[:: DUTCH SYNERGY

EEEEEEEEEEEEEEEEEE

THE ULTIMATE GUIDE

The Ultimate Guide
to Industrial B2B

Website Optimization

Six steps that turn a technical website into your strongest

commercial channel: buyer journey, information architecture,
SEO and AEQO, Core Web Vitals, and CRO.
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Your organization builds technology that holds up. Compliance is in order, product quality is
documented, your engineers know what they are talking about, and your name carries weight in
the market. Your website often tells a different story: visitors browse, download a datasheet, and
disappear. Sales cycles that should be getting shorter drag on quarter after quarter. And the
numbers marketing reports don't furn intfo enough conversations your salespeople can use.

If that sounds familiar, the problem is rarely your product. It is far more likely that your website
was built to the standard rules for websites. Industrial B2B buyers just behave nothing like the

average buyer.

What is industrial website optimization?

Industrial website optimization is the systematic alignment of a technical B2B website with the buying
process of the manufacturing sector: multiple decision-makers, long lead times, and products that
demand technical documentation. Where a regular website is steered by visitor numbers, an industrial
website is steered by qualified enquiries and the pipeline value they produce. The work spans six areas:
strategy, information architecture, content and SEO, user experience, technical foundation, and

conversion opfimizatfion.

Industrial sales, whether you build machines, supply components, or develop electronics, runs through a
buying committee. Engineers, procurement, and executives all look at the same website and all look for
something different. The decision takes months. A website that ignores this filters out the serious parties

quietly, usually without anyone in your organization noticing.

This guide gives you a step-by-step method for turning your website into your strongest commercial
channel. Work through it from front to back, or jump straight tfo the step that is costing you the most

right now. Along the way, we show how Dutch Synergy approaches this with Conversion Engineering®.

Why does an industrial B2B website work
differently from a regular B2B website?

An industrial B2B website differs from a regular B2B website on three fundamental points: the number

of decision-makers, the depth of information required, and the way success is measured.
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Multiple decision-makers, one decision

An industrial purchase typically involves three or more people. In practice this group is called the DMU,
the Decision Making Unit: the people who jointly determine whether your solution gets through. Weeks
or months of internal alignment sit between the first visit and the signature. Standard lead generation,

aimed at one contact with one form, breaks down here.

Every role looks for different information

An engineer looks for tolerances, materials, and drawings. A procurement specialist looks for lead times,
certification, and terms. A director looks for payback period and risk. They visit the same page and

expect three different things. Content that serves one of them leaves the other two without an answer.

Success is measured in pipeline

The value of an industrial website shows in the number of qualified enquiries and the revenue that

follows from them. Visitor numbers say very little until that connection is made.

Get this right, and your website becomes more than the online brochure your sales team would rather

not point at. It takes over part of their work before the phone even rings.

What does the industrial buyer journey look like?

The industrial buyer journey runs through four stages: awareness, consideration, decision, and
expansion. Buyers rarely move through them in a straight line. They double back, bring in colleagues,

and compare again.

01 02 03 04

Awareness Consideration Decision Expansion

The buyer The buyer compares The buying The customer

recognizes a technical solutions committee validates, expands into

problem and starts and suppliers. builds the internal additional

to define it. case, and enquires. applications, parts,
or service.

Every stage calls for its own content: technical guides, case studies, configurators, ROl tools, and
datasheets. Leave one out, and the deal stalls exactly when you least expect it, late in the process, long

affter your sales team has put hours into it.
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Which developments are changing
industrial B2B websites right now?

Three developments currently determine which industrial websites win enquiries: Al-driven search, a

focus on enquiry quality, and international scalability.

e Al-driven search and personalization. Technical buyers increasingly put their question to ChatGPT,
Perplexity, or Google Al Overviews. Those systems draw answers from content that is structured,
factual, and readable passage by passage. Websites without that structure drop out of the answer,

even when they still rank well in classic search results.

e Steering on enquiry quality. Reporting is shifting from visitor numbers to enquiries that match your

ideal customer profile and to the revenue those enquiries produce.

 International scalability. Growth across borders calls for multilingual content, correct hreflang
settings (the code that tells search engines which language version belongs to which market), and

region-specific proof.

Ignore this shift, and the people who are interested in you will research your competitor at their leisure.

You will never know, because they never filled in a form.

THE STEPS

The six steps of industrial

website optimization
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The six steps of industrial website optimization follow the order in which you carry them out. Strategy
comes before structure, structure comes before content, content comes before technology, and

conversion optimization closes the cycle. Each step produces something the next step needs.

