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Hilti provides leading-edge
technology to the global

construction industry. Hilti prod-
ucts, systems and services offer
the construction professional in-
novative solutions with outstand-
ing added value. The headquar-
ters of the Hilti Group are in
Schaan in the Principality of
Liechtenstein.

Some 18,000 employees, in more
than 120 countries around the
world, enthuse their customers
while building a better future. The
corporate culture is founded on
integrity, courage, teamwork and
commitment.

Hilti excels through outstanding
innovation, top quality, direct
customer relations and effective
marketing. Two-thirds of the em-
ployees work directly for the cus-
tomer in sales organizations and
in engineering. Hilti has its own
production plants as well as re-
search and development centers
in Europe and Asia.

Founded in 1941, the worldwide
Hilti Group evolved from a small

family company. Since 2000, the
Martin Hilti Family Trust holds
all shares and, since 2003, about
99 percent of the participation
certificates of Hilti Corporation.
This safeguards the further devel-
opment of the company founder
Martin Hilti’s life’s work in the
long term.

Hilti upholds a clear value orien-
tation and pursues a policy of
stakeholder value. Integrating the
interests of all the company’s
partners – customers, suppliers
and staff – into its strategy and ac-
tively honoring its social and eco-
logical responsibility creates the
foundation of trust that makes
possible the long-term success of
the company.

Hilti in brief

6 The Hilti Group is grow-
ing under its own steam
and created 1395 new
jobs worldwide in 2006. 

20 This breaker hammer, 
a durable top performer,
also protects its user’s
health. How is that pos-
sible?

40 Hilti employees 
are committed to
a vocational
training center. 
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The fact that our sales turn-
over surpassed four billion

Swiss francs for the first time in
2006 is due not only to the excel-
lent shape of the global economy.
The Hilti Group made further re-
markable progress this past year
in sales force development, and
we have thus been able to take ad-
vantage of the ongoing economic
upturn as well as to continue to
improve our market penetration in
the future. Our company is ex-
panding under its own steam, in
line with our strategy of sustain-
able profitable growth. Our op-
erating result of 422 million
Swiss francs represents 31 per-
cent growth in 2006, once again
ahead of sales turnover, which
itself posted a sound 13 percent
growth.

But 2006, a year of continued
double-digit growth, will also go
down in company annals as a time
of transition. At the foot of this
page, dear reader, you will notice
the signatures of three men:
Michael Hilti, who handed over the
Chair of the Board of Directors to
Pius Baschera on January 1, 2007,
and remains on the Board; Pius
Baschera, who has in his turn
handed over the job of Chief Exec-

utive Officer to Bo Risberg; and
Bo Risberg himself, until Decem-
ber 31, 2006, a member of the Ex-
ecutive Board and now responsible
for the entirety of our operations.
We announced our plans for a
changing of the guard already in
2005, including Egbert Appel’s
intended withdrawal from the Ex-
ecutive Board and the fact that
Christoph Loos and Stefan Nöken,
both of our management, would be
joining that body. Corporate conti-
nuity, the development of our cul-
ture and our continuing success –
these are important to us. That is

why we are taking up the issue of
succession in good time, and en-
suring a smooth transition. We put
our new Executive Board in place
gradually throughout the second
half of 2006, and the new team
has already set its strategic agenda
into 2015.

As a business enterprise we share
responsibility for our society and
our environment, a duty that we be-
lieve is indispensable to our corpo-
rate well-being. After all, we will
not be able to continue on this
same successful path unless we in-

tegrate social and ecological ac-
countability into our activities,
and thus strive to meet the needs
of all stakeholders. It is with this
in mind that we address purely
economic aspects alongside the is-
sue of sustainability in the Annual
Report 2006.

We would like to express our
thanks to all those who share
our comprehensive commitment,
and who have contributed to our
success: our staff and customers,
our partners and suppliers
around the globe.

The duties 
of growth

Michael Hilti Pius Baschera Bo Risberg

For Pius Baschera,
Michael Hilti and
Bo Risberg (from left),
economic success
and sustainability
are of equal
importance.

