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THE INTRO Bigfork are a specialist B2B web agency and in this report we've taken
a deep dive into websites in the Energy and Offshore sector.

We know what makes a high performing B2B website, so we've analysed 20
websites in the following areas:

— Conversion optimisation
— User experience

— Reputation

— Content

— Positioning and branding

We'll show you how the Energy and Offshore sector websites perform across
each area with tips to help you improve your website too.

30% of B2B website sessions end in frustration.
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https://explore.contentsquare.com/2023-b2b-benchmark-en/2023-b2b-benchmark-en

KEY FINDINGS IN
THIS REPORT
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KEY FINDINGS

BIGFORK

Websites in the Energy and Offshore sectors lack data
capture and conversion optimisation tactics, which
means they're missing out on leads and valuable
marketing data.

. No websites assessed had interactive product tools,

despite these being considered most valuable by B2B
buyers doing technical research.

. Most websites scored highly in ‘Positioning and

Branding' and ‘Content’ assessments, showing that the
basics are there, they just need improvement rather
than starting over.



Conversion rate optimisation Calls to action

We assessed each website based on Contact forms
these five categories and three
criteria. Each criteria was rated with
the following scores:

Data capture

User experience Navigation

Interactive tools

—  Non-existent Mobile experience
— Poor Reputation Compliance
— Acceptable
P Credibility
— Good
. ht | hi
— Smashed it Thought leadership
Positioning and branding Visual appeal
The numbers in this report are the Value proposition
average scores calculated, with 2 or Clear service offering
over being generally positive. Content Product detal
Readability

Funnel coverage

BIGFORK



WHAT'S THE
SCORE FOR
CONVERSION
OPTIMISATION?
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CONVERSION RATE Effective CRO is proven to increase leads
OPTIMISATION (CRO)

Here are the CRO criteria we reviewed for each website:

Does the website have... Average score

Clear calls to action (CTAs) that stand out on the page? 1.95
Contact forms that short and easy to find? 1.87
Data capture for ongoing marketing, such as email sign ups? 0.63
Area average score out of 4 1.42 (poor)

BIGFORK



CONVERSION RATE
OPTIMISATION (CRO)

BIGFORK

Only 5% of the sites we assessed had methods
for ongoing data capture.

It appears that Energy and Offshore companies are not optimising their websites
enough for lead generation and brand building marketing.

Ongoing data capture, like encouraging website users to sign up to a newsletter,
is an effective method for nurturing leads that aren't quite ready to convert yet.

Staying in touch with potential customers builds a deeper relationship and keeps
your business at the forefront of a customer’s mind when they decide to make a
purchase.

The average conversion rate for B2B websites is 2.2%.

WebEX



https://www.webfx.com/blog/marketing/what-is-a-good-conversion-rate/

BEST PRACTICE: 4SUBSEA

4subsea provide technology and engineering services
that transform the offshore sector. Their site ticks all
the boxes for conversion optimisation.

First, look at their calls-to-action. They stand out
clearly on the page, and tell users exactly what they
can expect from clicking on them.

The contact forms are short and easily accessible with
a button in the navigation bar, as well as a button at
the bottom of every page.

Finally, they give users the option to receive ongoing

communication. This is the perfect way to nurture
warm leads.

BIGFORK

[.'\ 43 ubsea Our expertise Services Products Case studies

Delivering Critical Decision Support
to Energy Providers

The differentiator we bring to the industry is a powerful trio: subsea engineering
expertise, leading-edge sensors and solutions, and long experience in data analytics and

digital twins. We are not just a company; we are teehRology believers with an ambition to
transform the offshore industry.

OUR SERVICES —> WATCH VIDEO —>

About us -~

| would like to receive invitations and news from 4Subsea

SEND REQUEST

Contact us

SEND REQUEST —3

CONTACT Us




HOW DID THEY
RATE FOR USER
EXPERIENCE?
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USER EXPERIENCE A good user experience on a B2B website is
crucial for user retention and conversions.

Here's what we assessed:

Does the website have... Average score

Straightforward menus and extra navigation tools such as mega menus, site search, 515
breadcrumb trails, filters, dropdowns?

A good experience on mobile devices? 2.85
Interactive tools such as ROI calculators or product selectors? 0]
Area average score out of 4 1.67 (poor)

BIGFORK



USER EXPERIENCE

BIGFORK

Make it easy for website users to find the
information they're looking for.

