


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.

Hilti derives numerous ideas directly from customers and 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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Hilti claims that globally, it has approximately 280,000 customer contacts each day (Hilti Group,  
n.d.), and it bases its operations on a direct sales model and sells business to business (B2B).  
The B2B model is often more complex than business-to-consumer (B2C) but offers advantages 
such as higher transaction values (Kovacs, 2023). There are inherent downsides to B2B, such as 
longer sales cycles, as confirmed by Smith and Rebelo (2024) (Appendix 1). Depending on the 
product or service, the sales cycle for Hilti customers can be upwards of . 

Awareness / Hilti micro-conversion: Engaging with a social media post	  
During the awareness phase of their journey, potential customers interact with the brand in various 
ways, ranging from physical with sales representatives on construction sites to digital across  
multiple platforms on Hilti’s owned and paid-for channels. At this stage of the journey, customers 
can be passive, seeing an advert online or active, in that they are searching for a solution to a need 
that they have (Qualtrics, n.d.).  
 
Consideration / Hilti micro-conversion: Watching a video on product page		  
In the consideration stage, a potential customer has been made aware of possible solutions from 
a number of power tool manufacturers and begins doing research to compare them. Hilti should 
aim to position their solution as a better alternative whilst not pushing for a sale (Adobe Experience 
Cloud Team, 2023).  
 
Purchase / Hilti micro-conversion: Adding product to cart
Hilti’s website plays a vital part in the purchase phase of the customer journey, both in the digital 
space but also as a point of conversion for offline sales channels. Last year, hilti.co.uk welcomed 
over , who generated close to £ , setting the eCommerce conversion rate at 

% (Appendix 2a, 2b). 

Retention / Hilti micro-conversion: Filling out form to repair a tool
With Hilti selling directly, the cost of customer acquisition is high, as they must cover the cost of the 
sales channels, placing extra importance on this stage of the customer journey (Tiersky, 2022). At 
this post-sale stage of the journey, Hilti customers pass into the Hilti customer care processes as 
mapped by the in-house customer experience (CX) team. Examples of the CX post-sales journeys 
include the order to payment (Appendix 3) and the repair journey (Appendix 4).

Advocacy / Hilti micro-conversion: Reviewing a product on website 
The advocacy phase of the customer journey, if reached, is a significant indicator of customer 
satisfaction and brand loyalty to Hilti (Kazlow, 2024). Theoretically there is no end to a customer’s 
journey, as Hilti should be always looking to please even their most loyal customers.  
 
Driven by its overarching goal of “Making Construction Better”, Hilti is dedicated to helping 
its customers work more productively, safely and sustainably through hardware, software 
and services. The business uses revenue generated online as a critical macro-conversion, as  
confirmed by Taylor (2024), Hilti’s eCommerce & Analytics Manager for Northern Europe. 

Hilti macro-conversion: Selling power tools and software to the construction industry 

 1.2 Critical synopsis of the current conversation rate performance

1.1 An overview of the organisation
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As referenced in Section 1.1, the hilti.co.uk website is a crucial conversion touchpoint in a Hilti  
customer’s journey. This proposal focuses on the product page(s) and will outline changes to help 
improve the eCommerce conversion rate, which will, in turn, increase product sales. Appendix 5 
shows that there are a total of eight actions that can be measured as micro-conversions such as 
interacting with product carousel or clicking to find fleet price (pay monthly solution).
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2 Conversion Rate Optimisation (CRO) strategy

Hypothesis 1 
If the product carousel on the product page(s) is redesigned, then 
Hilti will see an increased chance of add to cart conversions on 
mobile devices due to site visitors spending longer on the page(s).  
At a behavioural level, the corresponding mock-up (Appendix 11, page 27) aligns with the design 
thinking that ‘appearance should match usage’ (Norman, 2004, p. 44). Redesigning the carousel to 
match expected behaviours (Colbourne, 2017, ch. 5) should help elicit an emotional response from 
users who access hilti.co.uk on a mobile device, as identified in Section 1.2, in line with PET™  
Theory (HFI, n.d.). This recommendation will help transition users to the visceral level of design  
(Norman, 2004, p. 39), leading them to spend longer on the page, proving Hypothesis 1 correct.

