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INTRODUCTION WEB SITE AUDIT
Tune-up or redesign,a wehsite audit 1. Speed/Technology
is a necessary start to the process and * Does home page load time seem reasonable?
the results will help to define what is Page load time on 56k dial-up
needed to keep a site competitive and Page load time on DSL/Cable
in good working order. The website Page load time on T1/T3
audit doesn’t replace a design brief, * If the site entrance is a Flash animation, is there a skip-intro
which, will benefit from the audit option? Or can you access the main navigation quickly?
results. * Is there a non-Flash alternative? Do you need one? Is there a
You can do the audit yourself, how- way to download plug-ins?
ever, it's recommended that others, » Can your visitor use the back-button to get back to where they
not involved in the management of came from?
the site, give their perspectives too. * [s the site cross-browser and cross-platform (MAC and PC)
When you use outside auditors they compatible?
will need to be educated on the site’s * Do all graphics on the page load? Are there broken images,
objectives and the profiles of the type broken links, or overlapping type?
of visitors you are trying to attract. * Does the site use statistics monitoring software?
* Does the site appear correctly at 800 x 600 resolution and
Keep in mind: above? How about on larger screens?
1. The website audit is meant to * Do the audio and video clips work well?
be part of an overall planning * How does the overall speed compare versus the #1 or #2
process. competitor?
2. Because similar websites are
often browsed for comparison 2. Appearance
purposes, questions about your * Is the overall look and feel of the site pleasing?
competition are beneficial. * Is the page layout and use of color, fonts and images consis-
3. Skip any questions not relevant tent throughout the site and with your current branding?
to the site being audited. * Is the design appropriate for the purpose of the site and for

the intended audience?

e Are the images relevant to the content?

* Rate the site’s overall appearance versus the #1 or #2 com-
petitor.

3. Structure and Navigation
* Is the content of the site logically organized?
* Are users easily able to find what they want when navigating
through the site?
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* Is the navigation located in the same place on each page of the site?

* Do the pages fit in a browser window or do you need to scroll?

* Can users get to key information with a minimal number of clicks_ two or three?
* Is there a site map or index?

e Are the naming and labeling of links clear?

* Is there a search feature on the site?

* Rate the site’s ease-of-use versus the #1 or #2 competitor.

4. Content

* Is the main purpose of the site immediately clear from the home page?

* Are the key messages immediately evident?

* Is there a call to action?

* Is the content well-written and free of misspelled words and errors?

* [s the content fresh?

* Is the content easy to scan? Is it easy to understand?

* [s the contact information easy to find, and does the site offer a number of ways to reach the organiza-
tion? Is there an easy way to ask questions?

e Is there too much content? Not enough?

* Is there an easy way for the site owner to make changes?

* Does the source code contain search engine-friendly HTML titles, key words and descriptions?

* Do the photographs have corresponding captions?

* Is the site as well-written as its #1 or #2 competitor?

5. Interactivity
* Do all components of the site function well_ links, interactive forms, scripts, etc.?
* Do the online devices_ shopping, live chat, registration, etc., work? Are they relevant to the site?
* Does the site collect e-mail addresses or other user information? Why?
* Does the site have a privacy policy?
* What functionality does competition have that should be added to this site?

6. Search Engine Optimization
* How easy is it to find the site on major search engines?
Search Engine Ranking#
Google
Yahoo
MSN
AOL
Excite
Lycos

© 2008 CARTY DESIGN + MEDIA. + 1 604 609 6604 info@cartydesign.com



CARTYDESIGN:meDn1aA

visual communication :: interactive by design

"*-vg,':- a il "ﬁ t‘-ﬁJ .

Pras‘ideT

A‘:ﬁy \.‘1H

* Are the keywords, in the source code, title, description, etc. on all the major pages?
* Does the site utilize any third-party software that tries to trick the search engines?

7. E-Commerce
* Is it clear what you are selling?
* Is the purchasing process clear?
e Can I find what I want to buy quickly?
* Does the site explain why someone should buy the product versus the competitor’s?
* How does the site’s overall shopping experience compare versus the #1 or #2 competitor’s?

8. Marketing Communications
* Are the site’s key online marketing messages clear?
e Are the online messages consistent with offline messages?
* If the site posts press releases, do they have clickable links embedded in the copy?
* Does the site include print ads? Articles? Radio? TV spots? Are they relevant?
* If the site has promotional microsites, are they consistent in look with the main site?

If you have any questions or would like CD+M to conduct your website audit, please contact us at:

T +1 604 609 6604
info@cartydesign.com
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