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1. CREATING A JOURNEY
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	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.

	N/A [image: image3.png]N

<






2. BRAND COMPLIANCE

	What was checked?
	Action required

	Logo: Correct logo is used. 
	Consider if there is adequate exclusion space around the top and bottom.

	Photography: using dark polarised / treated imagery, too stock, transport / logistics-based. 
	The website would benefit from having more positive images that include people. Please refer to the brand guidelines for guidance.

	Tone of voice: Very matter of fact, doesn’t feel inclusive or engaging.
	Change text. Please refer to the brand guidelines and look to soften the copy.

	Colour: The correct brand colours have been used.
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	Font: Incorrect web font has been used. 
	Please refer to the brand guidelines for guidance.

	Link back to CILT International: No apparent link back to the main website: http://ciltinternational.org/
	Please add in links back to the main, international the main website: http://ciltinternational.org/


3. USER INTERFACE DESIGN

	What was checked?
	Action required

	Homepage proposition: Currently: “The Chartered Institute of Logistics and Transport’s vision is to be recognized globally as the first choice professional body for Supply Chain, Logistics and Transport. Enabling growth within the profession, professional development, reputation and membership.”
	Change text. As per the imagery, the key proposition for the website is too transport / logistics-based and could sound more like a logistics company than an organisation that helps people progress in their careers.

	Design: The design is dark with heavy use of what looks like polarised photography behind the copy. Text boxes are floating on the page and information flows down in a confusing way.
	Would benefit from being more ‘on brand’ as per the points above and with updated photography. Please refer to brand guidelines.

	Typography: Feels too busy and cluttered and correct font is not used consistently. 
	Would benefit from a few less font sizes and the correct font being used. Refer back to the main, international website: http://ciltinternational.org/ and brand guidelines for guidance.

	Favicon: A correct favicon has been used.
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	Feedback: Button feedback was OK but too subtle.
	The website would benefit from better feedback on mouse-overs and clicks so users are aware you have rolled over the drop down navigation tabs. 

	Text within images: None are present but note: this is poor practice for accessibility reasons for people using screen readers but also for Google and SEO purposes.
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	Accessibility: No issues detected.
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	Responsive: This website is not responsive to mobile devices and cuts text off when you try and use the links. Logo is too small.
	Suggest this is rectified with new, responsive CSS, as Google will mark the site down for this, and it doesn’t create a great user experience.

	
	


4. CONTENT AND INFORMATION ARCHITECTURE 

	What was checked?
	Action required

	Country selector iframe: Missing.
	Please add to the top of the website. See http://ciltinternational.org/ and refer to the brand guidelines.

	Navigation: On the ‘About Us’ page there are two navigation bars, one at the top and a gold one part way down There is also a bar on the right that indicates how far down the page you are and you can click on this to move yourself up or down. The way content has been grouped is somewhat confusing and doesn’t provide a smooth or clear user-centered experience. 
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	Suggest navigation is condensed and rationalised under fewer labels. It’s all very busy and doesn’t create a good user experience.  

See http://ciltinternational.org/ for layout guidance and refer to the brand guidelines.

	Find membership details: There was a dedicated area for membership.
	The copy isn’t very inspiring. See http://ciltinternational.org/ and refer to the brand guidelines.

	Broken links: Unable to test, you still have your Robots.txt file in place.

	Remove robots.txt as this will be blocking Google from crawling the website and then use a free link checker such as https://www.brokenlinkcheck.com/ or similar.

	WiLAT and YP check: There was an area called students but no clear content for WiLAT or YPs.
	Add / create new content for this area asap. See http://ciltinternational.org/ and refer to the brand guidelines.

	Quality of content: This varies across the website. 
	Unsure it is clear that the wording ‘Chapters’ (navigation tab) conveys states within North America very clearly. Is an ‘Account’ tab necessary? There is a lot of information going on in this site and a new order of navigation would be beneficial. 

Some pages are blank (Announcements), some short and easy to read and others are unwieldy pieces of content like About Us which would benefit from filtering. Do all the Directors need listing on the About Us page? This currently feel a little overwhelming and uninspiring.

Suggest the site layout  is redesigned to provide a more focused and centred informative experience with main content being centre stage. Pages without content should be hidden or new content created asap.

See http://ciltinternational.org/ and refer to the brand guidelines.

	Contact details: Easily accessible in top navigation bar.
	Consider adding a footer on the website to include this information too. See http://ciltinternational.org/ and refer to the brand guidelines.

	News: There isn’t a news section although there appears to be a list of updated events that would lead to news – these are currently not laid out in a very engaging or easy to read way.
	Consider whether there is a capacity to create a news section, add fresh content and make more use out of these events. 

See http://ciltinternational.org/ and refer to the brand guidelines.


5. SOCIAL MEDIA 

	What was checked?
	Action required

	Social media links: No links out to social media accounts on the current website.
	Please refer to the brand guidelines for guidance.

	LinkedIn account: Unable to locate from website

Link found: https://www.linkedin.com/company/ciltna---greater-toronto-area-chapter
Likes: 31 followers

Last updated: It hasn’t been
	Consider capacity and whether account should be retired given the period of inactivity. Assess whether this is due to capacity or training issues.

Please refer to the brand guidelines for guidance.

	Facebook account: Unable to locate from website. 

Link found: https://www.facebook.com › Places › Ottawa, Ontario

Like: 20 people like this page.
Last updated: September 2018
	Update the banner/cover image with less stock imagery and use the logo correctly. Please refer to the brand guidelines for guidance.

Consider capacity and whether an account should be retired given the following. Assess whether this is due to capacity or training issues. Can this be made successful?

	Twitter account: Unable to locate from website or search
	Consider capacity and whether an account should be created. Please refer to the brand guidelines for guidance.



	
	