According to a survey carried out in 2023, 82% of respondents stated that watching a product 
video drove them to make a purchase (Wyzowl, 2023). The same survey suggests that 87% of video 
marketers say sales have directly increased through the use of video, with 82% of them voting 
that dwell time also increased. Wyzowl produces explainer videos, so the survey results should be 
viewed critically; however, by increasing the size of the carousel on mobile, Hilti can use 1:1 format 
videos (as shown in Appendix 11), giving their users a more engaging experience. The increased 
size is also beneficial for images, which have an immediate mental and emotional impact compared 
to the 10 seconds it approximately takes users to process and decide on the value of written text 
(Decker, 2021).

Hilti’s website uses responsive design to provide visitors with a restructured layout based on their 
device, which has become an industry standard practice since the phrase was first referenced in 
2010 (Marcotte, 2010). As Mawson argued in his article on conversion.com, sites that employ  
responsive design do not automatically become mobile-optimised (Mawson, n.d.); it’s merely the 
first step in the mobile optimisation process. For a truly mobile-first design approach, the product 
design process should start with mobile devices instead of desktop devices (Interaction Design 
Foundation, 2023).

The mock-up highlights areas of best practice for mobile-first user interface (UI) design, such as  
the navigation buttons underneath the carousel. These have been enlarged to 40 pixels, making 
them approximately 50% larger, in line with guidance from Material 3, the latest version of Google’s 
open-source design system (Google, n.d.).

Hypothesis 2 
If the product selection region of the product page(s) is  
reorganised, then Hilti will see growth in the percentage of orders 
placed using their tool leasing service due to increase in adoption 
of buy now, pay later (BNPL) options.    
As referenced in Appendix 12 (page 28), Hilti should redesign the product selection area,  
incorporating multiple Gestalt principles. One positive aspect of the current version is that it  
adheres to the principle of the law of common region by grouping related actions on a grey  
background, allowing users to connect the elements (Nielsen, n.d.). However, the suggested  
redesign goes further, simplifying the selection process and bringing in the law of proximity,  
showing users that the elements share similar functionality. With most Hilti power tools, there are 
three different buying options: the tool body only, in a box or case and a bespoke kit containing 
batteries, chargers and other accessories. Whereas ‘no single design will satisfy everyone  
(Norman, 2004, p. 39), Hilti should bring the UX closer to what is familiar to users of eCommerce, 
clearly highlighting that this section of the page is about choosing their product.  
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Adding more choices could be viewed as counter-intuitive, based on Lang’s theory that people 
cannot process much information (Lang, 2000). However, by being transparent with the options and 
breaking down the process into smaller steps, Hilti decreases the cognitive load placed on users 
and should see an increase in conversions (Hick & Hyman, 1952). Hick’s Law is further leveraged 
by highlighting recommended options, aiming to avoid overwhelming users. The Law of Uniform 
Connectedness is brought in with the coloured bar signifying which option the user is looking at, 
reinforcing the relationship between the items in the selection process (Nielsen, n.d.).

Hick’s Law is built upon by the pricing option that is recommended, with the lowest price shown 
whilst bringing in Jakob’s Law. According to Jakob Nielson, by leveraging existing mental models,  
users can focus on the task instead of using time to learn new models (Nielsen, n.d.). Penetration 
pricing has been chosen as a technique to bring price-sensitive customers to Hilti (Keenan, 2023). 
The inherent danger of this pricing strategy, that the goods could be perceived as low quality, 
should be overcome by the buy-it-now price shown for direct comparison.  

The mock-up finally suggests showing the availability of a chosen product, a key influence on  
conversion rates (Kwemo, 2023). His article suggests that ‘customers are more likely to purchase 
when they’re certain that the desired product is available’. The option to check product availability 
exists on the current website but behind a click, which takes the user to a pop-up. By showing the 
availability before the desired “Add to cart” action, Hilti can improve customer satisfaction whilst 
also trialling scarcity marketing if they wish to push specific products.

