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Noninations are now open to all Individuls and Organisations working within the
Australian Transport and Logistics Industry.

There are six categories which one can nominate:

Young Professional of the year
Professional Woman in Logistics and Transport
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COUNTRY: CILT AUSTRALIA
URL: https://www.cilta.com.au/
DATE AUDITED: 18 September 2018 then 24 October
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1. CREATING A JOURNEY
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‘The Chartered Institute of Logistics and Transport in Australia running education & training program.
CILT offers the professional development programs in the ...

CILT Australia - Membership - CILTA Certfication - Contact Us




	What was checked?
	Action required

	Search: The meta titles and descriptions do not appear to have been optimised for Google.
	Optimise page titles and descriptions.

	Business page: There isn’t a Google Business page available for this location.
	Create Google Business page to help boost SEO and to allow users to easily locate and find you.

	Https present: Yes.
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2. BRAND COMPLIANCE

	What was checked?
	Action required

	Logo: Correct logo is used. But it shouldn’t be used on its own (like the one in the grey box).
	Please remove the logo in the grey box.

	Photography: A lack of photography. The one you immediately see is of a firework display as on 18 September but on 24 October a picture of an oscar trophy to advertise your awards.
	The website would benefit from having more on brand images that include people. Please refer to the brand guidelines for guidance and the main website: http://ciltinternational.org/ for content reference. Presently the photography isn’t portraying what CILT does.

	Tone of voice: The style of language is very matter of fact and newsreader like. Not engaging.
	Please refer to the brand guidelines and look to re-write the copy in an inclusive engaging way. Also look at the main website: http://ciltinternational.org/ for reference of tone.

	Colour: The correct brand colours have been used.

The brand colours are compromised by a large selection of logos and advertisements running down the left and right sides of the site. The social media links are not on brand and feature in the top banner and footer.
	The site would benefit from less going on to hinder and compromise the brand colours. Refer to the brand guidelines and consider moving the logos and advertisements to a separate page, allowing the brand colours to breathe and become apparent.

	Font: Incorrect web font has been used. 
	Please refer to the brand guidelines for guidance.

	Link back to CILT International: There is a link under ‘CONTACT US’ and a couple of links to CILT International there.
	This page would benefit from a more on brand design, as it’s currently ‘busy’ on the eye.


3. USER INTERFACE DESIGN

	What was checked?
	Action required

	Homepage proposition: There is a stream of news and no actual homepage proposition. So it is unclear what CILT do. 
The rolling banners at the very top of the page are the only clue as to what CILT is about and they are not well designed and the messages are not good and are not on brand “Think of us as your introduction to a higher tax bracket”, The way forward for industry professionals” and “Consider it a career freeway rather than a pathway”.
	Consider the layout of the homepage and introducing the ‘Stronger Together’ statement. Change the copy and focus it more concisely on what CILT do. Please refer to the brand guidelines for guidance and look at the main website: http://ciltintenational.org/ 

	Design: The design is too busy with adverts and logos (not obvious who they are and why they are there and some of the images are quite fuzzy) running down the left and right sides - this reduces the space CILT actually have to communicate. This also makes the font too small and adds to the feeling of being squashed.
	Would benefit from being more ‘on brand’ as per the points above and with some clean dynamic photography. 

Please refer to the brand guidelines for guidance and look at the main website: http://ciltinternational.org/

	Typography: The font is incorrect, too small and the layout needs looking at to allow the typography to communicate visually successfully.
	Would benefit from more space, and being ‘on brand’. Please refer to the brand guidelines for guidance and look at the main website: http://ciltinternational.org/

	Favicon: The correct favicon has been used.
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	Feedback: Button feedback wasn’t smooth. Sometimes the links underneath the tab titles just disappeared when you went to press on them.
	The website would benefit from better feedback on mouse-overs and clicks so users can access the information. 

	Text within images: This is poor practice for accessibility reasons for people using screen readers but also for Google and SEO purposes (Refers to previous firework image).
	Please remove text within images and have as html / text instead.