With technical buyers doing more of the heavy lifting in B2B purchases,
having a good user experience is vitally important. But websites in the Energy
and Offshore sectors did not score positively in this area overall.

The biggest weakness of these websites was the lack of product tools or
calculators, which are considered most valuable in technical research.*

A mega menu and search bar are effective ways to create a simple user journey.

*State of Marketing to Engineers, Trew Marketing 2025

Technical buyers now ‘self
serve' almost two-thirds of
the B2B buying process /7% of B2B buyers found

before speaking to a sales their latest purchase very
person. complex or difficult.

State of Marketing to Engineers, Trew Marketing 2025 Gartner



https://www.trewmarketing.com/state-of-marketing-to-engineers-research-report
https://www.gartner.com/en/sales/insights/b2b-buying-journey
https://www.trewmarketing.com/state-of-marketing-to-engineers-research-report

BEST PRACTICE: HUNTING

Hunting specialise in the global manufacture, trade and
rental of high quality equipment for the energy industry.

Their website has a seamless user experience, with a well
detailed mega menu, a search ability with filters, and
breadcrumb trails for each page. The site is also very
responsive to mobile use.

Don’'t know what a breadcrumb trail is?

It's the small bit of text that shows the journey to a current
page. It allows the user to understand where they are on a
website and navigate back to where they came from.

BIGFORK

&
A HUNTING

Products & Services

Products & Services overview
Perforating & Logging Systems
Connection Technology & OCTG
Subsea Technologies
Advanced Manufacturing

Well Intervention Equipment

Well Test & Process Systems

Products & Services Industries About Sustainability Investors News

}Electronics

Trenchless & MWD

Organic Oil Recovery

Flexible Engineering Solutions

Electronics

We manufacture electronic parts for
the energy, medical, defense and
aerospace sectors of the Electronic
Manufacturing Services (EMS)
industry.

View division =

¢
LT HUNTING

I'm Hunting for...

Proven capabilities for
energy and beyond

We specialise in the global manufacture, trade and
rental of high quality equipment for the energy
industry.
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SHOW THEIR
REPUTATION?
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COMPANY REPUTATION In high risk sectors like Energy and Offshore
services, reputation is everything.

Here's how the websites scored:

Does the website have... Average score

Case studies, client lists, testimonials or reviews? 1.73
Industry compliance certificates for standards, quality, H&S on display? 1.67
Thought leadership content such as knowledge articles, industry trends? 1.80
Area average score out of 4 1.73 (poor)

BIGFORK



COMPANY REPUTATION

3.0
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0.6

0.0
Credibility

BIGFORK

Compliance Thought leadership

Give your website users a reason to believe
you're the best choice.

Scores in the reputation section were consistent, but the average scores for each
criterion still fall below the positive threshold.

Typically, we found company updates and business announcements were
published rather than testimonials, case studies, or thought leadership content
that builds trust and demonstrates credibilty.

66% of technical buyers say product reviews are most valuable in B2B decisions,
when published by an independent source.*

With so much influence on purchasing decisions, businesses in the Energy and

Offshore sectors risk losing out to competitors if they do not have content on
their website that showcases their reputation.

*State of Marketing to Engineers, Trew Marketing 2025



https://www.trewmarketing.com/state-of-marketing-to-engineers-research-report
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FOOD FOR THOUGHT The relationship between a poor user experience

and company reputation.

A poor user experience doesn't just feel inconvenient. It feels unsafe.
When a website is confusing or difficult to navigate, it raises questions about the
quality of the business: the processes, the organisation and clarity, and how

seriously the little details are treated.

It either reinforces the perception of a capable, reliable company, or introduces
doubt before the conversation has even started.

Our tip: make sure your B2B website reflects your company standards, then
boost your credibility with testimonials and case studies.

Technical buyers are almost twice as likely to view a strong website as an

indicator of a company'’s credibility, than sponsorship at a trade show.

State of Marketing to Engineers, Trew Marketing 2025

BIGFORK


https://majordigital.com/articles/website-speed-impacts-your-bottom-line
https://www.trewmarketing.com/state-of-marketing-to-engineers-research-report

BEST PRACTICE: ONYXINSIGHT Case Studies

ONYX Insight provides expertise in sensing, analytics
and engineering to the global wind energy industry. Their

website successfully proves their credibility and reputation
to users.

Show All Categories J Search Case Studies Q

They have a page dedicated to case studies, broken down
into categories, as well as specific sections to demonstrate

((d ScottishPower t‘: €eDF
their certifications, compliance and company policies.

