


Hand-arm vibration comes from using hand-held power tools and is the cause of significant ill 
health (painful and disabling disorders of the blood vessels, nerves and joints). Hand-arm Vibration 
Syndrome (HAVS) is preventable, but once the damage is done, it is permanent and disabling,  
with nearly 2 million people at risk from HAVS (Health and Safety Executive, n.d.). The Control of  
Vibration at Work Regulations places legal limits on the amount of vibration a person can be  
exposed to. There are two time related values to protect workers, EAVs (exposure action values) and 
ELVs (exposure limit values) but they vary from product to product and are not easy to calculate or 
translate to time using a tool out on the jobsite.

Power tools vibrate, there is no escaping this, but this DVP has been designed to help track the 
time that an operative uses high-vibration tools in an easy-to-use way that seamlessly fits with their 
working practices. It should be noted that after-market solutions available from companies such  
as Pulsar Instruments, but these options require calibration and attaching to tools, which adds 
additional steps to the process (Pulsar Instruments PLC., 2023). The proposed DVP is an integrated 
solution to make the integration into day-to-day work simple for both construction companies and 
the operators they employ. The digital innovation will give the operator real-time updates as they 
reach the EAVs and ELVs limits for the specific power tool they are using.

The digital innovation will be communicated via a comprehensive digital marketing campaign across 
multiple channels, including both organic and paid activity. The campaign will adapted to target  
personas ranging from C-suite executives of construction firms, the Health & Safety (H&S) teams 
within the firms and the end users who are at risk from HAVS. An example of a paid LinkedIn  
carousel, targeting H&S professionals, can be found in Section 4.0 on page 3.

1.0 EXEC SUMMARY 1

2.0 DIGITAL VALUE PROPOSITION (DVP) STATEMENT

Our Nuron battery technology, IoT 
enabled cordless power tools and 
mobile app help(s) construction 
professionals who want to safely 
use tools daily by reducing  
exposure to tool vibration and  
increasing career longevity.  



3.0 THE PROPOSED DVP 2

The proposed DVP will be valuable to Hilti as the design thinking that led to its creation is  
heavily user-centred and follows structured methodologies. With their customers at the centre  
of deliverables, Hilti should experience sustainable growth (Meester, 2023). According to the  
Interaction Design Foundation, design thinking fosters innovation (IxDF, 2016), which aligns closely  
with Hilti’s investment in research and development (R&D), approximately 7% of sales each year 
(Hilti Group, n.d.).  
 
The design thinking underpinning the DVP shared in Section 2.0 can be found from page 7  
onwards, including an empathy canvas map (Appendix I), a template best used at the beginning of 
the design process (Gibbons, 2018). The Interaction Design Foundation reinforces the importance 
of this tool as a method for understanding user needs and unearthing creative solutions to address 
those needs (IxDF, 2016). Whilst empathy canvas maps “foster a deeper understanding of the user 
and help identify opportunities” (Dam and Siang, 2024), it should be noted that the one included 
in this report is fictitious. If this was proposed to upper management, trying to gain investment, it 
should be repeated to cover different customer personas and filled in by real-life examples. 

According to a 2014 survey by consultancy firm Simon-Kucher & Partners, many new products  
fail to meet customer expectations, with as many as 72% being disappointed (Strategyzer, 2017).  
By thoroughly testing the DVP using a value proposition canvas (Appendix II), Hilti can minimise  
the risk of a product failing post-launch. CX Expert Shep Hyken suggests that less than 4% of  
customers would stick around if Hilti doesn’t provide the service they expect (Hyken, 2020).  
Whilst B2B customers are more entwined with a supplier business, this shows the importance of 
this stage of design thinking.

A survey was created and distributed to finalise the design thinking process for this DVP, forming 
the basis of some competitor analysis (Appendix III) to pinpoint differentiators and identify market 
gaps (White, 2024). The survey also invited external and internal respondents to share ideas on  
future advancements in power tool technology in the H&S (Appendix IV), going further to unearth 
potential opportunities. The results should factor in brand bias as a Hilti employee created and 
shared the survey.

