IS YOUR WEBSITE
COSTING YOU
CUSTOMERS?

The Essential Audit for Better Visibility, Easier Use, and More Sales
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01 | THE ATTENTION WINDOW

You Do Not Have Minutes

You have a fraction of a second to create an impression - and only a few more seconds to prove
the visitor should stay.

0.05 sec >3 sec 2.5 sec
A visual impression can begin forming A Google study tied this mobile load Google's current 'good' target for main-
this quickly [1] time to high abandonment [2] content loading [3]

A potential customer lands on your website. Before they read your story, compare your packages, or
admire how long you have been in business, their brain is already asking a faster question: Does this feel

clear, current, trustworthy, and worth my time?

That first decision is not the final purchase decision. But it is the decision that makes every other
decision possible. If the page looks dated, loads slowly, shifts while it loads, hides the next step, or
forces the visitor to work too hard, the person does not need to diagnose the problem. They simply feel
friction. Then they leave. Then they open the next result. Then the next business gets the opportunity

you paid to attract.

THE REAL FIRST CONVERSION

Before your website converts a visitor into a buyer, it must convert a moment of attention

into one more moment of attention.

This is why a website cannot be treated as a one-time project. It is a living customer experience.
Technology changes. Phones change. Search systems change. Offers change. Customer expectations
change. A site that worked two years ago may still be online today while quietly losing visibility, trust,

and revenue.
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02 | THE SILENT SALES CONVERSATION

Your Website Is Always Speaking

Even when no one on your team is available, the website is answering questions about your
business.

Your website is not just a digital brochure. It is often the first employee a prospect meets, the first
showroom they enter, and the first proof they examine. It speaks at midnight. It speaks while you are
serving another customer. It speaks before someone decides whether you are worth a phone call.

What does it say when everything is working?

¢ We understand what you came here to find.

¢ We are active, attentive, and prepared to serve you.
¢ You can trust the information on this page.

* You will not have to struggle to take the next step.

And what does it say when the experience is neglected?

* You may have to hunt for the answer.
* This information may no longer be accurate.
e The form might work - or it might not.

e If the website is this difficult, the service may be difficult too.

CREDIBILITY IS EXPERIENCED
Stanford's Web Credibility Project found that professional design, ease of use, clear
contact information, recent updates, and freedom from errors all influence how credible a
website feels. [4]

A visitor may never say, 'The information architecture lowered my confidence.' They will say, 'Something
felt off.' That feeling matters. Your website is teaching people what it may feel like to do business with

you.
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03 | FUNCTIONALITY

A Beautiful Website That Does Not Work Is Still Broken

Functionality is the difference between looking established and making it easy for someone to
become a customer.

Functionality includes every action the visitor expects the site to perform: loading, navigating, calling,
booking, buying, submitting, searching, downloading, watching, signing up, and receiving confirmation.
Each action is a promise. When the action fails, the promise breaks.

The hidden cost of small failures
e A contact form submits without showing a confirmation - so the prospect wonders whether you
received it.
¢ A phone number is visible but not tappable on mobile - so an easy call becomes manual work.
¢ A scheduling button opens an outdated calendar - so the visitor assumes you are unavailable.

* A service page still displays an old offer or price - so trust is damaged before the conversation
begins.

¢ A checkout, payment link, download, or email automation fails - so interest never becomes
revenue.

* A page loads, but the layout jumps - so the person taps the wrong button or loses their place.

These are not merely technical inconveniences. They are customer-service failures happening without a
staff member present to apologize, explain, or recover the relationship.

Every important path should work from beginning to end on a real phone: discover,
understand, trust, act, and receive confirmation.

Why updates are necessary

Websites depend on a stack of moving parts: browsers, plugins, scripts, forms, hosting, payment
systems, scheduling tools, analytics, privacy tools, maps, video players, and third-party integrations. Any
one of those components can change while the site itself appears untouched. Regular updates and
testing keep yesterday's setup from becoming today's quiet point of failure.

GRIDSHIFT Al BUSINESS SOLUTIONS PAGE 4



GRIDSHIFT Al | WEBSITE VISIBILITY + FUNCTIONALITY AUDIT GUIDE

04 | VISIBILITY

Being Online Is Not the Same as Being Findable

A website can be live, attractive, and nearly invisible to the people who are searching for
exactly what the business offers.