‘‘

’’
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Our purpose
We passionately create enthusias-
tic customers and build a better
future!

Enthusiastic customers
We create success for our cus-
tomers by identifying their needs
and providing innovative and
value-adding solutions.

Build a better future 
We foster a company climate in
which every team member is
valued and able to grow.

We develop win-win relationships
with our partners and suppliers.

We embrace our responsibility
towards society and environment.

We aim to achieve significant
and sustainable profitable growth,
thus securing our freedom of ac-
tion.

We live our values
The foundation of our culture is
integrity, courage, teamwork and
commitment.

Our culture
We share a common purpose.

We take self-responsibility for the
development of the business, our
team and ourselves.

We encourage, coach and support
each other to achieve outstanding
results. 

Our culture is a journey – Our Cul-
ture Journey.

We accomplish our
purpose through people
We have excellent team members.

We expect high performance and
we offer high incentives.

We recruit and develop our people
based on their competencies, ac-
complishments and potential.

We give them the chance to grow
with us as part of a team and to
develop a long-term career within
the Hilti Group.

We accomplish our
purpose through 
our Champion 3C
Strategy
Customer: We want to be our cus-
tomers’best partner. Their require-
ments drive our actions.

Competency: We are committed
to excellence in innovation, total
quality, direct customer relation-
ships and effective marketing.

Concentration: We focus on prod-
ucts and markets where we can
achieve and sustain leadership
positions.

We accomplish our
purpose through global
processes
All of our activities are derived
from our strategic imperatives
“Product Leadership,” “Market
Reach” and “Operational Excel-
lence.”

In order to continuously improve
customer satisfaction and produc-
tivity, our approach is based on
the highest level of harmonization
and ongoing optimization of our
business processes. 

We create 
enthusiastic
customers . . .
At Hilti, the Mission Statement is the source of
each success and every activity. It appears word
for word here in the Annual Report.
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Hilti tradition and corporate
culture testify to the com-

pany’s highly developed sense of
responsibility. But that is not yet
enough to satisfy either the com-
pany or its employees. Beginning
as early as 1998, all production
plants as well as the individual
business units, with Product De-
velopment, were certified to the
ISO 14001 environmental standard.
In 2004 initial preparations were
made to apply the principle of sus-
tainability to additional units, to
further systematize it, and to make
it possible to quantify and manage
it over the long term.

Just as important as ecological
responsibility for sustainable cor-
porate success is the social dimen-
sion. For Hilti, this social dimen-
sion comprises two elements,
which it lives out as a “Great Place
to Work” and a “Great Citizen.”
Thus, on the one hand, the focus is
on the employees and their fami-
lies. “We are looking to hire the
best possible staff, train and de-
velop them, and keep them in our
employ,” says Egbert Appel, who
was a member of the Executive
Board until the end of 2006 and is
now a trustee, and thus a member,

of the Martin Hilti Family Trust.
“As a ‘Great Citizen,’ on the other
hand, we take a stand on matters
of general social concern,” Egbert
Appel continues. “The Martin
Hilti Family Trust, together with
the Hilti Group, is helping to build
a better future.” Read more about
Hilti as a “Great Place to Work”
and a “Great Citizen” on pages 14
and 39.

In spring of 2006 Hilti signed the
United Nations Global Compact
and thus committed itself to sup-
porting the initiative’s ten princi-
ples. These set out core values in
the areas of environmental protec-
tion, human rights, labor rights and
anti-corruption. In his then-capac-
ity as Chief Executive Officer, Pius
Baschera joined high-ranking rep-
resentatives of international engi-
neering and construction firms at
the 2004 Davos World Economic
Forum in signing a document
strongly condemning corruption.
Furthermore, as early as 2002,
Hilti developed its own “Code of
Conduct,” guidelines for employ-
ees striving to uphold a global
standard. The Hilti code not only
satisfies legal provisions, it actu-
ally exceeds them in many points.

A further “Code of Conduct”
obliges Hilti suppliers, among
other things, to tolerate neither
corruption nor child labor, to guar-
antee staff security, and to produce
and dispose of waste in an environ-
ment-friendly fashion. For details
of these two “Codes of Conduct”
see page 39.