Strategy Information Content and User Technical Conversion
Buyer journey, architecture SEO experience foundation optimization
personas, metrics  Sitemap, page High-intent Core Web Vitals, Heavy files, CTAs, A/B tfesting,
structure, keywords, AEQ, mobile, proof platform, rhythm
internal links personalization campaign speed
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STEP 1 — STRATEGY

Build a website strategy
around the industrial buyer

How do you map the industrial buyer journey?

You map the industrial buyer journey by recording, per stage, which page type the buyer needs, what

that page is meant to achieve, and which next step you offer. The result is a matrix that shows exactly

which pages are missing.

STAGE PAGE TYPE

Awareness Guides, blogs,
knowledge arficles

Consideration  Product and solution pages

Decision Comparisons, tools, forms

Expansion Portal, support, add-ons

HOW TO ALIGN CONTENT WITH THE JOURNEY

GOAL

Educate and attract

Demonstrate technical
fit

Enquiry or formal quote

Upsell and retention

EXAMPLE CTA

Download the
industry report

View the case study

Request a quote or demo

Book a service or
upgrade call

e Define a maximum of three buyer personas, for example an engineer, a purchasing manager,

and an operations director.

e Record, per persona, where they get stuck, which information they need, and which channel

they use to find it.

e Assign a content format to every information need: a calculator, a performance chart, a

technical video, or a certificate.

e Give every page a CTA that genuinely moves that persona forward. “Contact us” rarely does.



Which metrics connect your website to revenue?

Four metrics show whether your website produces revenue: the number of enquiries that match your
ideal customer profile, the pipeline value generated by the website, the conversion rate per funnel stage,

and engagement per persona.

e Enquiries matching your ICP. Your Ideal Customer Profile describes the type of business your

solution serves best: size, sector, application, and region.

» Website-generated pipeline value. Measurable through your CRM, your lead-tracking tool, or

feedback from your sales team.
e Conversion per funnel stage. Visitor fo enquiry, enquiry to opportunity, opportunity to order.

e Engagement per persona. Cafalogue downloads for engineers, datasheets for procurement,

consultations for executives.

Capture ICP-qualified enquiries through forms with a small number of qualifying fields
Track downloads of datasheets, drawings, and configurators as separate events

Record channel attribution on every submission and know where the enquiry came from

Analyze behaviour: time on page, pages per visit, downloads per session

How do you apply account-based marketing to complex industrial sales?

Account-based marketing (ABM) directs your marketing at a pre-selected list of companies and at the
specific roles inside the buying committee there. For industrial businesses with a limited number of

potential customers per market, that approach usually outperforms broad campaigns.

e Build landing pages per buyer persona or per industry.
e Run nurture and remarketing campaigns that speak to the individual roles in the buying committee.

e Develop customer-specific messaging based on company size, region, and the type of customer your

farget account serves.
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STEP 2 — INFORMATION ARCHITECTURE

Design an information
architecture that converts
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How do you build a sitemap that guides technical buyers to an enquiry?

A sitemap that converts organizes pages by funnel stage and routes every section fowards a valuable

next step. Visitors then never land on a page without a logical next click.

e Top of funnel holds white papers, guides, and industry news. These attract organic traffic and catch
buyers who are still orienting themselves.

e Mid funnel holds solution and product pages. These demand technical depth: specifications,

applications, and operating conditions.
e Proof holds case sfudies, certifications, and test reports. These make your claims verifiable.

e Bottom of funnel holds the valuable conversion points: a consultation, a quote request, a demo, or
a configurator.

ACTIONABLE ARCHITECTURE STEPS
e Build your sitemap per buyer persona, giving each persona its own route through the site.
e Connect your knowledge articles to the solution pages they genuinely belong to.

e Create cross-links between resources and conversion points, so the route keeps closing

the loop.

Which page structure convinces engineers and procurement?

The structure that performs best in industrial markets follows three blocks: problem, solution, proof. The

buyer recognizes the situation, assesses technical fit, and then verifies that it holds up.
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Problem Solution Proof

Open with a sharply defined Describe the technical solution Close with case sfudies,
problem from the sector, in detail, including measured results, and
written in the language your cerfifications, integrations, and client quotes.

buyer uses. operating conditions.

PAGE LAYOUT ESSENTIALS
e Comparison tables and a calculator built into the page itself.
e Technical drawings, CAD files, and performance graphs available for download.

e Client quotes attributed by industry, job title, and company name.