Visibility begins before ranking. Search engines must be able to discover the page, access it, understand
it, and decide when it is relevant. Google's Search Essentials describe the technical requirements and
key practices that make web content eligible to appear and perform in Search. Eligibility is not a
guarantee of ranking, but missing the foundation can prevent strong content from receiving a fair

chance. [5]

What an audit looks for
* Indexing and crawl barriers: blocked pages, noindex tags, broken redirects, duplicate URLs, or
missing internal links.

¢ Clear page purpose: one focused topic per page, descriptive titles, useful headings, and language
customers actually use.

¢ Local relevance: accurate name, address, phone, hours, service areas, and consistent business
information.

e Search appearance: strong page titles, useful descriptions, appropriate images, and structured
data where it truly applies.

* People-first content: original, helpful information written to answer real customer questions
instead of merely filling space with keywords. [6]

* Measurement: Search Console and analytics configured well enough to reveal which pages are
found, visited, and acted upon.

If a page cannot be discovered, understood, trusted, or used, the chain breaks. A website

audit examines the whole chain - not just a list of keywords.

Structured data can also help Google understand page content and may make eligible content available
for richer search appearances. It does not guarantee a special result, but correct markup can improve

clarity between the page and the search system. [7]
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05 | MOBILE AND SPEED

Your Mobile Website Is the Main Entrance

If the mobile experience is cramped, slow, or incomplete, the customer is not seeing a smaller
version of the problem. They are seeing the problem.

Google uses the mobile version of a site's content for indexing and ranking. [8] That means mobile
cannot be treated as the compressed afterthought of a desktop design. It must carry the same essential

content, the same trust signals, and a clear path to action.

The three Core Web Vitals

LCP INP CLS

. . Interaction responds within 200 .
Main content loads within 2.5 seconds . Layout shift score stays at 0.1 or less
milliseconds

These are Google's current 'good' thresholds for loading performance, responsiveness, and visual
stability, evaluated at the 75th percentile of page loads. [3] They are not the only measures that matter,
but they translate technical performance into three experiences customers immediately understand:
Does it appear? Does it respond? Does it stay still?

A mobile-first reality check

e Can afirst-time visitor understand the offer without pinching, zooming, or rotating the phone?
¢ Are buttons large enough and separated enough to tap accurately?

* Does the most important call to action appear before endless scrolling?

* Are menus, forms, maps, pop-ups, and chat widgets usable on a smaller screen?

* Does the mobile page contain the same important information as the desktop page?

Open the site on a real phone, turn off Wi-Fi, and complete the exact action you want a
new customer to complete.
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06 | THE AUDIT ADVANTAGE

Why a Website Audit Cannot Be One-and-Done

A website can drift out of alignment slowly enough that the owner never notices - until the
missed opportunities become a pattern.

Most website problems do not arrive with alarms. A form stops forwarding. A team member changes a
service but forgets the website. A plugin update slows the page. A new phone size exposes a layout
problem. A former employee remains on the About page. Search traffic declines, but no one knows

which page changed or why.

The site is technically 'up,' so everyone assumes it is working. That is the trap. Availability is not the
same as performance. A website audit creates a deliberate moment to compare what the business

needs now with what the website is actually doing now.

A strong audit answers four questions

*  FUNCTION: Can visitors complete every important action without errors or confusion?

e VISIBILITY: Can search engines access, understand, and appropriately present the site's most

valuable pages?
* EXPERIENCE: Is the journey clear, fast, mobile-friendly, and accessible to more people?

¢ CONVERSION: Does each page guide the right visitor toward a meaningful next step?

ACCESSIBILITY BELONGS IN THE AUDIT
W3C notes that digital accessibility can expand market reach, strengthen brand presence,
improve customer experience, support innovation, and reduce legal risk. [9]

The purpose of the audit is not to shame an older website or recommend a full rebuild every time. The
purpose is to find the specific gaps that matter, rank them by impact, and make the smartest next

update visible.
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07 | EASE OF USE

The Five-Question Visitor Test

A stranger should not need insider knowledge to understand your website.

Open the homepage and imagine you know nothing about the business. Better yet, ask someone
outside the company to look at it for ten seconds. Then remove the screen and ask whether the page
answered these questions:

1. What does this business do? The main headline should communicate the core outcome, service,
or product in plain language.