Hilti is currently introducing re-
porting processes aimed at mea-
suring sustainability in all relevant
business units and establishing it
as a component of its management
system.

. . . and 
build a better 
future
Hilti employees follow the Mission Statement, along
with its call for social and ecological responsibility.
Fulfilling this duty is the only way for a company to
remain profitable over the long term.
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The global economy was fir-
ing on all cylinders in 2006.

In order to take advantage of this
extraordinarily positive economic
environment and penetrate mar-
kets even more decisively, Hilti
massively enhanced its sales ca-
pacities, with new staff joining the
individual marketing organiza-
tions throughout the year. In sales
alone, 1079 new employees signed
on, an increase of 8.6 percent.
Overall, Hilti created 1395 new
jobs last year. The average num-
ber of employees in 2006 was
17,250 (2005: 16,050).

Parallel to this development, Hilti
also successfully launched new
products and services in 2006.

The enhancement of its sales net-
work and the introduction of ad-
ditional attractive product and
service offerings led to a 13 per-
cent boost in sales turnover in
2006, from 3,638 million to 4,118
million Swiss francs, or an in-
crease of 12 percent in local cur-
rencies. The Hilti Group was thus

able to continue expanding and
anchoring its position on the mar-
ket.

Double-digit growth rates in Swiss
francs were posted across all re-
gions, with North America, Latin
America and the Asia / Pacific
market regions increasing the
most. The European region with
its greater market penetration also
saw marked sales growth.

Contributing 65 percent of total
sales (2005: 66 percent), the Eu-
rope /Africa market region retains
its lead. North America con-
tributed 22 percent of total sales
(2005: 21 percent), Latin America

2 percent, as in 2005, and Asia /Pa-
cific also remained steady against
the previous year at 11 percent.

The Hilti Group in 2006

Profitable 
growth picks up
further speed
The Hilti Group used the general economic upturn in 2006 to further
accelerate its growth. 65 years after the company’s foundation, sales
turnover has exceeded the four-billion mark, increasing 13 percent 
to reach 4.1 billion Swiss francs. The operating result, meanwhile, grew
31 percent to 422 million Swiss francs, outstripping turnover. The
Hilti Group thus further accelerated its profitable organic growth.

Europe /Africa North America
Latin America Asia /Pacific

The Hilti Group generates some
two-thirds of its turnover in Europe.

Higher
operating result
The sharp rise in commodity
prices and accelerated increase in
costs due to development of sales
capacities negatively influenced
the operating result. However,
through continuous improvement
of processes and further internal
productivity-raising measures, the
Hilti Group was able to overcom-
pensate and thus achieve an over-
proportionate increase in its oper-
ating result. Growth of the Group
was further strengthened by the
positive currency effects pro-
duced by the euro’s appreciation.
The overall consequence was an
operating result of 422 million

2006 2005 Difference Difference
in millions CHF in millions CHF in CHF (%) in local currency (%)

Sales growth January–December 2006 year on year:

Europe /Africa 2,668 2,408 10.8 8.9
North America 906 764 18.6 17.2
Latin America 96 81 18.0 14.7
Asia /Pacific 448 385 16.3 16.8
Group 4,118 3,638 13.2 11.6
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The Board of Directors proposes
to the General Meeting of Hilti
Corporation a dividend of 44.––
Swiss francs per participation cer-
tificate for 2006.

2007 outlook
Assuming that the economy re-
mains as strong as it was in 2006,
the Hilti Group is set to continue
on its growth path in 2007. This
will include further expansion of
its sales capacities as well as
of its product and service range.
Having for the first time posted
sales turnover above the four-
billion mark in 2006, the Hilti
Group aims to double this figure
by 2015.

The Hilti business model

The people who work for Hilti and for Hilti customers do so in line with
their own Mission Statement: “We create enthusiastic customers and
build a better future.” – See the whole text on page 4.