How do you use internal links to guide buyers through the funnel?

Internal links guide your visitor and your search engine at the same time. They show which pages

belong together and give the buyer a logical next step at every point.

v Connect your knowledge articles to case studies and fechnical solution pages.

v Make sure high-traffic landing pages always route on to a next step.

v Use breadcrumb navigation, so visitors always see where they are and how to get back.

Example route: knowledge article on an industry problem = technical product overview - ROI

calculator = consultation request form.

A site built this way qualifies your prospects before your salesperson ever picks up the phone.
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STEP 3 — CONTENT AND SEO

Win visibility with SEO and
content for industrial search
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How do you choose high-intent keywords for a technical niche?

High-intent keywords in industrial markets are specific, technical, and long. They contain a material, a
standard, an application, or an industry. Those long queries carry low volume and high value, because

the searcher already knows precisely what they need.

e Select fifty to a hundred long-tail keywords per niche, for example “stainless steel conveyor belt food

industry” or “IECEx enclosure electrical components™.

e Build topic clusters. Each cluster covers one problem, specialization, or application and gefs a pillar

page af its centre.

e Connect every cluster to your resource hub and to the deep-dive pages written for one

specific persona.

v The HI and meta title align with both the keyword and the search intent.

v The subheadings (H2 and H3) contain buyer questions and the terminology buyers use.

v The copy names the standards your buyer assesses against: ISO, ATEX, CE, IECEx, UL.

What is Answer Engine Optimization and how do you apply it?

Answer Engine Optimization (AEQ) is the practice of structuring your content so that Al systems such as
ChatGPT, Perplexity, and Google Al Overviews both understand your page and cite it as a source.

Classic SEO competes for a position in a list of links. AEO competes for inclusion in the answer itself.

The difference lies in structure. Al systems read your page in chunks and assess each chunk separately
for usefulness. A paragraph that makes sense without the rest of the page stands a chance of being

quoted. A paragraph that only means something after the three paragraphs above it does not.
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¢ Add schema markup for FAQ and HowTo content, so search systems recognize the question-and-

answer structure.
e Mark up downloadable assets with structured data using the Product and Dataset schemas.
o Write every answer factually, completely, and as a self-contained block of fifty to eighty words.

¢ Use the same terminology for the same concept across the entire site. Shifting labels make it harder

for a system to recognize you as the authority on a topic.

Implementation example: on a product page covering IP ratings, answer “What does IP67 mean?”
and “Which IP rating does the Machinery Directive require?” explicitly, each in its own paragraph
under its own heading.

How do you personalize content by industry, role, and buyer stage?

Personalization on an industrial website means moving beyond generic web experiences with customer-
specific content. A visitor reaches the content that fits their role and industry within one click. It saves

them time, and it gives you a signal about who is on your site.

o Offer a role and sector selector, with a separate route for engineers, procurement, and executives.
e Build a distinct argument per industry, using the standards and applications that apply there.

e Connect your CMS to your CRM, so returning visitors pick up where they left off.
SCALABLE PERSONALIZATION TACTICS

e Work with content modules and tags, so one change rolls out across every language at once.

e Deploy region-specific banners or offers around frade fairs and conferences.

Setf your content up this way and you will start appearing in the search results your buyer uses, and in
the answers Al systems give them.
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STEP 4 — USER EXPERIENCE

Improve user experience,
design, and speed

Which Core Web Vitals scores does an industrial website need to hit?

Google applies three Core Web Vitals with fixed thresholds: LCP under 2.5 seconds, INP under 200
milliseconds, and CLS under O.1. Industrial websites breach those thresholds more often than average,

because of heavy product imagery, CAD downloads, and interactive configurators.

METRIC THRESHOLD  COMMON INDUSTRIAL RISK SOLUTION
LCP, load speed < 2.5 s High-resolution technical imagery, Image compression,
large downloads CDN
INP, < 200 Heavy calculators, configurators, 3D viewers Async scripfs,
responsiveness ms lazy loading
CLS, visual stability < 0.1 Spec tables and modals loading in Fixed dimensions
in CSS

LCP measures how quickly the largest element appears, INP how quickly the page responds to a click,
and CLS how much the page still shifts while loading. Google has used all three as ranking signals since
March 2024, when INP replaced the older FID metric.

PERFORMANCE IMPROVEMENTS WITH THE HIGHEST RETURN
e Convert images to WebP or AVIF.

e Serve files through a CDN, a network that delivers your content from a server close fo

the visitor.

e |[oad non-essential elements only when they come into view, and give contfainers

fixed dimensions.
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How do you design an industrial website that works on the plant floor?

