B2B Website Guide

For Mid-Market Executives and Marketing Teams



Executive Summary

A business website used to do one job: be there when someone searched for you. Now the same website is judged by four audiences at once.

® Human Visitors

Want fast loads, clear navigation, content that answers their
question, and an obvious path to act.

When it breaks: bounce, drop-off, lost trust.

Content found and read by ChatGPT, Perplexity, Gemini, Copilot,
Claude, and Google Al Overviews.

When it breaks: content is invisible to Al answers.

LK) online-sales-marketing.com

4

€, Search Engines

Index your pages, rank them against competitors, and reward fresh
content with strong technical signals.

When it breaks: invisibility in organic results.

[Th The Law

Enforces accessibility (WCAG, ADA), privacy (CCPA, CPRA, state laws),
and consent mechanics.

When it breaks: lawsuits and fines.
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The Cost of Getting It Wrong

The costs show up in different shapes. Slow pages can erode human conversions — a one-second delay in load time reduces conversions by 7%.

Organic search rankings slip as fresher competitors take positions. Al answers leave you out when the tools can't read your pages.

On the legal front, the fines are stacking up. In February 2026, Disney paid $2.75 million to the California Privacy Protection Agency for missing
privacy signals on its websites. Big company, big fine, headline news. The bigger story is the volume that doesn’t make headlines: 2,014 federal
ADA accessibility lawsuits in the first half of 2025 alone, two-thirds of which targeted companies with under $25 million in revenue. Mid-market

companies are beginning to bear the brunt of web non-compliance.

This guide is designed for those responsible for website management, whether the work happens in-house, through an agency, or both. Inside:

what each website layer needs and the questions to ask of whoever is doing the work.

LY online-sales-marketing.com 408-675-0330


http://online-sales-marketing.com/

PART 1

Technical Foundation

The technical foundation is what makes everything else work. Visitors load pages. Search engines crawl them. Al agents extract content.
Compliance checks pass or fail. When this layer is solid, the rest of the site has room to perform. When it isn't, problems show up in
performance: slow pages, lost rankings, features that fail silently, and legal risk exposure.
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Site Security

HTTPS is now the minimum standard. The lock icon is the first thing visitors look for. Browsers flag sites that don't have it in place. But
the real work of site security happens beyond the certificate, in the layers that defend against active threats. There are three site

security elements worth checking;:

Edge Security & WAF

A Web Application Firewall deployed
in front of the site (via a CDN such as
Cloudflare, Fastly, or AWS) blocks
common attack patterns before they
reach the origin server. It also
absorbs traffic spikes during DDoS
attempts and rate-limits abusive
bots. Mid-market sites without an
edge layer are running uncovered.

Bot Management Defined

Not all bots are bad. Legitimate Al
crawlers (GPTBot, ClaudeBot,
PerplexityBot, Google-Extended)
need access if the site wants to be
cited in Al search. Malicious scrapers,
credential stuffers, and ad fraud bots
do not. A modern bot management
policy distinguishes between them
rather than blocking everything that
looks automated.

Sensitive Data Encrypted
at Rest

Customer records, form submissions,
and any personally identifiable
information stored in the database
should be encrypted at rest, not just
in transit. This is what stands
between a database leak and a
privacy incident that triggers
disclosure obligations under state
law.

What can go wrong: a DDoS attack takes the site offline during a product launch. A ransomware exploit encrypts the
production database, and the team learns whether the backup strategy works the hard way. A scraper drains the site of
content faster than the CDN can absorb the traffic, driving up hosting costs and crowding out legitimate visitors.
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CMS, Plugins & Patch Hygiene

Most mid-market sites run on WordPress, HubSpot, or a similar platform. Each has a different patch responsibility model. SaaS
platforms patch themselves. WordPress and Drupal need someone to do it. They also need someone to monitor what happens after the
patch runs.