When it comes to thought leadership, they have a range of

Software and Analytics Engineerin g and Consultancy Advanced Sensing Software and Analytics Advanced Sensing Saoftware and Analytics
. ° . Software and Analytics
a rtl C I es, d OW n I Oa d S’ We b I n a rS a n d re po rts p u b I I S h ed 7 Orygen boosts availability at the largest GE Vernova selects ecoCMS & EDF Renewables centralises condition
wind farm in Peru with ONYX Shadow ONYX Insight Completes Campaign for fleetMONITOR for onshore wind turbine monitoring of SGW+ wind turbines with
d emon St rat N g t h elr in d u St ry kn Owl ed g e. Monitoring ScottishPower Renewables at East Anglia condition monitoring fleetMONITOR
Policies

Governance & Transparency

Articies
ESG & SafEty Fram high cost to high confidence: what How predictive analytics is revolutionising Rethinking O&M strategy: The new Wind turbine maintenance: Tackling
the ELEVEN-| acquisition means for blade offshore wind O&M competitive advantage in wind energy
reliability & performance

failures before they happen

Ethical Sourcing & Sustainable Procurement

Information Security

BIGFORK

Articles Articles Articles
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POSITIONING A B2B website is often the first impression for
AND BRANDING .
customers, so It needs to stand out.

Overall, the scores in this section were good.

Does the website have... Average score

Statements of what the company does and for who? 2.8

A clear, differentiated ‘value proposition'? 2.25
Visual appeal and engaging effects? 2.65

Area average score out of 4 2.57 (good effort)

BIGFORK
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POSITIONING Several websites claimed to be the ‘'market
AND BRANDING - o
leaders’ in their industy.

Energy companies need to show their skills and expertise. Not just tell the reader
they are a ‘market leader.’ This is something we see often on B2B websites.

It all comes down to differentiation.

Having a unique value proposition and a high quality, engaging website makes
a company more memorable to users.
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68% of B2B buyers agree with the statement:

“Many of the brands | see at work have very similar marketing and
communications messages - they all sound and act the same.”

*Dentsu, 2024

BIGFORK


https://info.dentsu.com/b2b-superpowers-index-2024?utm_source=dentsu&utm_medium=website&utm_term=insights&utm_content=B2B+Superpowers&utm_campaign=2024+dentsu+EMEA+UK+B2B+Superpowers

I'P [NCE: CLAXTON L
Decommissioning v Conventional Energy Services v Renewables v Company v Contactu
BES RAC ICE. C ciaxion g

Claxton provide high quality, offshore engineering services
in three main areas - decommissioning, conventional
energy and renewables.

The modern design, quality imagery, and bold colours on Cutt"‘]g through
their website reinforce their premium positioning. :
P P . complexity

There are clear sections to demonstrate what Claxton do, e T N L S
and why they are the industry leaders, through reputation,
innovation and a proven track record.

performance solutions for difficult and unexpected
challenges across the global energy transition.

Why choose us?

) Trusted by the best ) Innovation » Trackrecord

BIGFORK

Conventional Energy Renewables



FOOD FOR THOUGHT

BIGFORK
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The bridge between expertise and conversions.

Benefits, differentiation and clarity.

Expertise and Value

: o Conversions
reputation proposition

Technical knowledge is the foundation of Energy or Offshore companies.
But what happens when several companies have the same expertise?

That's where the value proposition comes in. A strong value proposition tells
users why they should choose one company over another.

Providing more context and understanding helps a user build trust and increases
the likelihood of them becoming a paying customer.



DOES THEIR
CONTENT SPARK
INTEREST?
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WEBSITE CONTENT Quality content can strengthen a brand and
makes a B2B site widely appealing.

Here's how we assessed content quality.

Does the website have... Average score

Product pages with features, benefits, images, data sheets, demos, 505
drawings, reviews? )

Content that covers the whole funnel? Articles, FAQs, customer support. 1.08
Easy to read content? Not too wordy, consistent tone of voice. 2.90
Area average score out of 4 2.25 (good effort)

We found that product pages lacked downloadable resources, such as data
sheets and drawings, despite 79% of engineers finding datasheets the most

valuable form of content.*

*State of Marketing to Engineers, Trew Marketing 2025
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https://www.trewmarketing.com/state-of-marketing-to-engineers-research-report

FOOD FOR THOUGHT

BIGFORK

Websites need to address the whole B2B funnel
to streamline the buying journey.

