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O V E R V I E W

Executive Summary

This report presents findings from an SEO health audit and independent UX review of 
example-co.co.uk, conducted by The Essential Agency in June 2026. The audit data was 
generated via SE Ranking; the UX and messaging review was conducted against the live 
homepage with a cold, brand-unaware audience in mind.

The site has clear strategic direction and strong sector positioning within commercial property 
IT. However, technical debt is suppressing performance, and several UX and messaging 
weaknesses are limiting conversion from cold traffic. Addressing the priority issues in this 
report will improve both search visibility and lead quality.

68/100 HEALTH SCORE

148 ERRORS

323 WARNINGS

1,426 TOTAL ISSUES
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E X E C U T I V E  S U M M A R Y

Key Observation

“
A health score of 68 is mediocre for a business targeting procurement decisions at 
Customer One, Customer Two, Customer Three and similar. These are research-led 
buyers. A technically weak site sends a trust signal before a conversation has started.
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1 .  T E C H N I C A L  &  S E O  I S S U E S

1.1  Errors — Fix Immediately

The following errors are actively harming crawlability, page load performance, and user experience right now.

3XX Images (57 pages)

Images across 57 pages are serving via redirects 
rather than direct URLs. This causes slower load 
times and frequently results in broken or missing 
visuals in the browser. For a brand selling smart 
digital infrastructure, broken images on your own 
site are a damaging contradiction.
• Audit all image src attributes and update to their final 

destination URL.
• Common cause: CDN migration or domain change 

where image paths were not updated.

External JavaScript with 3XX, 4XX or 
5XX Errors (57 pages)
Third-party JavaScript files referenced across 57 
pages are returning redirect or error responses. This 
silently breaks analytics, tracking pixels, and any 
associated functionality on those pages. These are 
likely legacy script references from a previous 
platform or CDN.
• Audit all external script tags and remove or update 

any returning non-200 responses.

Redirect Chains (16 pages)

Sixteen pages are passing through multiple redirect 
hops before landing. Each hop adds latency and 
loses a portion of link equity. The affected URLs 
include legacy service paths such as /managed-it-
support/it-support and /cyber-security/sat —
indicating these are post-restructure leftovers.
• Map all redirect chains and collapse them to a single 

301 from origin to final destination.
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1 .  T E C H N I C A L  &  S E O  I S S U E S

1.1  Errors — Fix Immediately  (continued)

Invalid robots.txt (1 issue)

The robots.txt file is flagged as invalid. This is a foundational file that controls how 
search engines crawl the site. An invalid file can produce unpredictable crawling 
behaviour and should be treated as an urgent fix.
• Validate the robots.txt file at robots.txt tester in Google Search Console.
• Ensure Disallow rules are not accidentally blocking key service or landing pages.

4XX HTTP Status Code (1 page)

One page is returning a 4XX error. The affected URL (/cdn-cgi/l/email-protection) 
suggests a Cloudflare email obfuscation path that is being crawled directly. Confirm 
whether this should be excluded from crawling via robots.txt or resolved at the 
server level.
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1 .  T E C H N I C A L  &  S E O  I S S U E S

1.2  Warnings — Address in Next Sprint

Page Indexability: 52.6% Not Indexable

204 of 388 crawled pages are not indexable. The 
breakdown shows the majority are blocked by meta 
noindex tags (156 pages), which is likely intentional 
for tag and category archive pages. However, the 
following must be verified:
• Confirm no service pages, landing pages, or case 

studies have been accidentally noindexed.
• Review the 47 pages excluded due to non-200 status 

codes.

3XX Redirects in XML Sitemap (7 URLs)

Seven URLs submitted in the XML sitemap are 
returning redirect responses rather than resolving 
directly. Sitemaps should only contain canonical, 
indexable 200-status URLs. Update the sitemap to 
reflect current final destination URLs.

Duplicate Page Titles (15 pages)

The /news/page/2 through /news/page/13 pagination 
and case study pages all share identical title tags. A 
cold visitor finding page 7 of the news archive via 
Google will see a meaningless title in the SERP. 
Add page number context dynamically: e.g. “News | 
Page 7 | Example Co.”.
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1 .  T E C H N I C A L  &  S E O  I S S U E S

1.2  Warnings — Address in Next Sprint  (continued)

Title Too Long (28 pages) / Description Missing (17 pages) / 
Description Too Long (19 pages)
A significant volume of pages have meta issues that will affect how the site appears 
in search results to a cold audience who has not yet visited. Titles truncated in the 
SERP reduce click-through rates. Missing descriptions result in Google generating 
its own — often poorly suited to conversion.
• Conduct a full meta audit across all service and content pages.
• Target titles under 60 characters and descriptions between 140 and 160 characters.