Worth Checking Why It Matters How It Breaks

e CMS coreis on automatic updates e WordPress runs on open-source e A CMS core exploit goes
— minor releases and security software with routine security unpatched because updates
patches should install patches. aren't routinely monitored
automatically e Plugins are a dominant attack e Aplugin becomes outdated or

¢ Plugin sprawl audited — remove vector on WordPress sites. conflicts with another plugin,
unused plugins, replace any not e Every active plugin is a piece of website's theme, or CMS core
updated in 12+ months third-party code that ships code

e Staging environment in use — updates on its own schedule. * Aroutine update breaks the page
test updates before they hit Each has its own risk of formatting
production abandonment by its developer.

e Periodic audits should target
unused or stale plugins.
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Site Backups & Disaster Recovery

Backups and disaster recovery aren't the same thing. A backup is a copy of the data. Disaster recovery is the process of restoring the site from that
backup. Many sites have backups. Fewer have ever tested whether their backups actually work.

© ad O

Automatic & Off-Site Backups Restore Tested in Last 12 Months Recovery Time Defined

The standard is the 3-2-1 rule: three copies of A backup that has never been restored is a How long can the business afford to have the
the data, on two different storage media, with at guess. Periodically restore a snapshot to a site down? If the answer is "a few hours," the
least one stored offsite. Manual backups stored  staging environment. Verify that the database, backup strategy needs to match: daily

on the same server as the site are not a backup files, and configuration come back intact. snapshots, fast restoration, and a tested

— they're a single point of failure. process.

/N  What can go wrong: a backup exists, but it does not solve the problem. The restore takes longer than expected. Key files are missing. The
database comes back corrupted. The team loses critical time because the recovery process was assumed, not tested.
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Core Web Vitals

Core Web Vitals are Google's three measurable user-experience metrics. All three are confirmed search ranking factors. Bing measures

the same fundamentals under different names, and since Bing powers Microsoft Copilot, those metrics shape visibility in Al answers
there too. Most sites don't pass all three.

©

LCP — Largest Contentful INP — Interaction to Next CLS — Cumulative Layout
Paint Paint Shift

How fast pages load. Target: under How quickly pages respond to How visually stable pages stay while
2.5 seconds. interaction. Target: under 200ms. loading. Target: under 0.1.

Three Things Worth Checking

O

O

All three metrics are passing on real-user data. Lab tests in Chrome DevTools or PageSpeed Insights are useful for diagnosis, but
Google ranks on field data: what actual visitors experience. Check the Core Web Vitals report in Google Search Console for the 28-
day field measurement, and the Site Scan in Bing Webmaster Tools for the Microsoft side.

Hosting matched to the site’s scale. Time to First Byte (TTFB) is where most performance problems start. Shared hosting,
undersized servers, or origins without a CDN add hundreds of milliseconds before the first byte is delivered. A CDN like Cloudflare or
Fastly caches pages closer to visitors, dramatically reducing TTFB.

JavaScript-heavy pages render server-side. Single-page apps and JavaScript-heavy frameworks often look fast on the
developer’s laptop and slow on a real visitor’s phone. Server-side rendering or static generation produces HTML that loads
immediately, helps Core Web Vitals scores, and is essential for Al crawlers that don’t execute JavaScript.

A Real Example: A Hosting Migration Revealed Website Speed Drag

84% improvement in load time.
42% improvement in speed index.
46% improvement in First Contentful Paint.

Those were the numbers after a hosting migration to WP Engine. The site had already gone through image compression, plugin
pruning, and caching. The remaining drag was the server itself. Once the origin was upgraded and the CDN layer was right-sized, the
metrics came in line. The lesson: most site speed problems aren't fixed at the page level. They're fixed underneath it.

What can go wrong: A slow site drops out of Google's first page after a competitor passes Core Web Vitals. A mobile shopper
bounces from a page that took five seconds to render on 4G. Al answer engines skip past a JavaScript-rendered page because
the crawler couldn't extract any content from the initial HTML.
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XML Sitemap, URLs & Robots.txt

Search engines and Al crawlers find pages through three signals: a sitemap that lists what exists, URL paths that organize the site, and a
robots.txt file that tells crawlers where they can and can't go. Get one of these wrong, and pages quietly disappear from search.

