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Nine tips for great b2b responsive design 
The internet is constantly evolving. As b2b marketers, our role is to look for new opportunities to apply these  
fast-moving technological advances to improve and enhance our marketing. Today’s web users have faster  
broadband connections, modern search engines are becoming more semantic in their approach and people  
are spending ever longer researching and buying b2b services online.
  
The ways in which people access the internet have also undergone a huge transformation in the past couple of years. 
Smartphone and tablet adoption is increasing year-on-year, while eroding bandwidth restrictions mean video streaming, 
once considered impossible, is now part of everyday life. The mobile internet revolution is in full swing and it won’t be 
slowing down anytime soon.

With around three quarters of the population in ownership of a smartphone1, most of us can now access the internet 
on-the-go, on the bus, sat on the sofa or even sat on the loo (yes, weird we know, but we have come across this with 
the team here). And as more of us are choosing to access the internet from portable devices, it has become increasingly 
important to make content accessible and legible across different screen sizes, formats and layouts. This is where the 
concept of ‘responsive design’ comes in. 

In a nutshell, responsive design is the process of optimising your site layout for the user’s screen size, platform and  
orientation – whatever device they are using. As well as changing the size of text and content, menus and interfaces  
are also shifted to provide the most appropriate user browsing experience. At its heart, responsive design is all about  
enhancing user experience as much as possible, wherever they are, whatever they are doing. The theory being that 
this, in turn, should result in greater engagement and ultimately those all-important ‘conversions’ which we all strive to 
achieve in b2b marketing, day in, day out. 

So, responsive design can truly present new opportunities to increase our conversion rates. In this guide, we’ll  
talk you through nine (because it makes a change from 10) key tips to help you create a great responsive site that 
delivers results. 

1. Adults’ Media Use and Attitudes Report 2014, Ofcom - http://stakeholders.ofcom.org.uk/market-data-research/other/research-publications/adults/adults-media-lit-14/
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Ignore changing audience  
behaviour at your peril  
With mobile internet browsing on the rise, b2b buyers are interacting with the web in completely new  
ways. Unfortunately, the adoption of the mobile web has been slow in b2b, in relation to the b2c world.  
Many companies outside of the technology sector have simply been hesitant to fully embrace it. 

It’s important to avoid falling into this increasingly outdated group. If you’re not considering mobile as part of your b2b 
marketing strategy moving forwards, you could really start to feel the impact on your web analytics soon. If you need 
convincing, just check out these statistics: 56% of b2b customers read reviews, 55% read product information and 50% 
compare features on mobile devices. And potentially most significantly, 61% of b2b users watch work-related videos on 
their smartphone – yes, that’s what the research tells us folks!

So the statistics speak for themselves – you simply cannot afford to ignore the actual behaviours and preferences of the 
markets you are selling to. On a daily basis, we’re all using our phones to organise more and more areas of our lives, 
from keeping up-to-date with our friends and family, to researching the latest sports news and downloading promo 
codes while out and about. 

It’s only natural that what we do in our everyday activities will seep into our work behaviour, until the boundaries blur 
beyond recognition. This might entail doing a bit of pre-meeting research while watching our favourite television show 
on our tablet, or perhaps clicking through to a website from a work email we received on our mobiles while sat in the 
waiting room at the dentist. We all recognise it in our own behaviour – the mobile revolution means the idea of working 
9 to 5 has been consigned to history once and for all.

It’s therefore crucially important to look at your content in a fresh way that fits modern on-the-move working 
practices if you want to keep up with the needs of your audience.

TI P ONE



84.4% OF CEOs USE MULTIPLE 
MOBILE DEVICES WITHIN THE 
WORKPLACE. ON A VERAGE 
THEY OWN 4.21 DEVICES EACH.
SOURCE: FORBES

5 |



APPLE HAS A 72.9% SHARE  
OF THE TABLET MARKET.  
BUT ONLY A 43.8% SHARE OF 
THE SMARTPHONE MARKET.
SOURCE: FORBES
SOURCE: NET APPLICATIONS
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Compare against 
the alternatives
Okay, this tip might seem like cheating. After all, you’re reading this, so you’re already bought into the idea of  
responsive design. Aren’t you? 

