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About your websites and 
how to make them more commercial

 by Marc Ribas
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About Multiplica

We design digital products and solutions 
(websites) to impact the companies’ P&L.

We help companies to be more efficient with 
agile methodologies.

We help companies to find digital talent.
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About Multiplica



5 

 

Marc Ribas
Business Development, 
Consultant and Speaker

+ Multiplica Partner
+ 10 years experience on digital 

industry
+ but...the first time I heard 

about hollow-core was 2 
months ago

Linkedin Profile

 

http://es.linkedin.com/in/marcribasgatius/
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What’s my mission here?

To inspire each of you to make your 
company’s website more commercial (more 
useful for your potential customers and your 
clients).

If you pick-up just 3 things to improve your 
website, my mission will be accomplished :)

Let’s go!
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Our industry, should it 
be more digital?
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Our industry is
brick & mortar
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Our industry is
about people and confidence
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We do not have the 
sexiest product 
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nor the easiest to be sold 
without (human) consultancy
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Our customers are not even 
ready to buy hollow-core online
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Our competitors are not 
doing so well on digital
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And if Amazon is not selling 
hollow core...  

there’s no digital business!
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So, why do our 
companies 

have to invest 
on digital?
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Some who did not 
disappeared
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The impact of digital 
is growing
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The digital plays an increasing key 
role in the customer decision journey

Source: McKinsey 
(https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/the-consumer-decision-journey)
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In a price driven industry, 
CX and UX 

may help to differentiate
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And are we ready for when 
millennials (digital born)

become the 
decision makers?
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In the digital arena, 
what’s going on?
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There are 7 main 
trends on digital arena
are shaping the
relationship between 
companies and their 
audience. Let’s see!



Oscar

Simplicity is the new standard
Helping users to focus on the message and main actions 1
Simple.com



Oscar

Simplicity is the new standard
Helping users to focus on the message and main actions 1
Bancosantander.es



UX is getting conversational 
Dynamic forms for a more human experience.2
Oscar



Oscar

Websites are getting clever
Adapting the experience to user’s history or preferences 3
Royal Caribbean



Oscar

3
Royal Caribbean

Websites are getting clever
Adapting the experience to user’s history or preferences 



OscarRoyal Caribbean

3 Websites are getting smarter
Adapting the experience to user’s history or preferences 



OscarRoyal Caribbean

4 Reducing the friction and effort
From showing our catalogue to suggesting the solution 
that best fits the user’s profile ( https://empresas.bbva.es/#!/?forceInit=true ).

https://empresas.bbva.es/#!/?forceInit=true


OscarRoyal Caribbean

5 Marketing B2B is getting more attractive
To show our innovative technology...
Machineconversations.kone.com (http://machineconversations.kone.com/ )

http://machineconversations.kone.com/


OscarRoyal Caribbean

6 Users are multiplatform
A liquid design suitable for any device is required.



Oscar

7 Voice and AI are changing the game
From talking to machines to almost human 
conversations.

http://www.youtube.com/watch?v=kpC56_tkTU8
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Strengths and weaknesses of 
IPHA full members webpages
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USER EXPERIENCE COMMERCIAL 
INTELLIGENCE

COMMUNICATION 
CHANNELS

● Consistent & Intuitive 
Navigation.

● Ease to fill out forms.

● Contextual aids.

● Information hierarchy.

● Experience “special” 
effects.

A B C

What have we analyzed?

● Commercial information 
on products and 
services.

● Simulators and 
recommenders 
availability.

● Contracting online 
process.

● Contextual selling 
adjusted to user’s profile.

● Help & Support Center.

● Educational contents.

● Possibility to make an 
appointment with a 
technician.

● Proactive contact with 
client.
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Oldfashioned design and structures. 
Too much text. 
Videos and images that help understand the 
product and services are missing. 
USP is not clear.
Designed from the company’s perspective 
(talk too much “about us”), instead from a 
customers needs and giving critical and 
relevant information about products and 
services.