When a company’s employees continue to develop, this means that
the company grows as well. This conviction forms the bedrock of the 
Hilti Group’s well-developed corporate culture, as well as of its eco-
nomic success. – For more on people and corporate culture see
page 14.

Corporate strategy and processes are developed on the basis of 
Mission Statement and corporate culture. The Hilti Group continues
to stand by its successful “Champion 3C Strategy” and in 2006 plan-
ned its next strategic period to 2015, with growth, differentiation,
productivity and people the watchwords that will guide the Group
through 2007 and into the future. – For more on strategy see page 16.

In addition to increasing its efficiency, process-oriented work makes 
Hilti a reliable partner for customers and suppliers both. Core processes
are those affecting marketing and sales (page 16), research and devel-
opment (page 17), the supply chain (pages 18–19) and Professional Ser-
vices (page 29). With the inauguration of the logistics center in Nendeln
in Liechtenstein, supply chain processes will see continued improvement
in 2007 – and customers will enjoy shorter delivery times.

Process orientation at work also means more energy for innovation. In
2006 Hilti spent 164 million Swiss francs on research and development,
or a gain of 9 percent over the 151 million spent in 2005. – For the 2006
key innovations see page 32. The ability to innovate also leads to differ-
entiation and added value in products and services, as set out, among
other things, in strategic planning for the coming years.

Mission Statement, corporate culture, strategy and processes all have a
common goal: surprising and enthusing customers. Hilti products and
services provide customers today with the things they will need tomor-
row. Hilti increased its customer satisfaction rate in 2006 by one point,
to score 82 on a scale of 0 to 100. – See more on page 29. Customer sat-
isfaction depends on the happiness of both employees and suppliers. –
See more on pages 15 and 17.

Surprising how much sustainability one breaker hammer can provide –
see more beginning on page 20. No matter how well it performs, it is only
by respecting customer health and providing workplace safety that a 
Hilti product can contribute to the company’s economic success. The
Hilti Group traditionally takes its responsibility for society and the en-
vironment seriously. It is currently introducing reporting processes aimed
at measuring sustainability in all relevant business units and establishing
it as a component of its management system. Long-term economic
success is reserved for companies guided by the principle of sustain-
ability.

Swiss francs. This represents a 31
percent gain over the 322 million
Swiss francs posted in 2005. The
Hilti Group was thus able to fur-
ther accelerate the pace of its tra-
ditionally profitable growth virtu-
ally under its own steam.

Earnings before interest and taxes
(EBIT) climbed 21 percent in
2006 from 389 million to 471 mil-
lion Swiss francs. The  positive
currency effects visible in the op-
erating result were partly neutral-
ized at EBIT level by the lower
USD valuation of customer receiv-
ables. The EBIT margin, mean-
while, increased to 11.4 percent
(2005: 10.7 percent).

At 344 million Swiss francs, net
income in 2006 exceeds the 284
million posted in 2005 by 21 per-
cent.

On December 31, 2006, the equity
ratio stood at 57 percent as against
55 percent year on year.
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Key statistics

Asia / Pazific

North Amerika
Latin Amerika

Europe /Africa

2002 2003 2004 2005 2006

2,993 3,013 3,299 3,638 4,118

343 389 471

14,590 14,640 15,120 16,050 17,250 135 137 140 151 164

223 235 276 322 422

Net sales (CHF million) Operating result (CHF million)

EBIT (CHF million)

Research and
development expenditure (CHF million) Employees (average of year)

2002 2003 2004 2005 2006

2002 2003 2004 2005 2006 2002 2003 2004 2005 2006

2004 2005 2006

27 186 246 284 344

Net income (CHF million)

2002 2003 2004 2005 2006

Asia / Pazific

North Amerika
Latin Amerika

Europe /Africa

1,690

2,275
680

9,945

1,685

2,282
547

10,126

1,750

2,354
498

10,518

1,739

2,502
554

11,255

1,765

2,725
600

12,160

306

729
69

1,889

308

649
59

1,997

338

685
64

2,212

385

764
81

2,408

448

906
96

2,668
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Important Note

The following pages contain extracts from the 2006 financial report of 
the Hilti Group. Because these pages do not contain the full consolidated
financial statements, they do not present complete information about 
the financial position, financial performance and cash flows of the Hilti
Group for 2006. Complete information, including the notes to the con-
solidated financial statements referred to below, is contained in the 2006
financial report which will be available on the Group’s website
(www.hilti.com) from late March 2007.

