is a valid social platform for Hilti to focus it’s efforts 
on. Narrowing the audience a level further, statistics suggest that 10 million C-level executives 
(Kuts, 2023) are present on the platform. The suggestion of focussing on LinkedIn does not however 
preclude Hilti from using other relevant channels, with best practice thought leadership campaigns 
suggesting publishing a variety of content in a variety of places is most effective (Riserbato, 2022).

The suggested tactic covers the initial stages of the customer journey, encompassing the discover  
and consider phases, as outlined in section 2.4 (page 7). There should also be elements of the 
campaign that address the decide phase, where the buyer has educated themselves and has a 
clear idea of what their problem is and what they need to address it. In this phase, Hilti should talk 
directly about their products that provide solutions to the problem(s) (Hein, 2023). 

Speaking with the social media manager for Hilti Northern Europe, it has been discovered that Hilti 
has not undertaken a targeted LinkedIn ad campaign focussing on thought leadership content  
during the last 3 years, as confirmed by Keates (2024). The organisation has only recently started 
using paid advertising on LinkedIn as a tactic (Appendix 4) and has not focused on thought  
leadership content nor targeted an audience based on seniority. LinkedIn suggests that for some 
campaigns, targeting by seniority can be an effective way to reach those with influence over a  
buying decision. Whilst the logic seems sound, it should be noted that the stats and suggestions 
come from LinkedIn themselves without external corroboration, so could be viewed with cynicism 
that the organisation is looking to purely drive ad sales.

To reinforce the suggested targeted ad campaign it is advised that Hilti reinforce the story being told 
with an integrated staff advocacy campaign on the LinkedIn platform. There are two ways that Hilti 
can use their employees as advocates, firstly with thought leader ads through LinkedIn’s Campaign 
Manager and secondly with a library of content for Hilti employees to access and post manually.

Suggested top three types of LinkedIn paid advertising for Hilti to test

Thought Leader Ads
According to the platform, thought Leader Ads have a 1.7x higher click-through rate and 1.6x higher 
engagement rate compared to other single-image ad campaigns (LinkedIn, no date) and employee 
content receives about eight times more engagement than brand channel content (Hill, 2022). 
 
Lead Gen Forms 
It is suggested that Hilti explore setting up lead generation forms through the LinkedIn Campaign 
Manager as HubSpot’s analysis of LinkedIn v. Google AdWords platform found that lead conversion 
rates are 3x higher on LinkedIn than other major ad platforms (LinkedIn, 2016).

Document Ads
If any eBooks are created as part of the wider campaign, document ads on LinkedIn could be a 
way to get the document in front of the target audience. It is suggested that Hilti A/B test gating an 
eBook behind a lead gen form, if the goal of this part of the campaign is lead generation (Riserbato, 
2023) and could be a tactic introduced further along the customer journey. 
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Please see Task 3: Content Calendar for a closer look at 
what content should be shared and via which channel.
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