The reality is that you probably have an idea of what you want to achieve (delivering a great experience for users across 
devices) and now you’re researching how best to go about it. And with that in mind, our second tip is to compare how 
responsive design works vis-à-vis the other options available to you. Once you have all the facts at your fingertips, you’ll 
be in a better position to decide, with confidence, whether responsive is the route for you. Trust us – in all likeliness, it  
will be.

Now, if achieving value for money just isn’t an issue, then a dedicated mobile website could be a great option. However, 
mobile sites can work out to be pricey, as they essentially involve the design of several, very subtly different, websites for 
a number of screen types. For most of us, such an approach is likely to be an unnecessary luxury. Dedicated apps are 
another option which could work well for you, displaying your content attractively on smaller screens and delivering a 
good user experience. However, with several different operating platforms in wide use – such as Android, Windows and 
iOS (Apple) – a separate app would be needed to optimise performance for each. Again, likely to be a costly endeavour.

In comparison, responsive web design optimises one core site for different screen sizes and orientations. This makes 
responsive design the most cost-effective way of making your website function across multiple devices. And responsive 
sites grow even more cost-effective over the longer-term, with additions and uploads only needed once for each  
update. The alternative solutions would necessitate separate updates for each site/app – hugely irritating if you want  
to continuously tweak your site to keep it fresh! 

That said, choosing an optimal solution will depend on the exact requirement of your project. In the short-term,  
responsive sites are typically more expensive to develop than static desktop sites for example. And if you wanted to  
deliver a very different, specialised experience for smartphone users, maybe an app is the way forward.  

So, scope out your requirements, compare your options, and then decide which offers the most bang for your 
marketing buck. 

TI P TWO
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Simplicity is the 
ultimate sophistication  
It may seem like common sense, but the simpler your website’s layout and HTML code, the easier it will be for  
it to respond to differing display parameters and to look consistently great.

Some JavaScript libraries may run slower on mobile devices and Flash often isn’t supported! Baring this in mind when 
building a responsive website is key to providing a consistent user experience. Detailed testing and removing or 
replacing effects which cause performance issues on certain devices ensures your website will degrade gracefully,  
giving your customers the optimum experience no matter how they choose to access your website.

This is all very advanced programming stuff, but the core point is that it’s important to understand that too many  
showboating extras can put a strain on responsiveness. Fortunately, any developer worth their salt will know how  
to deliver spectacular results without relying on too much unnecessary technical jiggery pokery.

TI P THREE
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Flexibility’s the name  
of the game
To work across different devices and screen sizes, your website fundamentally has to be ‘flexible’.  This means  
that layout, navigation and content all need to neatly morph to seamlessly fit the screen of a smartphone or  
tablet without negatively impacting user experience. 

Images have traditionally provided a barrier to creating truly flexible and fast-adjusting layouts.  Even if text and columns 
respond to the screen they appeared on, unresponsive images can break the flow of the website and ruin the whole 
experience.

With so many screen sizes available to users and options to flip from portrait to landscape sizing on a whim, creating 
images which never break a layout isn’t always straightforward. Fortunately, there are a number of techniques that  
can help create fluid and fast-resizing images. This can include dynamically cropping images as the layout changes  
in width, using layered images on top of each other to look like one image which ‘slides’ around to match screen size,  
and creating images which dynamically scale to screen size.

The ideal solution will depend upon the exact page layouts and content requirements of your site. Multiple  
options are available to ensure that even the most image-heavy site will remain beautiful whatever screen  
format it appears on.