1 2 3

XML Sitemap Clean URL Structure Robots.txt

Submitted to Google Search Console URLs should describe the page, follow a Two failure modes matter most:

and Bing Webmaster Tools. Must update logical hierarchy, and stay stable. accidentally blocking everything after a
when pages are added, changed, or Changing one without a 301 redirect launch push, or blocking Al crawlers
removed. A clean sitemap helps breaks inbound links and can reset that should be allowed, such as GPTBot,
crawlers find pages faster and avoid earned rankings. Dates, IDs, and query ClaudeBot, and PerplexityBot. Both
dead ends. Stale sitemaps point to strings make URLs harder to share and mistakes reduce your content’s visibility
broken URLs or hide new content. harder for Al agents to interpret. in search and Al-generated answers.

Key Takeaway: The technical foundation is the layer on which everything else depends. When it's right, the site has room to

perform. When it's not, the failures hit performance, rankings, and legal exposure — and the team usually finds out after the
damage is done.
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PART 2

User Experience

User experience is the part of the site that visitors actually feel. The technical foundation
makes the site work; user experience determines whether anyone wants to stay on it.
The structural choices that make a site easy for humans — such as clear navigation and
consistent layouts — also make it easier for Al agents to extract and cite content. When
the user experience is right, both audiences move through the site as you intended.

When itisn't, both bounce.

Scernond
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Navigation & Information Architecture

Navigation is how visitors and Al agents both find their way through a site. A clear information architecture moves people toward
action; a cluttered one sends them looking for the back button. The most common mid-market problem is org-chart navigation —
menus that match how the company is structured internally, not how customers think about what the company sells.

1 2 3

Reflect Customer Two Clicks from Consistent Across the
Questions Homepage Website

Top-level menu should answer "what Pricing, contact information, key The main menu, footer links, and

do you do" and "how do | work with services, case studies, and core breadcrumbs should stay consistent.
you" directly. Categories like "Our conversion paths should be easy to Removing navigation from landing
Approach" or "Why [Company]" at the find. If a sales-qualified prospect pages may reduce distractions, but it
top of the nav are built for internal needs four clicks to find pricing, they can also remove the context visitors
stakeholders, not buyers. may give up before they get there. need before they convert.

When this layer breaks: a visitor lands on a service page, can't find pricing, and bounces to a competitor with clearer
navigation. A search engine crawler maps a confusing site structure into a weaker topical authority. An Al agent summarizing
the company misses the most important pages because they're buried four clicks down.
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Site Search

Site search is one of the most underused diagnostic tools on a B2B website. When visitors use the search bar, they are telling you exactly what
they came to find. If a query returns no results, that is not just a search failure. It is a content gap, flagged by a visitor with active intent.

Left unwatched, site search data becomes a silent revenue leak. A high no-results rate can sit in analytics for months while the team creates new
content based on assumptions instead of the questions visitors are already asking.

Three Things Worth Checking

s
<~
ALY

L2 Site Search Exists and #fl Queries Tracked in LQ  No-Results Queries

Works Analytics Reviewed

Modern Al-powered site search tools Connect this once, then review the data Each no-result query tells you

(Algolia, Glean, even WordPress's built- quarterly. Terms with the most something useful. Either the site is

in search when properly configured) searches but no clicks are content missing a page visitors expect to find,
deliver useful results without topics worth creating. Pages with high or the page exists but uses language
significant overhead. search volume and high bounce rates that does not match how visitors

are worth improving. search.
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Mobile, Browser & Device Experience

A B2B buying journey doesn't happen on one device. Forrester's 2026 research puts the average B2B purchase at 13 internal
stakeholders — each viewing the site on whatever device is at hand. Google indexes the mobile version first. A site that breaks on a
phone or tablet is losing leads and search rank at the same time.