 
Hypothesis 3 
If customer reviews are integrated more into product page(s),  
then Hilti will see an increase in eCommerce revenue due to the  
positive effects of social proof markers.  
Social proof is listed under the persuasion section of PET™ Theory (HFI, n.d.) and is a form of 
psychology suggesting that people tend to copy the actions of others. According to a survey  
referenced by Sprout Social, 95% of consumers read online reviews before purchasing, and 58% 
say they would pay more for the products with good reviews (West, 2021). This statistic is not  
up-to-date but gives Hilti an indication of the importance of reviews in the purchasing decision  
process, especially when considering the growth in eCommerce mentioned in Section 1. Objectively 
these stats do not mention what business model they are in relation to but as identified by Luck in 
an article for CustomerGauge, B2B customers make larger financial investments than their B2C  
counterparts. He goes on to reference that reviews are invaluable in the consideration phase of the 
B2B customer journey, pre-conversion with “71% of buyers actively seeking reviews”. One internal 
fear to overcome might be negative reviews, but the survey by software marketplace G2 claimed 
that 72% of people believe “negative reviews give depth and insight into a product,” stating that an 
additional “40% indicated that it helped make reviews more credible” (Luck, 2023).

All research points to the benefits that Hilti could expect from integrating reviews, but if there is a 
reluctance to spend on developing on-site review functionality or a lack of resources available, a 
viable option would be to plug in a third-party solution such as Trustpilot.

As displayed in the mock-up in Appendix 13 (page 29), the law of common region has been used to 
cluster all elements relating to reviews. By including user generated content (UGC) with reviews,  
Hilti can mimic other eCommerce websites and benefit from increased authenticity, capitalising on 
peer advice as listed within the trust section of PET™ Theory (HFI, n.d.). Hootsuite suggest that if 
potential customers see existing customers happy with a product, they’re psychologically inclined 
to try it for themselves (Beveridge, 2024). Receiving reviews featuring UGC would also give Hilti 
extra content to re-use across their owned channels.
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Summary 

While compiling this strategy, it became clear that Hilti already utilises CRO tactics, but shifts in  
the eCommerce landscape and technological developments suggest that Hilti should implement 
updated thinking. As identified in Section 1.2, mCommerce is a sales channel that Hilti can make  
significant gains in, and could be a key driver to achieving their macro-conversion goals.

The percentage of mobile users overtaking the number accessing the website on desktop  
(Appendix 3b) indicates that Hilti could reverse engineer the website to be mobile-first. As  
confirmed in Hypothesis 3, B2B customer spend more than B2C shoppers, a statistic proven by 
Hilti’s own primary data (average order value £ ). Perhaps Hilti can’t achieve an equal split in 
revenue, but there are gains to be made even without investing in a full mobile-first redesign. Gains 
could be made by exploring the ideas of mobile-first methodologies deeper, evolving the existing 
responsive framework further.

Showing the lowest price could increase the conversion rates on mobile. A report by PayNXT360 
examining the value of BNPL transactions in the UK noted that £27bn was spent in 2023 and  
estimated that the value would reach £30bn by the end of 2024. The report projects that the value 
of BNPL transactions will get close to £50bn by 2029 (Statista, 2024). Reports like this indicate a 
growing popularity of paying for instalments. It should be noted that selecting the BNPL option, is 
the start of a process. Hilti’s Fleet Management process is a branch of the customer journey that 
warrants it’s own CRO strategy. 

Hypothesis 3 highlights that Hilti needs a process for actively collecting customer reviews. As 
shown in the current version, there is a space for reviews and a visual of stars, but requesting  
reviews needs to be integrated into the customer’s buying journey. This integration would require 
time and budget to implement and is an indicator of why the functionality is underutilised.  
Significant work would be required in convincing senior stakeholders to sign off on revisiting the 
topic of social proof.
 

 
Improvements to the UX should lead to an increase across the multiple micro-conversions  
identified in Section 1.2, such as interacting with the product carousel, combining to drive Hilti’s  
macro-conversion of selling power tools and software to the construction industry. By simplifying 
the mobile experience users will be now able to ‘focus on what they’re doing’ (Colbourne, 2017, ch. 
5), leading to higher on-page conversion rates. 

An apparent gap in this strategy is the need for user testing. The theories and hypotheses are  
solid, with good research to back them up, but without actual customer problems, any suggested  
solutions cannot be truly customer-centric.

As Hilti operates primarily in the construction industry, they suggested that they should employ 
guerrilla UX testing on construction job sites. The advantages of this method include that it’s  
cheaper than lab-based testing and can be used to test effectively with large groups. Hilti can  
leverage its customer-facing sales teams to find the right customers to test. Hilti should note that  
the test questions need careful consideration as quick tests can give meaningless results. Hilti 
should use software to capture the tests, such as Lookback, which tracks taps and gestures in 
addition to recording the facial reactions of the user (Lookback, n.d.).
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