Annual Report 2006

Consolidated income statement (amounts in CHF million)

Net sales (29) 4,118.2 3,638.1
Other operating revenues 55.6 50.2
Total operating revenues 4,173.8 3,688.3

Change in inventory of components of work in progress and finished goods 48.5 31.5
Material costs (30) (1,304.0) (1,166.8)
Personnel expenses (31) (1,565.0) (1,388.3)
Depreciation and amortisation (32) (170.7) (164.1)
Other operating expenses (33) (760.8) (678.4)
Total operating expenses (3,752.0) (3,366.1)

Operating result 421.8 322.2

Share of profit / (loss) of equity-accounted associates and joint ventures (10) 0.8 0.9
Other revenues and expenses (net) (34) 48.6 66.1

Earnings before finance costs and income tax expense (EBIT) 471.2 389.2

Finance costs (35) (70.4) (67.7)

Net income before income tax expense 400.8 321.5

Income tax expense (36) (56.9) (37.7)

Net income 343.9 283.8

Net income is 100% attributable to equity holders of the parent. The
group has no minority interest.

The notes to the consolidated financial statements which immediately
follow the consolidated cash flow statement are an integral part of,

The full 2006 consolidated financial statements which are included in 
the 2006 financial report have been prepared in accordance with inter-
national financial reporting standards (IFRS). The five-year summary
information in the charts on the previous page and in these extracts
which covers operating result, EBIT, net income, and equity is reported 
in accordance with IFRS only from the 2004 year. The 2002 and 2003 
information has not been restated from the prior basis of reporting 
(Swiss GAAP FER).

20052006Note

and should be read in conjunction with, the consolidated balance sheet,
the consolidated income statement, the consolidated statement
of recognized income and expense, and the consolidated cash flow
statement.
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Consolidated balance sheet of the Hilti Group as at December 31 (amounts in CHF million)

ASSETS 

Intangible assets (7) 184.5 169.2
Property, plant and equipment (8) 704.4 651.9
Investment property (9) 5.9 6.2
Investments in associates and joint ventures (10) 6.0 5.2
Deferred income tax assets (11) 101.7 103.1
Other financial investments (12) 14.1 15.1
Trade and other receivables (14) 119.6 66.8
Derivative financial instruments (16) – –
Total non-current assets 1,136.2 1,017.5

Inventories (13) 560.2 473.3
Trade and other receivables (14) 992.2 843.6
Current income taxes receivable (26) 9.6 7.9
Accrued income and prepayments (15) 51.2 48.4
Derivative financial instruments (16) 5.9 –
Financial assets at fair value through profit or loss (17) 45.0 43.9
Cash and cash equivalents (18) 978.0 937.3
Assets classified as held for sale (19) 0.5 1.1
Total current assets 2,642.6 2,355.5

TOTAL ASSETS 3,778.8 3,373.0

The notes to the consolidated financial statements which immediately
follow the consolidated cash flow statement are an integral part of, 
and should be read in conjunction with, the consolidated balance sheet,

20052006Note

the consolidated income statement, the consolidated statement 
of recognized income and expense, and the consolidated cash flow
statement.
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Information on participation certificates (PCs) (CHF / no.)