Test Real Devices, Not Touch Targets Sized for [~ Cross-Browser Tested
Simulations Fingers Chrome dominates, but Safari is the
Chrome DevTools and BrowserStack Buttons under 44 pixels are hard to default on every iPhone and Mac,
are useful for diagnosis, but neither tap accurately. Links packed tightly and Edge is the default on every
reflects how a real user experiences together cause mis-taps. CTAs Windows bu5|.nes.s laptop. A page

a real device with a real network squeezed into a sidebar on desktop that reqdersfflqg L Chron}e but
connection. Pull up the site on end up at the bottom of a long scroll break; in Safariis broken ora
actual phones over cellular data. on mobile, where most visitors meaningful share of the audience.
The friction you find there is the never see them.

friction your visitors experience.

A Real Example: Silicon Valley Construction Company

A 357% increase in mobile visitors. A 113% increase in total visits. A 68% reduction in bounce rate. Those were the results when
Spectrum rebuilt a Silicon Valley construction company's website — migrating from a proprietary system with no mobile
responsiveness to WordPress with full mobile optimization, Google Analytics, and Search Console properly configured.
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Forms & Conversion Path Clarity

Forms are where intent becomes data. Everything before the form is exposition. The form itself is the moment a prospect agrees to
identify themselves — and most B2B forms are designed to maximize friction at exactly that moment.

Form Friction Audit

Small friction at the form creates drop-off at the exact moment
a prospect is ready to raise their hand.

Too Many Fields RiqusstaBamng Mobile Friction

Tell us a few details and we’'ll be in touch. i
Test on real devices.

Field count should match

Full N
offer value. et © Use the right keyboard type
Full Name 2 (email, phone, name).
f\sl: fkor tohnly wrlattyou need iR © Enable autofill.
o take the next step. e
P fama @caTraRy ) © Ensure spacing is thumb-
friendly.
Company ©@ Make the submit button
Company Name easy to tap.
Job Title
@ Build Trust s 1| g =
Add privacy language, Hiions Numitier Unclear Next Step
response expectations, (555) 123-4567 &

or proof near the form. One primary action should

-\ / stand out.
- L4 Request Demo L
It reduces hesitation and Make the CTA specific,

increases completions. We respect your privacy. Your information will benefit-driven, and aligned
never be shared.
to the offer.

@ You'll hear from us within 1 business day.

Set expectations. Confirm the next step so
prospects feel confident after they submit.

Best Practice: reduce friction at the moment of intent. Match field count to offer value, test every form on mobile, and make
the primary CTA easy to recognize. After submission, set expectations clearly so prospects know what happens next.
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Design Consistency & Brand Guide

Visual consistency is a quiet trust signal. When navigation, typography, colors, and component patterns remain consistent, the site feels
professional and the brand feels unified. When the design shifts from page to page, visitors may not know why something feels off, but
their attention moves away from the message.

1 2 3

Brand Guide Enforced Reusable Templates Guide the Eye

Colors, fonts, button styles, image Most CMSs support component Headlines are bigger than body text.
treatments, and component patterns libraries or reusable blocks. Using Primary CTAs are visually louder than
should be documented and applied them keeps the site consistent and secondary ones. Whitespace between
consistently. The most common drift dramatically reduces the cost of sections lets the reader breathe. These
happens when individual contributors updates. Pages built from scratch each choices are the difference between a
make local changes that nobody time drift. page that converts and one that
catches. A brand guide doesn't have to overwhelms.

be elaborate. It does have to be the
source of truth.

0 Key Takeaway: User experience is what visitors and Al agents both navigate. Clear information architecture moves people
toward action. Site search reveals what they're looking for. Mobile, forms, and design consistency determine whether they
convert or bounce. When this layer is right, the site feels intuitive in a way visitors can't quite name. When it isn't, they leave
without explaining why.
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Visibility — Traditional
Search and Al Search

Visibility used to mean ranking on Google — the dominant search
engine, but not the only one that matters. Now it means showing up
across more surfaces: traditional search results, Google's Al Overviews,
Microsoft Copilot, and direct citations inside ChatGPT, Claude,
Perplexity, and Gemini. The fundamentals haven't disappeared — there

are just more places they need to land.

