








3.	 CRITICALLY RESEARCH YOUR TARGET AUDIENCE FOR YOUR  
	 DIGITAL PRODUCT PROPOSITION.

Target audience 

Since the beginning of 2022, Google Analytics has recorded 912,245 sessions on www.hilti.co.uk 
(Appendix 3). With Bounce Rate sitting at 23.75%, it remains under the range between 26% and 
40%, which Hubspot describes as optimal (Zantal-Wiener, 2022).

According to research by Databox, a reasonable benchmark for average session duration is  
between 2-3 minutes (Albright, 2021). Session Duration for the Hilti site averages out at 5 mins and 
17 seconds, well above said benchmark (Appendix 3).

Both sets of data above could suggest that large parts of the visitors are finding what they are  
expecting, spending time looking through the site. The other way to view this data is that people 
aren’t finding what they need, and are wasting time in a non-user-friendly environment.

With www.hilti.co.uk having a UK domain extension it is not unexpected that 76.58% of users are 
based in the United Kingdom (Appendix 4).

Chrome is the most used browser to access www.hilti.co.uk, accounting for over 40% of users  
(Appendix 5). More interestingly for this chosen digital product, is the mobile device split, with over 
60% of users accessing www.hilti.co.uk on an iPhone (Appendix 6).

 in Revenue was generated by www.hilti.co.uk with an average Ecommerce  
Conversion Rate of  (Appendix 7). According to Shopify, ‘the average ecommerce conversion 
rate for Shopify stores is 1.4%. If you are above 3.3%, you have a very good conversion rate - in the 
top 20% of all Shopify stores’ (Shopify, 2022). At first glance, the average conversion is good but in 
fact, mobile conversion rate sits at only 0.99% (Appendix 1).

Looking on a granular, product level Hilti’s HY 200 injectable mortar contributes  to 
the overall revenue (Appendix 7). The suggestion is to use this type of low value product (£16.21 - 
£20.64) as part of the user testing process due to their revenue contribution.
 
The Average Order Value stands at  which could be why www.hilti.co.uk is struggling to  
convert mobile users. With these values in mind, the audience might not want to spend high 
amounts on a mobile device (Assumption 1).
 

Checklist of top 5 design requirements 

•	Navigation needs to be inuitive  
	 ‘Don’t make navigation a guessing game’ (Babich, 2017).

•	Optimise the user experience for mobile devices 
	 ‘50% of customers will stop visiting a website if it isn’t mobile friendly’ (Billson, no date).

• 	Be obvious with delivery options
	 ‘45% of shoppers abandon carts if they’re dissatisfied with delivery options’ (Square, 2020).

•	Offer users clear CTAs 
	 ‘Give potential customers a reason to click, buy, or sign up’. They ‘should stand out and be  
	 frictionless and intuitive to increase conversions’ (Forbes, 2020).
 
• Makes the site speed optimised
	 ‘53% of mobile users won’t wait longer than three seconds for a page to load’ (Brooke, 2021).



Personas are to be generated to create a representation of the target audience providing Hilti with 
a clearer picture of the end-user’s expectations. It will help Hilti to make decisions on-site elements 
based on real-life scenarios. 
 
In conjunction with this scenario storyboards will be developed to further uncover what should be 
included in the digital product offering from Hilti.

4.	 CRITICALLY EVALUATE AND DEVELOP KEY PERSONAS FOR  
	 YOUR DIGITAL PRODUCT / SERVICE.

Persona 1

Description or quote:

I love getting projects completed on time, it one of my main 
motivators. I’ve always been in and around construction and 
I’m proud of the projects I’ve helped deliver. I’m not the most 
organised so rely on suppliers who carry stock of products.