Consolidated net income per PC 135.7 112.0 96.9 73.2 10.7
Consolidated equity per PC 851.9 731.4 640.9 537.7 902.0
Dividend per PC 44.0 36.5 28.0 20.0 250.0
Issued and dividend-bearing PCs 774,400 774,400 774,400 774,400 774,400
Authorized PC capital (CHF million) 5 5 5 5 5

EQUITY AND LIABILITIES

Equity (20) 2,158.9 1,853.8

Provisions (21) 138.6 125.7
Pension and termination benefit obligations (22) 108.3 154.8
Deferred income tax liabilities (11) 35.5 26.5
Bonds (23) 147.6 201.3
Long-term bank borrowings (24) 11.3 11.5
Trade and other payables (25) 13.1 12.1
Derivative financial instruments (16) 0.9 –
Total non-current liabilities 455.3 531.9

Provisions (21) 45.6 65.8
Trade and other payables (25) 272.5 237.1
Current income taxes payable (26) 100.6 92.2
Accrued liabilities and deferred income (27) 334.1 277.9
Bonds (23) 200.7 150.1
Short-term bank borrowings (28) 204.8 149.7
Derivative financial instruments (16) 6.3 14.5
Total current liabilities 1,164.6 987.3

Total liabilities 1,619.9 1,519.2

TOTAL EQUITY AND LIABILITIES 3,778.8 3,373.0

Equity comprises issued capital and reserves. These are 100% attribut-
able to equity holders of the parent. The group has no minority interest.

The notes to the consolidated financial statements which immediately
follow the consolidated cash flow statement are an integral part of,

Annual Report 2006

20052006Note

200220032004
(IFRS)

2005
(IFRS)

2006
(IFRS)

and should be read in conjunction with, the consolidated balance sheet, 
the consolidated income statement, the consolidated statement
of recognized income and expense, and the consolidated cash flow
statement.
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Look into
my eyes
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Underwater satisfaction: off
the coast of the Egyptian

city of Alexandria, the French un-
derwater archaeologist Franck
Goddio and his team have discov-
ered statues unseen for more than
two thousand years. Specialist
divers have brought to light the

treasures of the ancient cities of
Canopus and Herakleion, includ-
ing monumental objects weighing
several tons. “Egypt’s Sunken
Treasures” were shown publicly
for the first time in Berlin in the
summer of 2006. The exhibition
of some 500 objects in the Martin-

Gropius-Bau attracted 450,000
visitors, making it one of Ger-
many’s most successful museum
shows. For more than ten years the
Hilti Foundation has been support-
ing Franck Goddio’s excavations,
which shed new light on Egyptian
history.

Annual Report 2006
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The pace of work at Hilti
makes it imperative to pause

for thought every now and then.
The employees are constantly
growing, both personally and pro-
fessionally, and the corporate cul-
ture is constantly growing along
with them. They liken the experi-
ence to a journey with periodic rest
stops, from which they emerge re-
freshed and ready to proceed all
the more alertly. The journey, “Our
Culture Journey,” is never-ending.

At Hilti, these rest stops take the
form of so-called Team Camps, to

which teams retreat every 15 to 18
months. These interactive work-
shops feature extremely candid dis-
cussions of ways of living out the
Mission Statement in future, con-
siderations of obstacles to the effort
to go from “Good to Great,” and
ideas for the further promotion and
implementation of the company’s
four core values, integrity, courage,
teamwork and commitment.

The number of Hilti employees
who have visited Team Camp 1 in-
creases continuously, climbing
from 7,000 to 15,000 in the course

of 2006. In other words, around
90 percent of all staff have at-
tended their Team Camp. And not
a few of them, some 1,000 in all,
have already been through the next
phase, Team Camp 2, in 2006, ac-
tively contributing to the several
days they spent in each other’s
company. Expenditure for these
workshops alone rose from 6.8
million Swiss francs in 2005 to
12.5 million Swiss francs, with a
concomitant rise in the number of
working days needed for the Team
Camps from some 16,000 in 2005
to 32,000 in 2006.

Hilti aims to recruit the best possible employees, people who are pre-
pared to give their all and develop beyond what is actually required
of them. In return, Hilti, a “Great Place to Work,” offers them the
opportunity for a long-term career within the company. Their grasp
of the corporate culture affords them a basis for success – both
personal and corporate.