Regarding the type of innovation, the suggested DVP falls into the column of sustaining innovation 
(Tendayi, 2023). It is an extension of Hilti’s value Nuron proposition. The technology exists to change 
the colour of the LED on the batteries based on the strain the cells are under, from green to red.  
It would require product development, but Hilti could potentially use Bluetooth® to establish  
and maintain communication between their Nuron batteries and their mobile app, giving the user 
real-time feedback as they reach the Exposure Limit Value (ELV) for the tool they are using. With the 
DVP being an extension innovation, Hilti’s exposure to financial risk should be kept to a minimum as 
the majority of the investment in R&D was done before the launch of the Nuron battery platform.

As outlined by the Interaction Design Foundation, the end goal of design thinking is to arrive at a 
product that sits in the overlapping space between the three lenses of the process (Appendix VII) 
and is equally desirable, feasible, and viable (IxDF, 2016). The design thinking process starts with 
desirability, so Hilti avoids finding a problem to fit a solution around. Appendix I-IV recommend 
strongly that people could desire the DVP, and Hilti can now bring in the other two lenses with the 
encouragement that existing technology could feasibly be developed to produce the DVP and with 
minimal investment required Hilti should be able to generate profit from the DVP.

Interestingly, the recommended DVP also aligns with Hilti’s purpose of Making Construction Better,  
particularly its customer promise of “striving to be their best partner for productivity, safety and 
sustainability” (Hilti Group, 2023). By aligning with the company’s mission statement, Hilti sets 
itself apart from its competitors, such as Milwaukee and DeWalt. When considering the elements 
of value pyramid, their slogans, Nothing but heavy duty® and Guaranteed tough®, are focused at 
a functional level (Almquist, E, Senior, J and Bloch, N, 2016). Hilti’s purpose is one tier higher at an 
emotional level, arguably higher, providing customers hope that their well-being will be protected by 
using Hilti products.   



3In 2018, Bain & Company built on its value pyramid, creating B2B elements of value that are of equal 
interest to Hilti, which operates primarily in the B2B space. With its roots in Maslow’s “hierarchy of 
needs”, originating in 1943, the updated model considers the values that impact decision-making 
most (Bain & Company Inc., 2018). Their research challenges traditional thinking that B2B is rational, 
only about elements such as price, service levels, and warranties. There is more emotion involved, 
such as the anxiety associated with making large-scale, high-cost and complex business decisions.
The elements of value allows Hilti to identify what matters most to a wide range of stakeholders and 
how they can stand out from our tool manufacturers (Almquist, Cleghorn and Sherer, 2018). Like 
the low levels of the value pyramid, the DVP doesn’t stand apart from competitor offerings, but the 
higher the pyramid, the more values are met. Hilti could argue that at the individual level, an H&S 
manager could enjoy reputational assurance from implementing the DVP within their organisation 
and even vision and hope at the top, on the inspirational tier. This argumentation is founded on 
assumptions; asking specific stakeholders to rank the most important values would be a valuable 
exercise for Hilti to undertake.

The final framework against which to measure the proposed DVP is the benefits ladder. This  
simple but effective tool summarises how the essential product-level benefits and features of a 
brand ladder up to and align with the emotional benefits of the end user (Llewellyn, 2018).  
 
•	Product - a digital HAVS monitoring solution
•	Product features - Bluetooth® enabled, real-time HAVS tracking of Hilti Nuron cordless tools 
•	Product benefits - industry-first inbuilt solution for protecting operatives from HAVS exposure 
•	Customer benefit - makes the operative feel safe enabling them to have a longer career with  
	 reduced health issues (individual); Easier HSE compliance relating to HAVS (business)
•	Emotional benefit - hope that the individual can enjoy a fruitful career building a better future  
	 for society, whilst having their health and wellbeing looked after by Hilti.