The data showed that less than half of the Energy and Offshore websites had
quality content to cover the whole B2B sales funnel, typically only targeting the
final decision stage.

When this is the case, technical buyers have already done their online research,
and have discovered other companies they want to talk to.

Traditionally, B2B companies have relied on business development reps to sell
their products. But now, the reliance is on websites.

Content that guides users through the full buying process is more likely to
generate more brand awareness, build trust with customers and resultin a
conversion.



WHAT CONTENT DO YOU NEED?

Here are some examples of content that works well for each stage of the B2B sales
cycle. Ensure you have a mixture on your website to appeal to a wide audience.

AWARENESS CONSIDERATION DECISION LOYALTY
— Industry articles — Case studies/ testimonials — FAQs — Company growth,
investments and training
— E-books — White papers & guides — Demos/ trials
— Product roadmaps or
— Educational videos — Webinars — Content about company updated features
people and processes
— Informative blog posts — Comparison guides — Case studies with
— Awards/ certifications existing clients

— Differentiated value — Product datasheets

proposition (what you do — Pricing pages

and why you do it well)
— ROl calculators and
product selectors

BIGFORK



A great product page: AlS

AIlS are a global supplier of insulation, passive fire
protection, buoyancy, and cable protection systems.

Their product pages stand out with eye catching images,
clearly listed benefits, and technical product specifications.

At the bottom of the page there are also product

applications, so buyers can understand exactly how the
products can be used.

BIGFORK

H I 5 Markets & applications ~  Products ~  Success stories Company ~  Investors ASX:AIH ~

Introduction to
ContraBlast®

Benefits

Product specifications

Extensively tested for use in offshore or onshore environments providing
significant weight saving over steel blast walls.

s MO 2010 FTP Code Part 3 - IMO Resolution s The ContraFlame® MS400 foamn (at the
MSC 307(88), under a hydrocarbon HC fire ContraBlast® panel core) has also passed HHF
curve according to EN 1363-21999 jet fire scenarios for 80-minutées duration
* SO 22899-1:2009 - Determination of * |50 20340 - Accelerated ageing and . o BIGISt OP!IOI‘IS » _
resistance to jet fires of passive fire protection weathering of the D2004 laminate system Accessories and options |nc|gd|ng hinges and lifting po:nts, blast-rated
X R : doors, penetrations, and cable entry points.
materials which meets the performance requirements
of NORSOK MBI edition 6th Feb 2012 system
one.




WHAT B2B
ENERGY BUYERS
ACTUALLY WANT

BBBBBBB



DISCONNECTED WHAT CONTENT DO B2B CUSTOMERS WANT FROM YOUR WEBSITE?
WEBSITE CONTENT

Research from the Content Marketing

. . o . . What you do List of products
Institute identifies that there is a big
disconnect between what the B2B Product benefits N
. ews
buyer wants from a website and what 5
. . . emos
the suppliers website delivers. Value .
Company history
Buying info
Company
Case studies name Long forms
Resources Gallel‘ies
Testimonials
Product features
Your people
Service levels Social media feeds
What they want What they get

BIGFORK



HOW DOES
YOUR WEBSITE
COMPARE?
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HOW DOES YOUR See how your website scores.
WEBSITE COMPARE?

We've designed a questionnaire to score websites in the Energy and Offshore
Get your score here — sectors. By answering some questions, you'll get a personalised score broken

down into the same five categories as this report:

HERE'S HOW YOU SCORED IN EACH AREA.

Reputation Positioning and Branding Content

User Experience Conversion Optimisation

BIGFORK



https://bigfork-energy-websites.scoreapp.com/
https://bigfork-energy-websites.scoreapp.com/
https://bigfork-energy-websites.scoreapp.com/

THE BIG
SUMMARY
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Too many websites in the Energy and
Offshore industries aren't built for
their technical audience.

Technical buyers want to see expertise, credibility and
guaranteed safety.

Key features that websites in these sectors need are data
capture methods, client case studies and testimonials,

and a seamless user experience.

The companies that use those features on their website
will benefit hugely.

BIGFORK




WHAT'S NEXT FOR
YOUR WEBSITE?

If you're thinking about spicing up your website, Bigfork is the answer.

We can help with a brand new site, or work with you to improve your
existing one.

www.bigfork.co.uk

Mark Ellaway mark@bigfork.co.uk
Digital Marketing Director +44 (0) 1603 513080

BIGFORK
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