Q

Traditional Search
Google, Bing, Duck Duck Go organic rankings

Al Overviews

Google Gemini's Al-generated answer summaries
Bing-powered Al answers

Direct Al Citations
ChatGPT, Claude, Perplexity, Gemini

@ CHAT ASSISTANTS

ChatGPT

Conversational Al
for every need

Claude

Thoughtful Al for
nuanced conversations

<4 AIBYGOOGLE

Gemini
Your Al assistant

by Google

B8 PRODUCTIVITY COPILOTS

.. Microsoft Copilot

. Al companion for
work and productivity
Q) ANSWER ENGINES

Perplexity
Al-powered answers
with real-time sources

Pi
Friendly Al for helpful,
everyday answers

@ =%

4’ EMERGING & SPECIALIZED

Grok
j Al with a rebellious streak

from xAl

Meta Al

and creation

Mistral
High-performance Al
by Mistral Al

Poe
Access multiple Al models
in one place

NotebookLM
Al research assistant
for your documents

© DB E 3

Al by Meta, built for discovery

= Q @
CHAT PRODUCTIVITY ANSWER RESEARCH &
ASSISTANTS COPILOTS ENGINES DISCOVERY



Visibility Starts With Readiness

Before a page is ranked or cited, it has to be reachable, readable, and understandable to the engines doing the choosing.

3 i 2=

Reachable Readable Understandable

Security that lets legitimate Al crawlers in, a Fast pages that render server-side, clear Valid structured data and accessible, semantic
current sitemap, and a robots.txt that doesn't navigation, and structured content for humans  markup that tells engines what a page actually
lock them out. Refer to Part 1. and agents. Refer to Part 1 & 2. is and its context. Refer to Part 2 & 4.

A Real Example: Structured Markup Lifted Organic Visibility

An 89% increase in organic impressions. That was the result for a Spectrum B2B client after a focused structured-data and entity effort.

Eligibility is what makes a result like this possible — winning it is the strategy work that follows.

)
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Eligible Isn't the Same as Winning

Eligibility gets you in the running. It doesn't get you the citation.
Winning prominent rankings and Al citations takes a proactive, strategic effort — your website's foundation and your marketing team
working together to turn eligibility into measurable results.

% all

x|
SEO & AEO Guide Analytics Guide

Earning rankings and Al citations through answer-engine Turning website tracking into marketing decisions you can
optimization, schema and entity strategy, trust, so you know which efforts are worth the investment of

E-E-A-T, and content built to be quoted. time and budget.

Explore more of Spectrum'’s digital marketing guides

Key Takeaway: Visibility is the fourth audience, but it isn't a separate project bolted onto your website. A site that's
reachable, readable, and understandable is already eligible to be found and cited.

\_ |
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PART 4

Legal & Compliance

Legal and compliance is the layer that quietly determines whether the rest of the work is sustainable. A site can rank well, convert well, and feel

beautiful — and still expose the business to lawsuits, fines, and consent violations that cost more than the marketing budget that built it.

Accessibility Privacy

ADA and WCAG enforcement is active. 2,014 federal ADA lawsuits in CCPA, CPRA, and a multiplying state-by-state framework. As of
the first half of 2025 alone. Two-thirds targeted companies with 2026, more than 20 states have enacted comprehensive privacy
under $25M in revenue. laws with enforceable consent and opt-out requirements.

Both are enforced. Both are increasingly automated. Both are sitting unaddressed on most mid-market sites.

@
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ADA & WCAG 2.2 AA

Web accessibility means people with disabilities can navigate, read, and interact with the site. The technical standard is WCAG at Level
AA. The current version is WCAG 2.2, published in late 2023, which adds nine new success criteria. The accessibility audience now
includes Al agents alongside screen readers — both depend on the same structural and semantic signals.

Audit Against WCAG 2.2 AA Forms, Navigation & Media Are Accessibility Statement
Tools like WAVE, axe DevTools, or Accessible Published

Lighthouse can run an automated scan that

i : Forms need labels associated with inputs, A public accessibility statement — including
catches roughly a third of issues. The other

) X error messages that screen readers a contact method for reporting issues —
two.-thlrds need manual review: keyboard announce, and keyboard-only submission  demonstrates good-faith compliance effort.
navigation, screen reader testing, focus paths. Navigation needs visible focus It doesn't immunize against lawsuits, but
order, and color .co-ntr'astjudgnjent calls. An indicators and a logical tab order. Videos it's been cited as a mitigating factor in
_a'cce55|b|l|ty auditisn'taone-timeevent— .4 captions. Images need descriptive alt  settlement negotiations. Link it from the
it's a quarterly process. text. PDFs need to be tagged. footer of every page.