Additional tools can also be leveraged to convince decision-makers of the viability of a DVP, such as 
an innovation project scorecard (Appendix VI).

4.0 ALIGNING THE DVP TO CUSTOMER COMMUNICATIONS

Nearly 2  
million workers 
are at risk from 
exposure to 
HAVS.

LinkedIn paid advertising: Carousel

a)	Present a mock up example of content to communicate it



As referenced in Section 3.0, B2B decisions are stressful and complicated so by aligning  
customer communications with the DVP and in turn, the values of B2B pyramid model (Bain &  
Company Inc., 2018), Hilti stands a better chance of successfully getting buy-in from their target  
customers. The effectiveness of customer communications can be strengthened further by aligning 
with the “why” of the chosen audience, as explained by Simon Sinek in his 2009 TedTalk about  
his Golden Circle model. This alignment will allow Hilti to stand out from similar competitors by 
communicating its differences (Chaffey, 2024), making it easier for Hilti to offer new products to 
people who have bought into why they do what they do. With the Hilti brand valued at USD 1.6 
billion, according to Interbrand (Appendix VIII), the company are well positioned to leverage their 
strong brand perception, increasing the chances of successful and profitable products. The brand 
evaluation carried out in 2021 suggests that the business is well positioned to capitalise on this with 
31% of their customers’ purchase decisions driven by their positive perception of Hilti as a brand. 
Hilti outperforms their strongest competitors ( ) in 7 out of 10 brand strength 
factors, such as trust in the brand (Hilti, n.d.).
 
Whilst aligning customer communications is imperative for the launch of a successful DVP, audience 
targeting must also be a top priority for the brand so that it can tailor messaging accordingly. As 
stated by Gibson on Harvard Business School Online’s Business Insights Blog, by understanding its 
target audience, Hilti can modify its marketing strategy to meet customers’ evolving needs (Gibson, 
2024). These needs and critical values, as referenced in Section 3.0, can then be matched and 
communicated along the varying stages of the campaign. It starts with the background of the risks 
associated with HAVS before bringing in the proposed DVP as a solution for mitigating said risks. 

Ultimately, decision-makers within Hilti are the gatekeepers to the further development of the  
proposed DVP as the process pushes into the prototyping and testing phases. Engaging with them 
early is an important way to get initial sponsorship of the DVP. Key internal decision-makers were 
invited to participate in the Health & Safety survey (Appendix V). 

On a product level, Hilti has a robust innovation process for designing and developing its power 
tools. Its recent products picked up eleven awards at the prestigious 2024 Red Dot and iF Design 
Award competitions (Hilti Group, 2024). These successes can be viewed as a good thing, but they 
also present a challenge as design thinking is not currently integrated into the development of Hilti’s 
digital products. 

Without the research tools of design thinking, Hilti run the risk of falling into the trap of making  
assumptions, based on what they believe the construction industry needs from its digital  
innovations. Decision-makers need to be shown the value of these processes as they are not part  
of the digital native generations who are entering, and will soon be influencing the construction  
industry. It is a different process that flips the thinking by unearthing problems first, putting  
customers needs first and then arriving at digital solutions. As suggested, a combination of tools 
works best at the empathising / defining stage of the design thinking process (Llewellyn, 2018).  
 
When selecting decision-makers to include in the design thinking process, Hilti should carefully 
choose those who align with the generations of the selected target audiences so the company can 
match its digital innovations not only to the needs of the customers but also to the expectations of 
the targeted generation age groups.

If Hilti is unable to convince decision-makers within the company of the benefits of the digital  
innovation process, then they will never unearth the digital challenges faced by their customers  
and take steps to address them, in line with their customer promise of striving to be their  
customers’ best partner.

4b)	Explain why it is important for your organisation to align its customer communications  
	 to the DVP

c)	Explain why organisations need to convince decision-makers in your organisation about  
	 the digital innovation process
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