Corporate culture: 
the journey continues

Values lived out in common, successes celebrated together: the management team of Hilti France meets for a planning session. 
More than 90 percent of all staff have already attended Team Camp 1.
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Hilti employees are all famil-
iar with the process: each

September they are asked for their
opinion in an anonymous survey.
In 2006, 92 percent took part. And
every year, around 87 percent say
they are proud to work for Hilti.
This pride is also reflected in the
numbers of those who remain with
Hilti over the long term, and who
plan and pursue their careers at the
company: for years now, this fig-
ure has remained constant above
an already high 85 percent. In
2006, 87 percent stayed on, which
means a fluctuation rate of 13 per-
cent.

It is only when new staff are prop-
erly integrated that they can fully
realize their potential at Hilti.

Many of the employees who signed
on during the previous 24 months
are staying at Hilti, with their ranks
rising in 2006 from their long-time
stable level of around 80 percent
to almost 82 percent. The well-
developed – and developing – cor-
porate culture is surely a central
reason for this increase.

Another constantly high figure
also suggests that people sign on at
Hilti, and commit themselves to
Hilti customers, for the long term,
and that the company itself sets
great store by continuity: while
some 82 percent of vacant man-
agement positions in 2005 were
filled with internal candidates, in
2006 this figure had dropped
slightly to 76 percent, a decline

that can be ascribed to the global
expansion of sales capacities. Nor
is this spirit evident in sales
turnover and results alone: the
average number of employees rose
once again in 2006, following a 5.9

percent increase in 2005, from
16,050 to 17,250, up 7.5 percent
over the previous year. In sales
alone, Hilti in 2006 saw 1079 new
employees come on board.

“I feel good here. 
I want to stay”

95%

85%

75%

65%
2004 2005 2006

85.20% 87.00% 86.70%

Retention Rate Integration Success Rate

It is only when new staff are properly integrated that they can realize
their potential at Hilti and plan their careers.

81.30% 81.60%
79.80%

Annual Report 2006

87 percent of all staff worldwide are proud to work for Hilti.
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The customer comes first –
without exception. That is

why the first C stands for cus-
tomer. Hilti provides its customers
with unique competency – the
source of the second C. The prod-
ucts, systems and services offered
to the customers are distinguished
by pathbreaking innovation and
total quality. The third C stands
for concentration on markets and
products where Hilti can achieve
and sustain leadership positions.

While staff worked toward their
immediate operational goals in
2006, the Hilti Group’s Executive
Board and Executive Management
Team were preparing for the next
strategic period, to stretch into
2015. They were aided in their
planning by experts from a range

of specialist areas and geographic
regions. They confirmed the fun-
damental soundness of the “Cham-
pion 3C Strategy” with a series
of profound and comprehensive
analyses, and in view of future
development scenarios.

At the International Strategy Fo-
rum in Davos, which brought
together some 150 members of
upper management from around
the world in November 2006, the
third phase of the corporate strat-
egy was inaugurated: Hilti will
continue on its growth path, profil-
ing itself even more distinctly by
means of its products and services,
increasing productivity further in
all areas while at the same time
making its employees and their
development its main priority. “We

are aware of the fact that we must
continue to learn, both as individ-
uals and as an organization, if we
are to be successful in an increas-
ingly competitive environment,”
said Bo Risberg in Davos, setting
the tone for his coming work
as Chief Executive Officer. “That
said, our core competency remains
the same as ever: providing inno-
vative solutions, developed with
the help of our practical expertise
and direct customer relations. This
will continue to form the basis of
our business model.”

Efficiency – for
the customer

“I was able to see with my own
eyes once more what makes our
company so successful, by step-
ping into the shoes of a technical
salesperson: equipped with lap-
top and handheld, no longer tak-
ing manual notes after a cus-
tomer meeting but instead stu-
diously and diligently organizing
electronic customer data.”
Bruno Walt, 
Head of Europe 2 Region,
April 2006

“Thanks to our standardized
processes and corresponding
system, the entire sales staff of
each marketing organization now
have the same information avail-
able. That way, they always know
where every customer stands,
and what subjects they should
bring up with them.”
Kerim Can, 
Global Process 
Owner Market Reach, 
June 2006