TI P FOUR



AS OF SEPTEMBER 2014,  
232 DIFFERING SCREEN  
RESOLUTIONS ARE BEING  
USED ACROSS 7 RATIOS.
SOURCE: WIKIPEDIA
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Give your audience the  
freedom to navigate  
Clear navigation is central to user experience – without it you’ll have a lot of users struggling to find what they 
are looking for and rapidly abandoning you for a better alternative In fact, research has found users simply won’t 
return to a site that isn’t optimised for on-the-go browsing2. So poor navigation is a sure-fire way to lose business.

On mobile devices, responsive navigation is key to success. While drop-down and sub-menus are common navigational 
tools, menus developed specifically for desktop experiences can cause a number of issues on mobile devices. As a site 
decreases in size on a smaller screen, functionality can become an issue. This is further exacerbated by the fact that the 
majority of smartphone devices are touch screen, as human fingers are much less precise than computer mice! 

Navigational requirements for mobile devices are therefore significantly different from those of larger screened options. 
Menus need to remain large, clear and easy to use – even as other aspects of the site shrink to the required space.  
A responsive dropdown interface which works well on mobile needs to be big and easy to use; the menu structure 
should also be streamlined so it works effectively across devices. In addition, a good dropdown listing can improve  
loading performance and add to the unique design and feel of the site on mobile screens. 

  2. Digital Strategy Consulting, www.digitalstrategyconsulting.com/intelligence/2013/05/mobile_shopping_trends_consumers_turned_off_by_poor_mobile_sites.php 
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Stack the deck 
in your favour
A good content strategy is at the heart of every website – acting as a window into your brand and serving up the 
expertise that differentiates your offering in the eyes of customers and prospects.

The typical website houses a vast range of content types – from carousels and webinars, to news and blogs. This will  
be laid out in multiple columns to present the content in a visually appealing and rationalised way on desktop screens. 
But this layout won’t always neatly translate into a similar experience when viewed on mobile devices. To make sure that 
the site and its content assets remain user-friendly and attractive across devices, you’ll need to employ content stacking. 

With this approach, a typical four-column site at full (desktop) width will dynamically scale down to one, two or three 
columns, depending on the screen size in question. The pixel width at which one column stacks beneath the next can 
be set based on common device breakpoints (480, 768 and so forth). This ensures elements stack on top of each other 
to best match the screen width, without losing the desired feel of your site.

This responsive layout also gives you full control over where and how the information is stacked, based on your  
preferred ‘information hierarchy’. Different stacking strategies can be employed to ensure relationships between  
content types are maintained even as blocks of content are pulled into fewer columns. 

Content can also be subtly reordered to match any variations in how mobile visitors use your site compared to 
desktop users. For example, a promo box or coupon could be pulled from another part of the site into a block of 
text right at the top of the screen. 

TI P SIX
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COMMON BREAKPOINTS
DESKTOP: 1824PX
LAPTOP: 1224PX
TABLET: 786PX,1024PX
SMARTPHONE: 320PX,480PX
SOURCE: FLAUNTRESPONSIVE

PORTRAIT / LANDSCAPE LANDSCAPEPORTRAIT / LANDSCAPE LANDSCAPE
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Skip non-essential
content  
As well as stacking content, it’s also important to streamline what mobile users actually see. 

This can be a particularly smart move for anyone thinking they need an app to deliver a different experience for mobile 
users. An alternative option is to hide unnecessary site content, so users on smartphones simply don’t see information 
that they are unlikely to need. 

For example, say you have set your breakpoints so that mobile visitors land on a nice neat single stack layout. This may 
have been prioritised in such a way that the main content block jumps to the top and related information is placed 
directly on top of each other.

Have a close look at what’s in this stack – I bet it scrolls down for quite some time. Is any of it unnecessary? Do you  
have ads or archive sections that you don’t think a mobile viewer will particularly appreciate? If so, then hide these on 
the stacked version of the site. This is easy to do using a .not_mobile class instruction and, if linked to a specific width,  
all the content will magically reappear once the site scales back up.