When this layer breaks: a federal ADA accessibility lawsuit lands in the company's mailbox. The plaintiff's law firm has run
an automated scan, identified violations, and named the company in a complaint that will cost between $15,000 and
$150,000 to settle, plus remediation costs.
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Privacy Laws & Cookie Consent

Privacy law for U.S. websites is no longer just California's problem. As of 2026, more than 20 states have enacted comprehensive privacy
laws with enforceable consent and opt-out requirements. The mid-market mistake is treating these as a future problem or assuming

the company's small size offers protection.

Cookie Consent

Implemented Correctly

A banner that says "by using this site
you agree to cookies" does not
constitute consent under the CCPA,
CPRA, or most state laws. Compliant
implementation requires explicit opt-
in for non-essential cookies, easy opt-
out, granular categories, and consent
decisions that actually disable the
corresponding cookies. For
companies with EEA traffic running
Google Ads, Google Consent Mode V2
is an additional technical
requirement.

Global Privacy Control
(GPC) Signals Honored

GPCis a browser-level signal that lets
users automatically tell every website
they don't want their data sold or
shared. California, Colorado, and
Connecticut require websites to
comply with the GPC. The Disney
$2.75 million settlement in February
2026 was specifically for failing to
honor the GPC. Compliance requires
technical implementation, not just
policy language.

Privacy Policy Reflects
What the Site Actually

Does

A privacy policy that lists data
practices the company doesn't
follow, or omits practices it does, is
more dangerous than no policy at all.
The policy should accurately describe
what data is collected, how it's used,
with whom it's shared, and what
rights users have. Generic boilerplate
policies are red flags for regulators.

Key Takeaway: Legal and compliance work isn't separate from website performance. Accessibility violations are the same
structural problems that make a site harder for Al agents to extract information from. Privacy violations show up as a tracking
infrastructure that doesn't reflect what visitors agreed to. Doing this work well makes the site work better.
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See Where Your Site Stands

If you'd like a clear, data-backed picture of where your website stands — what's working, what's holding back visibility, and what to fix first —

Spectrum Group Online offers a $2,000 SEO audit. The audit produces a detailed report and a prioritized list of recommendations across

technical, content, and structural factors that affect search and Al visibility. The findings are yours to act on, whether you address them in-house

or work with us afterward.

What the Audit Covers What You Get
e Technical foundation: security, CMS health, backups, Core e Detailed findings report with summaries
Web Vitals ® Prioritized recommendations

* Crawlability: sitemap, robots.txt, URL structure e Clear picture of what's working and what's holding you back

¢ Content &visibility: AEO, schema, E-E-A-T signals e Actionable roadmap so you can plan next steps

e Legal exposure: WCAG audit, privacy compliance review

LY online-sales-marketing.com 408-675-0330
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APPENDIX

Questions To Ask Your Team

For Your Web Developer or IT Contact: Technical Foundation

e Isoursite secure, backed up, and tested for recovery if something fails?

e Arethe CMS and plugins kept current, on a process — not ad hoc?

® Do our pages pass Google's speed and stability benchmarks on real-world data?
e Cansearch engines and Al crawlers reach and read our pages?

For Your Marketing Leads: Visibility Readiness

* Does our navigation reflect how customers think, not how we're organized internally?
® |sourcontent structured so both people and Al tools can pull clear answers from it?

® Areour pages current, credible, and clearly sourced?

® Do we know which content and channels actually drive pipeline?

For Your Compliance Partner: Accessibility, Privacy & Consent

e Hasour site been audited for accessibility in the last year?

e Does our cookie consent actually do what it says when someone opts out?
e Does our privacy policy match what the site really does?

e Do we have a plan if a regulator or accessibility complaint arrives?
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