“When one of my customers
buys something at a Hilti Center,
I see it the next day on my laptop.
For me, the new technology
means more efficiency and less
stress.”
Christian Calenzani,
Technical Salesperson, 
Hilti Italia S.p.A., 
July 2006

“When we are able to use the in-
formation collected to offer our
customers comprehensive and
speedy service, it makes us just
as enthusiastic as them.”
Beat Ganz, 
Customer Service, 
Hilti (Schweiz) AG, 
November 2006

Strategy 

The three Cs continue
For Hilti staff, the three Cs are more than simply
a corporate credo: they form the strategic blue-
print for their activities. The Hilti Group has been
guided by its “Champion 3C Strategy” since
1996, and will continue to follow it in the future.

When Hilti Española S.A.
switched over in May

2006, it meant that a total of 18
marketing organizations, includ-
ing the 11 largest, all eight Hilti
production plants and corporate
headquarters had begun to operate

with the new processes and the
new system. The second phase of
the rollout, which started in the
summer of 2006, is now reaching
the remaining marketing organiza-
tions in Eastern Europe, Southern
Europe and South America.

“At the end of 2005, two-thirds
of the worldwide Hilti team had
switched over,” says Martin Petry,
the Hilti Group’s Chief Informa-
tion Officer, “while by late 2006
three-quarters of all Hilti staff were
using the new processes and the
new system.” By mid-2008, all
Hilti customers and staff will be
able to take advantage of the sig-
nificant benefits arising from the
processes and system.

Processes 

A complete makeover
The largest internal project so far in the com-
pany’s history, the introduction of globally 
standardized processes and a corresponding 
IT system, reached a milestone in May 2006. 
The project aims to boost customer satisfaction
and employee efficiency.



151 million
Swiss francs to
164 million. Compared
to sales turnover, which has
increased sharply, expenditure
now stands at 4.0 percent (2005:
4.2 percent).

Read more about lithium-ion
technology and the new 
products launched in 2006 on
page 33.

Page 17

Craftspeople and construc-
tion workers want high-

performance tools – preferably
powered with rechargeable batter-
ies for consistent mobility. The
lithium-ion batteries launched by
Hilti in 2006 specifically for the
building trade are the answer to
this wish. Hilti has developed both
battery technology and the corre-
sponding products, such as the
recharger, as a platform that can be
used for various tool types. “It is
becoming ever more imperative to
develop technological platforms,”
notes Matthias Gillner, Head of

Business Area Electric Tools &
Accessories, “not only for reasons
of efficiency and cost, but also
because of an ever-expanding
range of products. In 2006 we ac-
tually doubled our range of cord-
less screwdrivers, from six models
to twelve.” According to Matthias
Gillner, the Hilti lithium-ion based
product portfolio will continue to
expand: “This technology will
make new applications possible.”

Expenditure on research and de-
velopment rose in 2006 by 9
percent, in absolute terms from

One technology
for many different tools: 

the lithium-ion based product
portfolio requiring one single

charger (far right) is expanding.

Partnerships with suppliers
built on trust are a key suc-

cess factor. In 2006 Hilti had
itself rated by its suppliers for
the first time in an International
Supplier Opinion Survey. “We
are delighted with the result,”
says Stefan Nöken, previously
Head Supply Chain, since Jan-
uary 1, 2007, member of the Ex-

ecutive Board. “It also shows us
where we still have room for im-
provement.”

The purchasing teams have
launched three global initiatives,
as well as numerous initiatives at
the individual team level, so as to
make collaboration with suppliers
work even more smoothly, and in-

crease their already high level of
satisfaction. Studies show that
manufacturers that are held in
high esteem by their suppliers are
among the most successful compa-
nies. Stefan Nöken puts it this way:
“Further strengthening our sup-
plier relations is our supply chain’s
way of contributing to sustainable
profitable growth.”

Hilti has devised a “Code of Con-
duct” specially tailored for sup-
pliers, setting out behavioral 
guidelines for dealings with staff,
society and the environment. For
more information see page 39.
You can find the whole “Code of
Conduct” at www.hilti.com

Success through partnership

Research and development

Platforms for
efficiency

Annual Report 2006
































