An industrial website gets opened in the factory hall, at a customer site, and on the road. That calls for a

design that still works on a phone with gloves on.

e Keep navigation for recurring tasks identical across every device.
e Make specification tables and downloads usable on a small screen.

e Use generous, tappable form fields.

Test the scenario that actually matters: can an engineer reach the right technical drawing in three taps

on a phone?

How do you build trust with proof, case studies, and certifications?

Trust on an industrial website comes from verifiable proof: client logos, certifications, measurable results,

and client stories that can be tied to an industry and a job fitle.

e Show client logos and the certification badges that carry weight in your sector.
e State concrete results with a number and a context.

e Attach every client quote to an outcome and to the industry in which it was achieved.

Take the kind of manufacturer we often work with: strong product, strong engineering, and a website
written like an infernal specification sheet. After rebuilding the site around the buyer personas and
connecting the routes for each of them, the nature of the enquiries changed. General emails gave way

to phone enquiries that sales could act on the same day.

See how this plays out in practice in our results and case studies. If you are looking for a partner to take

this on for your manufacturing business, look at our IGNITE approach to industrial websites.

Technology is rarely the bottleneck here. A sluggish site sends a technically minded buyer to the
competitor whose site simply works. They never consciously decide to leave, and your salespeople
never hear abouft it.
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STEP 5 — TECHNICAL FOUNDATION

Build a technical
foundation for speed and scale

How do you serve heavy technical files without slowing your site down?

You serve heavy files quickly by compressing them, delivering them from a CDN, and loading them only
when the visitor needs them. For industrial sites this is the difference between a usable product page

and a page that stalls on a factory network.

e Compress images to WebP or AVIF, targeting under 100 KB, with no visible quality loss.
e Serve CAD models, datasheets, and process videos from cloud or CDN storage.

e Load anything below the fold only when it is needed.

Audit periodically to confirm that assetfs are current and reachable worldwide. An outdated datasheet on

a product page costs you more credibility than a missing one.

Which website platform suits an international manufacturing business?

The right platform lets your marketing tfeam change content without a developer in the loop. Modular

systems with fixed femplaftes and central multilingual management work best for this.

e Choose a modular CMS your own team can operate.
e Lock down standard templates for product specifications, downloads, client stories, and certifications.

e Manage languages and regions from a single system, so one change propagates everywhere.

That keeps your website moving af the same speed as your market and your sales tfeam.
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STEP 6 — CONVERSION OPTIMIZATION

Increase conversion with
CRO and structured testing

e
T

How do you design calls to action that technical buyers actually use?

Conversion Rate Optimization (CRO) extracts more enquiries from the traffic you already have,
without additional media spend. For technical buyers, CTAs that promise a concrete technical action

perform best.

e Give every key page one clear CTA, for example “Schedule a technical assessment” or “Download
the CAD file”.

e Ask only for the data you genuinely need at first contact.

e Offer a direct call button or chat on mobile.

Remove friction. Hunt systematically for redundant steps, particularly for visitors who have been on your

site before.

How do you run an A/B test that produces reliable results?

Industrial sites usually carry modest fraffic, so choose a test subject with a large enough effect.

1. Analyze behaviour first: heatmaps, session recordings, and your analytics dashboard.
2. Isolate one variable: the CTA copy, its placement, or the order of the proof blocks.

3. Run the test until you have enough observations, then roll out the winning variant.

TEST IDEAS THAT TEND TO WORK IN INDUSTRIAL MARKETS

e Place technical proof, such as a certificate or test result, directly beside the enquiry form.
e Compare “call directly” with “complete the form first” for buyers under time pressure.

e Test the placement and length of client quotes per device type.
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How do you build a CRO rhythm that keeps delivering?

A working CRO rhythm combines weekly small adjustments, a monthly analysis session, and a standing

feedback loop from sales. The return comes from the repetition.

Review the signals from customer contact weekly and adjust copy accordingly.

Analyze the data monthly and re-prioritize your test backlog.

Track which messages and offers perform best across pages.

Small improvements compound. A few percentage points of conversion gain per quarfter,
applied consistently, produce noticeably more qualified conversations within a year on the same

marketing budget.

THE SIX STEPS, COMPLETE

@ o1 Strategy @ 02 Information architecture @ ¢:3 Content and SEO

@ 04 User experience @ 5 Technical foundation @ 025 Conversion optimization
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How do you measure whether your
industrial website generates revenue?