2. Is this meant for me? The visitor should recognize their need, location, industry, stage, or desired
result.

3. Why should I trust this business? Reviews, proof, credentials, clear policies, real contact
information, and professional presentation reduce uncertainty.

4. What should | do next? One primary action should be unmistakable: call, book, buy, request, visit,
join, or download.

5. Can | do it easily from this device? The path must work with a thumb, on a small screen, with
ordinary connectivity and no hidden obstacles.

CLARITY IS NOT BORING
Clarity is respectful. A visitor should spend their attention evaluating the offer - not

decoding the website.

Confusion costs. Friction costs. Delay costs. When the page answers the right questions in the right
order, the visitor can move forward with less hesitation - and your business has a better chance to earn

the conversation.
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08 | DIY WORKSHEET

The 25-Point Website Health Check

Mark YES only when the statement is clearly true today. Each YES earns one point. If you are
unsure, mark NO - uncertainty is itself a reason to investigate.

Part A | First impression and functionality
I 1
Within ten seconds, a new visitor can explain what the business offers.
2 The homepage identifies the customer, need, or outcome the business serves.
3 One primary call to action is visually obvious near the top of the page.

4 The design feels current, professional, and consistent with the quality of the business.

5 Contact information is accurate, easy to locate, and consistent across the site.

6 Every main navigation link opens the correct page.

7 Every contact, quote, booking, application, or checkout form works from start to
confirmation.

8 Phone numbers, email addresses, addresses, and map links work properly on mobile.

9 Prices, hours, staff details, services, policies, and availability are current.

10 The site uses HTTPS and shows no browser security warning.
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08B | DIY WORKSHEET

Mobile Performance and Visibility

Continue the same YES-or-NO standard. Test what exists, not what the website was intended to
do.

# Audit checkpoint YES NO
11 The mobile layout requires no pinching, sideways scrolling, or accidental tapping.

12 Important text and images on mobile match the essential desktop content.

13 Menus, pop-ups, chat widgets, videos, and forms do not block the mobile experience.

14 The main content appears quickly on an ordinary mobile connection.

15 Buttons respond promptly and the layout does not jump while loading.

16 Key pages can be found in Google by searching for the business name and service.

17 Important pages have unique, descriptive titles and clear headings.

18 The website uses language real customers use when describing their needs.

19 Internal links guide visitors and search engines to the most important pages.

20 Local business information and service areas are accurate and consistent.

QUICK TESTING TIP
Repeat this page on both Wi-Fi and cellular data. Ask one person who did not help build
the website to complete a key task while you watch silently.
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08C | DIY WORKSHEET

Trust, Accessibility, and Measurement

Finish the final five checkpoints, total every YES, and use the score as a starting point - not a
verdict.

“ Audt CheCprInt -“

Reviews, testimonials, credentials, examples, guarantees, or other proof are easy to find.
22 The site clearly shows who is behind the business and how to reach a real person.

23 Text contrast, type size, link labels, image descriptions, and keyboard use support
accessibility.

24 Analytics and Search Console are active and reviewed, not merely installed.

25 The website has a named owner and a recurring schedule for testing and updates.

Your score
Clarity Function Mobile Visibility Trust + data
/5 __/5 __/5 __/5 __/5
TOTAL: /25
What the score suggests

e 21-25 | STRONG FOUNDATION: Protect it with scheduled testing, measurement, and focused

improvements.

e 16-20 | WORKING, WITH LEAKS: The site is functioning, but several gaps may be costing attention
or action.

e 10-15 | HIGH FRICTION: Prioritize the failed items that directly affect contact, booking, buying,
mobile use, and visibility.

e 0-9 | URGENT REVIEW: The website may be creating a materially different impression from the
business you actually run.
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09 | FROM INSIGHT TO ACTION

Fix What Costs the Customer First

Do not begin with the most exciting change. Begin with the failure most likely to block trust,
access, or action.

Fix these first Why it matters

1 | URGENT Broken forms, checkout, booking, phone These failures stop the customer from completing the action
links, security warnings, incorrect hours or  they came to take.
prices

2 | HIGH Slow loading, confusing navigation, weak These issues create hesitation and abandonment even when
headline, hidden call to action, poor the offer itself is strong.

mobile layout

3 | GROWTH Page titles, service pages, local signals, These improvements strengthen discoverability and give
internal links, structured data, helpful search engines clearer context.
content

4 | REFINE Imagery, microcopy, testimonials, FAQs, These upgrades improve confidence, inclusion, and the
accessibility details, analytics events quality of future decisions.

