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Collaboration between Hilti and HMBS on various levels 

Step by step 
bridging the gap 
between applied 
science and 
practice
Text  Markus Mühl, Matthias Schlipf
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Why do HMBS students visit bauma - 
the world‘s largest (construction) 
trade fair? Why are various interviews 
being conducted with construction 
workers, foremen and construction 
site managers on building sites in the 
Munich area? And what is behind the 
online survey regarding the relevance 
of social selling in the construction 
industry?

One answer can be found in the colla-
boration between HMBS and Hilti. 

Hilti Group

The Hilti Group supplies the world-
wide construction industry with tech-
nologically leading products, 
systems, software and services. With 
more than 34,000 team members in 
over 120 countries the company 
stands for direct customer relation-
ships, quality and innovation. The 
company is privately owned by the 
Martin Hilti Family Trust, which 
ensures its long-term continuity. The 
Hilti Group’s purpose is making cons-

truction better, based on a passionate 
and inclusive global team and a caring 
and performance-oriented culture. 

Cooperation

The collaboration between HMBS and 
the Hilti Group takes many forms. 
There are collaboration projects in 
which student teams work on a project 
task over the course of a semester, 
e.g. in areas such as B2B influencing, 
social selling, e-vouchers, buying-
center interactions or subscription 
business models. In recent years, 
such projects have taken place in the 
study focus area Marketing Manage-
ment in both the Bachelor and the 
Master program. There have also 
been collaboration projects between 
Hilti and the Digital & Sustainable 
Procurement Master‘s degree 
program within the B2B sales and 
purchasing environment.

Furthermore, the collaboration is 
shaped across borders: Hilti teams of 
various cultural background from 

„I enjoyed the project work because we were able to 
deal with a current and very practical topic - social 
selling. It was particularly motivating to know that our 
recommendations and creative ideas could be imple-
mented in Hilti‘s real business operations. I was also 
very pleased with the genuine recognition we received 
from the Hilti team members.“

Franziska Riepl 
6th semester BA, major: Marketing Management



28 MBL – Magazin der HM Business School

In addition to guest lectures by Hilti 
experts directly at the HMBS, also 
joint application-oriented research 
work has been carried out well. For 
example, the methodology of a 
buying/selling center matching based 
on source credibility and a QFD temp-
late were jointly developed and veri-
fied by empirical data from Hilti. The 
result was both a conjoint journal 
article in the Marketing Review St. 
Gallen (Schlipf, M.; Einsiedler, M.; 
Mühl, M.: Wer hört auf wen? Ein 
Modell zum direkten Matching von 
Selling- zu Buying-Center-Personas. 
In: Marketing Review St. Gallen, 02 
(2024), S. 58-65, Thexis-Verlag,  
St. Gallen) and a research presenta-
tion during the 7th Industrial Marketing 
Management Summit in Leeds in 
2024.

In essence, the collaboration between 
academia and practice brings 
together research, applied industry 
insights, and teaching in a meaningful 
way for both Hilti and HMBS. We look 
forward to further chapters of our 
common collaboration booklet. 

“For us at Hilti, the collaboration with HMBS creates 
real mutual value: We gain fresh ideas and perspec-
tives, while students experience practical, internatio-
nal and customer-focused work. It’s a strong example 
of how businesses and universities can benefit each 
other.”

Alexandra Lüttke
BA, HR Employer Branding Manager, Hilti Germany 

“It was a great experience to 
present our first strategic ideas 

directly on-site at Hilti and receive 
valuable feedback from industry 

experts in social media. Through 
this project, we learned how social 

selling can be used as a powerful 
tool in B2B communication.”

Johanna Haimmerer 

6th semester BA, major: Marketing Management 

Matthias Schlipf 
Prof. Dr.-Ing., HMBS

Germany and France were involved. 
To ensure practical applicability, many 
expert interviews took place with Hilti 
representatives from the UK, France 
and South Africa, among others, 
which trained the HMBS students in 
their intercultural competencies and 
English language skills providing 
them with valuable international 
exposure and professional confi-
dence.

Regular excursions of the students 
include work meetings at the Hilti 
offices, e.g. in Kaufering, which are a 
particular highlight. Often either the 
project kick-offs or closings are 
accompanied by face-to-face 
exchange which enables close align-
ments between the marketing as well 
as sales teams of Hilti and the student 
teams of HMBS. In addition to factory 
tours of the production facilities, pro-
ducts can be tested in person at the 
Hilti Academy in Kaufering. This facili-
tates a tangible project work and 
helps the students to get familiar with 
the construction industry and to 
intensify their project experience.
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“I regularly identify that the academic perspective 
of students helps in finding robust answers to the 
challenges of our construction industry. For this 
reason, I am glad that we established the regular 
exchange within the framework of the existing 
collaboration.”

Markus Mühl
Dipl.Soz., Social Media Manager, Hilti France

„Our collaboration with the HMBS brought us 
refreshing new perspectives to social selling. 
The students developed strategies that will help 
us enhance our existing approach, and it is a 
great example of how academic partnerships 
can drive value for a business.“ 

Liza Cascioli
Senior Social Media Program Manager, Hilti France
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