TI P SEVEN
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Email has responsive 
needs too!
Today, over half of all emails are opened on mobiles – with a massive 21% jump in ‘on-the-move’ opens in the last 
year alone!3 

Perhaps even more interesting for responsive design aficionados, over 90% of smartphone owners access the same 
email account from both their mobile and their desktop computer.4 With a majority of adults now using smartphones, 
that’s a serious amount of email accounts being accessed across multiple devices. And with this number only set to 
increase further, your email marketing needs to be responsive too.

Check how your emails are currently designed – chances are it will be specifically sized for desktop viewing. Most email 
templates are, and are therefore set to a specific pixel size and width. 

The problem with this is that once this email has been rendered and viewed on a mobile device, it will have been scaled 
down to at least half of its original size, if not less. Text and images may not be legible and your recipients will most likely 
take one look, recoil in horror and delete the email. 

Worse still, different devices will usually deal with scaling in unique and unpredictable ways. So your contacts could 
be faced with different issues depending on whether they’re, say, an Apple fan or Android evangelist. In the precarious 
world of email marketing – that’s a one way ticket to the unsubscribe button.

There are some simple ways to make an email template more responsive, such as introducing tables and image tags 
with no fixed widths and creating ‘table within a table’ setups in the design. Despite this, many popular templates have 
not been developed with responsive application in mind. 

Strangely, the email world has been slow to react to the realities of the mobile web. Don’t be caught up in this 
inertia, a little investment in a responsive email approach could deliver noticeable increases in click through rates 
and bounce reductions, something we would all be foolish to ignore.

3. Email Analytics, Litmus    4. The channel preference survey, ExactlyTarget
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SITES THAT USE RESPONSIVE 
WEB DESIGN, I .E. SITES THAT 
SERVE ALL DEVICES ON THE 
SAME SET OF URLS, WITH 
EACH URL SERVING THE SAME 
HTML TO ALL DEVICES AND 
USING JUST CSS TO CHANGE 
HOW THE PAGE IS RENDERED 
ON THE DEVICE. THIS IS  
GOOGLE'S RECOMMENDED 
CONFIGURATION.
SOURCE: GOOGLE
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Don’t undermine 
the SEO potential  
Though search specialists may sometimes forget it, SEO is essentially all about real-life user experience. Each and 
every Google algorithm update in recent years has been geared towards making the search engine smarter at 
ranking pages according to what best matches user queries with relevant web pages. 

Of course, this is based on format as well as content, so Google will look at whether a page is up to the task of providing 
a good device-specific experience when returning results. 

Google has recommended that webmasters use responsive design to deliver sites to smartphones. And as it is a hugely 
perilous idea to ignore what Google tells you, this alone should be enough to convince you that responsive design is  
the way forward.

It’s more than just a matter of preferred functionality that makes responsive sites search-friendly, however. Responsive 
design is ideal for link building efforts. Just think about it: one site that adapts to a user’s device means only one web 
address collecting links. Multiple sites for desktop, mobile and tablet use – each with their own distinct URL – could 
separate out and dilute your link-building efforts. And of course, this will negatively affect the rankings of every iteration 
of the site. 

Worse still – having separate sites also leads to duplicate content. And in its quest to phase out low-quality content  
and wipe out black hat SEO tactics, Google has taken offence to any signs of duplicated page content.

So, by incorporating SEO best practice, responsive design truly is the most effective solution for appeasing key 
mobile search preferences and requirements.  
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We hope you have enjoyed this guide and it has 
convinced you to give responsive design further 
consideration, whilst providing a few useful tips 
to get you started. 

For further information and to see how  
responsive design works in practice, go to  
responsive.b2bdigitalplayground.co.uk.  
 
If you are currently reviewing your website  
and would like an expert steer on the key things 
you should be considering then please feel free 
to get in touch. 

WOULD YOU LIKE TO KNOW MORE?



AS OF JANUARY 
2014 MOBILE AND 
TABLET ACCESS 
ACCOUNTED FOR 
55% OF INTERNET 
USAGE SURPASSING 
DESKTOP ACCESS 
FOR THE FIRST TIME. 
SOURCE: MONEY.CNN.COM
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