You measure the return on an industrial website by connecting website activity to pipeline in your CRM.

Without that connection, every number stays an assumption.

Which website metrics predict revenue?
Traffic and engagement only acquire meaning once you tie them to actions that produce revenue.

e Use GA4 or Plausible to record which visitors submit a qualified enquiry.

e Tag every download and apply UTM parameters, the fragments of code behind a link that show

which campaign or channel produced a visit.

 Attribute pipeline to channel, campaign. and persona.

The process in four steps: analytics = attribution = experiment = optfimization.

Which tools reveal how technical visitors behave?

Behavioural tools show what visitors genuinely do on your pages. That picture almost always differs from

what you expect in advance.

e Deploy heatmaps and journey analytics to track click and scroll behaviour.
e Run experiments with segmentation by region, industry, and job function.

e |dentify the points where visitors drop out and adjust the content and structure there.

How do you establish a fixed improvement rhythm?

A fixed rhythm stops optimization from becoming a one-off project. Test monthly, review with sales

monthly, and look back at results per region each quarter.

e Test small adjustments to copy and CTAs every month.
e Review with sales monthly which enquiries converted into orders.

e Map results per region and roll the winning approach out to your other markets.

See what that cycle looks like in practice in our results and case studies.
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What does it cost, and how do you
justify the investment internally?

In a manufacturing business of 25 to /5 people, every euro is counted. The question behind the

question is always the same: what if it does not work?

The good news is that none of this requires replacing an entire website. Steps 110 3, buyer journey
mapping, information architecture, and content strategy, start on the pages you already have. The
technical work and the conversion optimization in steps 4 to ¢ roll out in phases, with each phase

measured before the next is released.

In practice, the risk of underinvesting outweighs the risk of overspending. A website that quietly loses
qualified buyers before they reach your sales team costs you revenue that never appears in a report.
Track the metrics in the checklist below from day one, and you hold hard evidence for the next

investment decision.

Which mistakes cost industrial
websites the most enquiries?

Four mistakes appear most often on industrial websites and together account for most of the lost
enquiries: writing for one role, skipping technical SEO, steering on the wrong mefrics, and leaving

international content undifferentiated.

° Writing for one role ° Skipping technical SEO and

load performance
Content that serves only the engineer leaves

orocurement and executives without the Heavy assefs frustrate visitors and search engines

alike. Set asset guidelines and keep your Core
Web Vitals in view.

information they need to say yes.

@ Steering on vanity metrics o Leaving international content
undifferentiated

Visibility without pipeline convinces no board.

Keep the next step in the sales process in view Selling across borders demands aftention to

with every decision. language, standards, and local practice.
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Checklist for optimizing your industrial website

This checklist is a working document. Run through it with whoever owns your website, whether that is

your marcom specialist or your agency.

Map every key page to a buyer persona and a stage in the buyer journey
Set up at least three topic clusters per proposition or sector
Connect your GA4 or Plausible conversion events to the outcomes in your CRM

Configure forms per use case: a technical enquiry needs different fields from a
quote request

Bring Core Web Vitals within threshold through compression, a CDN, and a script audit

Link internally from every content page to your proof and results pages

FOR ONGOING GROWTH
Schedule a CRO and UX test every month
Audit quarterly for technical changes and new ranking signals
Expand personalization per sector and region step by step

Review KPIs monthly together with sales

Do this consistently and your website turns into the channel that delivers enquiries, opens new markets,

and makes your position in the sector visible.

Ready for the next step? Book a strategy call with Dutch Synergy and find out which three changes to

your website will produce the fastest effect.
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Conclusion

If you want fo turn a poor-performing manufacturing website into a lead generator, there is no magic pill
unforfunately. Rather, you need a mindset shift to place the customer first, throughout every aspect of
the website. A sound architecture that drives conversions. Technical SEO and answer-engine
optimisation. Mobile-friendly user experience. Technical best practices. Continuous CRO. Everything
integrated within a framework designed to deliver tangible business results rather than vanity

meftric gains.

Every recommendation in this article comes directly from our experience working with industrial and
technical businesses. Are you ready to act and transform the performance of your manufacturing
website into a lead generation machine? Check how your website matches the principles above or

schedule a strategy call.
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Ready for digital growth?

Book a strategy call and find out which three changes fo

your website will produce the fastest effect.

Schedule a strategy call =

dutchsynergy.com/contact
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