A practical 30-day website reset
1. WEEK 1 - REPAIR: Test every conversion path. Correct broken links, forms, security issues,
outdated facts, and failed integrations.

2. WEEK 2 - CLARIFY: Strengthen the homepage message, navigation, service explanations, proof,
and primary call to action.

3. WEEK 3 - IMPROVE DISCOVERY: Review indexing, page titles, headings, internal links, local signals,
structured data, and helpful content gaps.

4. WEEK 4 - MEASURE AND MAINTAIN: Confirm analytics, Search Console, form tracking, and a
monthly or quarterly audit rhythm with a named owner.

Audit first. A focused repair or strategic makeover can preserve what works while
correcting the gaps that matter most.
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YOUR NEXT STEP

Your Website Should Make Choosing
You Easier

You work too hard to attract attention for your website to lose it. Every referral, search result, social
post, advertisement, networking conversation, and business card can eventually send someone to that
page. When they arrive, the site should welcome them with clarity. It should answer the right questions.

It should work. And it should make the next step feel natural.

If this guide revealed gaps, do not panic and do not start changing everything at once. Begin with
evidence. Identify what is broken, what is unclear, what is hidden, and what is slowing the customer
down. Then update in the order of impact.

READY FOR A PROFESSIONAL SECOND SET OF EYES?
GridShift Al Business Solutions can evaluate your website's first impression, functionality,
mobile experience, visibility foundations, trust signals, and conversion path - then show

you what to improve first.

REQUEST A WEBSITE VISIBILITY + FUNCTIONALITY AUDIT

Start with the truth of what the customer experiences today. Then build the website your business

deserves next.

GRIDSHIFT Al BUSINESS SOLUTIONS

Practical Al and digital solutions designed to help businesses work smarter, look stronger, and move forward.

GRIDSHIFT Al BUSINESS SOLUTIONS PAGE 13



GRIDSHIFT Al | WEBSITE VISIBILITY + FUNCTIONALITY AUDIT GUIDE

10 | RESEARCH AND RESOURCES

Sources Behind This Guide

The guide translates technical and academic guidance into practical business language.
Standards and recommendations may evolve, so review the linked sources periodically.

[1] Lindgaard, Fernandes, Dudek, and Brown. 'Attention web designers: You have 50 milliseconds to make a good first
impression!' Behaviour & Information Technology, 2006. Open source

[2] Google. Progressive Web Apps briefing citing mobile abandonment beyond three seconds. Historical research
benchmark. Open source

[3] Google web.dev. Web Vitals: LCP, INP, and CLS definitions and recommended 'good' thresholds. Open source
[4] Stanford Persuasive Technology Lab. Stanford Guidelines for Web Credibility. Open source

[5] Google Search Central. Google Search Essentials. Open source

[6] Google Search Central. Creating helpful, reliable, people-first content. Open source

[7] Google Search Central. Structured data markup that Google Search supports. Open source

[8] Google Search Central. Mobile site and mobile-first indexing best practices. Open source

[91 W3C Web Accessibility Initiative. The Business Case for Digital Accessibility. Open source

IMPORTANT NOTE
This ebook provides general educational guidance. A professional audit should consider
the site's platform, business model, audience, legal context, analytics, and technical
configuration.

GRIDSHIFT Al BUSINESS SOLUTIONS PAGE 14



https://www.w3.org/WAI/business-case/
https://developers.google.com/search/docs/crawling-indexing/mobile/mobile-sites-mobile-first-indexing
https://developers.google.com/search/docs/appearance/structured-data/search-gallery
https://developers.google.com/search/docs/fundamentals/creating-helpful-content
https://developers.google.com/search/docs/essentials
https://credibility.stanford.edu/guidelines/
https://web.dev/articles/vitals
https://www.thinkwithgoogle.com/_qs/documents/1964/1008-Progressive-Web-Apps.pdf
https://doi.org/10.1080/01449290500330448

	The hidden cost of small failures
	Why updates are necessary
	What an audit looks for
	The three Core Web Vitals
	A mobile-first reality check
	A strong audit answers four questions
	Part A | First impression and functionality
	Your score
	What the score suggests
	A practical 30-day website reset