First, a quick and general overview
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Websites force the user to understand the 
company’s catalogue, with too much friction.
Websites are not responsive (adjustable to all 
screen sizes).
Content is the same for all users, regardless 
their profile, history or preferences.

First, a quick and general overview
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First, a quick overview: The Best

1

2

3
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Prefabricatspujol.com

1

Dynamic Interface Contextual Aid Simulators

Information Architecture Intuitive Navigation
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Creaghconcrete.co.uk

2

Consistent architecture

Useful Iconography 

Visual Content

Intuitive
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Forrobeton.hu

3

Easy to use

Useful Iconography 

Short number of menu options

Detailed contact page
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First, a quick overview: the ones to 
improve the most

17

16

16
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Nordland-betongelement.no

17

Catalogue online without interaction 

Too much text

Not responsive

It is not the best business card
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Bpcgroup.biz

16

Too much text Not responsive

It is not the best business card

Static content
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Treanor-pujol.co.uk/

16

Visual density

Not responsive It is not the best business card

Unfriendly experience
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Zoom on User Experience

USER EXPERIENCE COMMERCIAL 
INTELLIGENCE

COMMUNICATION 
CHANNELS

● Consistent & Intuitive 
Navigation.

● Ease to fill out forms.

● Contextual aids.

● Information hierarchy.

● Experience “special” 
effects.

A B C

● Commercial information 
on products and 
services.

● Simulators and 
recommenders 
availability.

● Contracting online 
process.

● Contextual selling 
adjusted to user’s profile.

● Help & Support Center.

● Pedagogical contents.

● Possibility to make an 
appointment with a 
technician.

● Proactive contact with 
client.
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Zoom on User Experience: The Best

1

2

3
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Prefabricatspujol.com

1

Dynamic simulator Interactive experience

Forms easy to be usedLogin area for better features
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Vibrocom.com

2

Dynamic tools Clear content structure

User controls the experienceFriendly navigation
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Generaleprefabbricatispa.com

3

Contextual information & formsResponsive version for mobile

Friendly navigation Clear content structure
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17

16

15

Zoom on User Experience: the ones to 
improve the most
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Nordland-betongelement.no

17

No forms

Too much text

No interaction
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Bpcgroup.biz

16

Little information about projects

Too much text

No interaction

Unfriendly experience
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Contigatinglev.dk

16

Confusing menu architecture

No contact forms

Confusing CTAs

Unfriendly experienceNo interaction
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Zoom on Commercial Intelligence

USER EXPERIENCE COMMERCIAL 
INTELLIGENCE

COMMUNICATION 
CHANNELS

● Consistent & Intuitive 
Navigation.

● Ease to fill out forms.

● Contextual aids.

● Information hierarchy.

● Experience “special” 
effects.

A B C

● Commercial information 
on products and 
services.

● Simulators and 
recommenders 
availability.

● Contracting online 
process..

● Contextual selling 
adjusted to user’s profile.

● Help & Support Center.

● Pedagogical contents.

● Possibility to make an 
appointment with a 
technician.

● Proactive contact with 
client.
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Zoom on Commercial Intelligence: The Best

1

2

3
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Prefabricatspujol.com

1

Focus on lead generation

Extended features in login area

USP  

Enough contact information
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Creaghconcrete.co.uk

2

Audiovisual content

Pricing contacts

Detailed info on product 

Contact Form Brochures
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Forrobeton.hu

3

Products, 1st option in menu Deep information on products

Detailed contact page
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17

16

15

Zoom on Commercial Intelligence: the 
ones to improve the most

16
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Nordland-betongelement.no

17

No commercial information on products

No contracting online process 

No simulators or recommenders

No contextual selling
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Asacons.ro

16

Visual information Friendly contact form 

No simulators or recommenders No lead generation

No contextual selling
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Consolis.pl

16

Too much text

No simulators or recommenders No contextual selling

No commercial information on products
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Zoom on Communication Channels

USER EXPERIENCE COMMERCIAL 
INTELLIGENCE

COMMUNICATION 
CHANNELS

● Consistent & Intuitive 
Navigation.