	Accessibility: There appears to be text on the firework image – is not legible over the image due to poor contrast.  

Copy disappears underneath the top purple banner.

Further reviewing on 24 October, the home page image has changed to advertise the 2018 Annual Excellence & Innovation Awards. There is a typo in this Your are should be You are.
	Change contrast or images. Consider moving this article and image from the first thing you see on the homepage.

Look at the CMS to fix the hidden copy issues.

Make copy change.



	Responsive: This website is responsive to mobile devices. 
	However, the navigation and font size provides a poor user experience and should be made more mobile-friendly.

	
	


4. CONTENT AND INFORMATION ARCHITECTURE 

	What was checked?
	Action required

	Country selector iframe: Present
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	Navigation: Two levels of main navigation have been used. The way content has been grouped is somewhat confusing and doesn’t provide a smooth or clear user-centered experience.
	Suggest navigation is condensed and rationalised under fewer labels.

	Find membership details: There was a dedicated area for membership.
	The ‘Contact Us’ button is directly underneath and conflicting with being able to access Membership information easily as the mouse jumps to ‘Contact Us’ rather than the links contained within  Membership.  

	Broken links: There are no broken links across the website, or dead-end links. 
	Once the site has been re-designed and refined, suggest using a free link checker again. Like this http://www.brokenlinkcheck.com/ or similar

	WiLAT and YP check: There is not a dedicated area called WiLAT or YPS. There is mention of WiLAT and YP in the news on the homepage. And a few email links within ‘Contact Us’ but it  is not prolific.
	Create an area and new content for this ASAP. Using brand guidelines. 

	Quality of content: This varies across the website. On the whole it is confusing and busy which isn’t creating a good communicative platform for CILT Australia. 

The copy disappears underneath the top purple banner.
	The font needs to be ‘on brand’ and larger, with more space on the site to communicate, therefore remove the logos and advertisements down both side margins. 

Look at the CMS to fix partly hidden copy.

Please refer to the brand guidelines for guidance and look at the main website: http://ciltinternational.org/

	Contact details: There is a tab on the top navigation bar but it sits underneath ‘Membership’ on a 2nd row and looks squashed/compromised.
	The mouse rollover doesn’t work smoothly. Fix this ASAP when the amount of tabs in the navigation bar  is reduced.

	News: There is a news flow section on the homepage but not a dedicated content area in the navigation bar.  There is recent news present which is good although it would be better to have the newest at the top rather than the bottom.
	Consider a dedicated area for this rather than the home page. Please refer to the brand guidelines for guidance and look at the main website: http://ciltinternational.org/


5. SOCIAL MEDIA 

	What was checked?
	Action required

	Social media links: There are OFF BRAND icons for all 3 social media links in TWO places on the site. In the top banner and footer area.

2 of the links currently go to their dedicated country website BUT LinkedIn does not.  
	Please refer to the brand guidelines for guidance and look at the main website: http://ciltinternational.org/


	LinkedIn account: Unable to locate from website

Link found: https://www.linkedin.com/company/chartered-institute-of-logistics-and-transport-in-australia/
No likes and not active. Incorrect logo used. 
	Consider capacity and whether this account should be worked on and brought up to speed. Please refer to the brand guidelines for guidance.

	Facebook account: Located from website. 

Like: 551 people like this page.
Last updated: April 2016
	Update the banner with some engaging photography and use the correct avatar. Please refer to the brand guidelines for guidance.

Consider capacity and whether an account should be retired given the period of inactivity. Assess whether this is due to capacity or training issues.



	Twitter account: : Located from website. 

Followers: 453 people 
Last updated: August 2018
	Images used are very stock and transport based, Refer to brand guidelines.

Consider capacity and whether an account should be retired OR worked on. There certainly seems  to be interest within CILT Australia to use Twitter. 

The feedback on posts is low - Consider assessing whether this is due to capacity or training issues and quality of content. 

	
	