Likes:

Taking holidays with his family
Music and playing in his band
Eating out with his wife

Name Age: Dislikes: 

John 47 HSE (Health & Safety Executive)
Inland Revenue
Delays in getting his projects done on time

Occupation: Needs / goals:

Site foreman To get his team the right products / services to help them in 
hitting project deadlines





Persona 2

Description or quote:

I love getting stuff done. I’ve always been in the trades and I 
take pride in my work. I know my role in the overall process and 
I like being part of a team. John is a good foreman who helps 
me in getting my job done right.

Likes:

Going to the pub with mates
Playing and watching sports
Taking holidays with his mates

Name Age: Dislikes: 

Bob 31 Not having the right equipment ready when he needs it
Working outside when the weather is rubbish

Occupation: Needs / goals:

Construction worker To get his work done as quickly as possible so that he can  
get home.







6.	 CRITICALLY PROPOSE EVALUATION PLAN FOR USABILITY 		
	 TESTING OF YOUR DIGITAL PRODUCT.

As referenced in Section 1, over 50% of visitors to www.hilti.co.uk access the site using a  
mobile device. A usability test is suggested to evaluate the user experience on the website.  
With the process being shorter than competitor sites, Retrospective Probing (RP) is a suitable  
method for moderating as the users should be able to recall their experience.

Usability Testing Plan
 
Scope 
Test the mCommerce experience of www.hilti.co.uk before the payement stage.

Task (Appendix 8) 
• Access www.hilti.co.uk on a mobile device using the QR code   
• Search for HIT-HY 200-A injectable mortar 
• Select the correct package, as outlined in the task overview
• Add correct product / package to cart and chose to Click & Collect from the Cardiff Hilti Store 
 
Equipment  
• Phone timer 
• Users own mobile phone to access www.hilti.co.uk

Participants 
Ideally, Hilti should use end users based on the personas outlined in Section 4 (Usability.gov,  
no date). For this task, however, 5 internal users have been selected from a mix of business areas.

Metrics
• Time taken to complete the task
• Observations and comments from the users  
• Usability score (how did they find the task; 1 being most difficult and 10 being easiest)

Roles of Researchers
• Timing of task
• Observation
• Note taking



Evaluation of current www.hilti.co.uk mobile user experience

Time taken Observations / Comments Usability* 

User 1 2 mins 4 secs Easy to navigate if you know what product you’re  
looking for / Overall too much noise on site - too many 
pop-up messages / Site search simple to find /  
Looks like a news site rather than ecommerce / Info 
for each product package was useful / Slow load time, 
especially for location page / Availability of product 
could be shown earlier in the process - too late once 
added to cart (https://www.argos.co.uk/ cited as 
good practise) / Hierarchy of product page could be 
improved - product info underneath the price would 
reduce scrolling

8

User 2 3 mins 36 secs Product information was useful in narrowing down 
products / Naming conventions were confusing as  
user thought that the number in the product name  
referenced the size / Overall easy to use given that it 
was a first time visit / User searched using the word 
mortar instead of by product name which took longer 
and led to possible errors in ordering / Ignored the map 
in the Click & Collect section and found Cardiff option 
quickly using search bar 

7

User 3 5 mins 34 secs Accessed the site using 3G which led to very poor site 
load speed / Concentrating on the task meant that the 
user missed the predictive search element of the site /  
Experienced trouble adding to the cart - package  
options were unclear once selected which led to  
confusion with the user assuming that they’d added  
to the cart when they hadn’t / Hard to find the Click & 
Collect option / Map was attempted but given up on as 
pinch and zoom functionality didn’t respond

6

 
*Ease of use (1 = difficult / 10 = easy)
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APPENDICES
1. Google Analytics 360: Audience overview: mobile / desktop split (2022 year-to-date)

2. Similarweb: Website overview from previous month (August 2022)





3. Google Analytics 360: Audience overview (2022 year-to-date)

4. Google Analytics 360: Audience location (2022 year-to-date)

5. Google Analytics 360: Audience browser & OS (2022 year-to-date)

6. Google Analytics 360: Audience devices (2022 year-to-date)