● Ease to fill out forms.

● Contextual aids.

● Information hierarchy.

● Experience “special” 
effects.

A B C

● Commercial information 
on products and 
services.

● Simulators and 
recommenders 
availability.

● Contracting online 
process.

● Contextual selling 
adjusted to user’s profile.

● Help & Support Center.
● Pedagogical contents.
● Possibility to make an 

appointment with a 
technician.

● Proactive contact with 
client.
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Zoom on Communication Channels: The Best

1

2

3

1

2
3
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Creaghconcrete.co.uk

1

Contact information on footer

Pricing contacts

Detailed contact info

Contact Form No support center
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Prefabricatspujol.com

2

Detailed contact info

Contact Form

Educational contents

Not proactive



67 

Vibrocom.com

3

Clear contact info “Contact” as a Main Option Menu

No support center
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1

2

3

10

8

9

Zoom on Communication Channels: the 
ones to improve the most
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Asa.hu

10

No support center

“Contact” last option MenuNo orientation to contact



70 

Dubaiprecast.ae

9

No support center

Unfriendly contact formNo orientation to contact



71 

Contigatinglev.dk

8

No support center

No contact formNo orientation to contact
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Strengths and weaknesses of 
IPHA associates webpages
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The same comments on full members websites 
apply for associates websites.

General overview

1

2

3
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The best: https://strusoft.com/

Not “so good”: 
https://www.cpi-worldwide.com/en/

Examples

https://strusoft.com/
https://www.cpi-worldwide.com/en/
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Some tips to turn our websites 
in our best business card
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We want our websites to be our best 
business card: 

We need to build trust. 
We need to differentiate our company, 
products and services. 
We want our websites to generate leads and 
commercial opportunities.
We might also think of our websites as a tool 
to make our clients more loyal.

Let’s see some tips on how to do it.
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Know the main profiles of customers, 
understand their roles, their 
expectations and needs.

1Focus on users
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Focus on users 
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Architect

Clients

End user

Engineer

Not clients

AGE

LANGUAGECOUNTRY

DIGITALS “SPECIALS”

NEEDS

ROLES
GENDER

Main contractor

Other targets: “walk-in”, Big Jobs, Malls, Private Public Projects...

Focus on users 
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Invest in 1to1 interviews
Make focus groups
Surveys on the website
Web analytics

to understand behaviours, needs, 
expectations, their purchasing journey, and 
what do they expect on digital.

Focus on users 
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2Be useful
Meet users’ needs, along the whole 
user journey, even when they are 
already a client. 
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User purchasing journey
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Explain your USP, differentiate from your 
competitors (hollow core) and product 
competitors (cast in situ).

Be useful
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Map of the customer journey.
Digital touch points.
Less relevance of “about us”.
More relevance of “how can we help”, 
products, services.
Content segmentation.

Be useful
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3Reduce friction
Think of the website as our best 
business card. Think of it as a the first 
touch point on the customer’s 
journey.
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Invest in UX and design.
Less text (website is not just our brochure 
online).
More visual (video!). 
Friendly (human?) forms. 
Clear copys.
More recommendation. 
Special attention for mobile version. 

Reduce Friction
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4Focus on lead 
generation
The main KPI for our website is how 
many leads is generating, do we 
agree?
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Make a profile of the user.
More contextual aid or contact information 
along the navigation.
Offer simulators: first budget, timings, visualize 
the output,...an email to get the report.
Newsletter (you need content).
Login area with more service or increased 
features.

Focus on lead generation
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Finally, a small 
recommendation
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Sungevity.com
Sungevity’s “product” is a seamless, personalized digital customer journey, 
based on innovative management of data about the solar potential of each 
home or business. Sungevity makes the journey so compelling that once 
customers encounter it, many never even consider competitors. 
(Source: https://hbr.org/2015/11/competing-on-customer-journeys).
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Any questions?
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Thank you