Duplicate H1 (15 pages) / Identical Title and H1 (18 pages)

Pagination pages sharing the same H1 indicate the CMS is not differentiating 
paginated content. Pages where the H1 mirrors the title tag exactly represent a 
missed opportunity to use complementary keyword variants across both fields.

Internal Links to 3XX Redirect Pages (179 pages)

A substantial proportion of the site links internally to pages that redirect rather than 
to their final destinations. Each of these wastes a crawl request and fractionally 
dilutes link equity. Once redirect chains are resolved, update internal links to point 
directly to final URLs.

Alt Text Missing (57 pages)

Images across 57 pages are missing alt attributes. This affects accessibility (WCAG 
compliance), image search discoverability, and is an easy win for on-page SEO 
across the content library.
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2 .  C T A  R E V I E W  — P L A C E M E N T  A N D  S U I T A B I L I T Y

What Works Well
The following assessment is made with a cold, brand-unaware audience in mind i.e. someone who has arrived at the homepage for the first time via a search, a 
referral link, or a LinkedIn article.

• The hero CTA “Request a Technology Assessment Now” is well-positioned and uses consultative framing rather than transactional. A 
cold prospect in commercial property is more likely to engage with a free assessment than a sales call.

• The bottom-of-page CTA reinforces the message with useful context: it explains what the assessment covers before asking for 
commitment. This is good practice for considered B2B purchases.

• The Wired CTA “Start Your Certification Journey with Confidence” has strong intent-matched copy for anyone already researching 
certification.
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2 .  C T A  R E V I E W  — P L A C E M E N T  A N D  S U I T A B I L I T Y

What Needs Attention

• “Request a Quote” appears mid-page before the prospect has seen case studies, understood scope, or had any reason to trust the brand. For a 
cold audience, this is premature. Consider replacing with a softer ask such as “Explore Our Case Studies” or “See How It Works”.

• The Wired section assumes the reader already knows what Wired accreditation means. A one-sentence explainer before the CTA removes a 
friction point for uninitiated visitors.

• There is no low-commitment conversion path on the homepage. No email capture, no content download, no guide. For a cold audience not yet 
ready to request a quote, there is currently nowhere to go. A single lead magnet, for example, a guide to building connectivity standards or a ROI 
calculator, would capture prospects earlier in their decision-making process.

R E C O M M E N D A T I O N

Add one mid-funnel CTA, such as a downloadable guide, white paper, or self-assessment tool, between the sector section and the Wired section. This gives 
cold visitors a reason to stay engaged without requiring them to commit to a conversation.
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3 .  C O N T E N T  A N D  N E W S  C A D E N C E

Content and News Cadence

The news section is active and well-populated. Topics including digital premiums in commercial property, Wired certification, cybersecurity for smart buildings, 
and the BT copper switch-off demonstrate genuine sector expertise and a consistent publishing programme.

Importantly, the content is positioned around commercial property outcomes rather than generic IT topics which is the correct strategic approach for the 
intended audience. However:

• News pagination pages (/news/page/2 through /news/page/13) all share duplicate titles and descriptions. These pages are poorly presented in search 
results and represent a quick-win fix.

• The case studies section is strong in terms of client names (Customer Four, Customer Five, Customer Six, Customer Seven, Customer Eight). These 
are credible reference points for a cold commercial property audience. However the homepage bullet-point summaries of three case studies lack hard 
metrics - see Section 4.

• Blog content under /it-services/ includes several generic SME IT support articles (outsourcing IT services, common IT issues, customer satisfaction) that 
do not align with the commercial property positioning of the rest of the site. These create a mixed signal for first-time visitors and should either be 
updated, redirected, or canonicalised.
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4 .  U X ,  P A G E  C L A R I T Y ,  A N D  M E S S A G I N G

Homepage Structure
The overall page flow is logical: hero → value proposition → ROI statistics → sectors → WiredScore → customer logos → case studies → FAQ → final CTA. 
This is a sound structure for a considered B2B purchase.

W H A T  W O R K S  W E L L

• The ROI statistics section is the strongest trust-building element on the page. Third-party data removes the need for Example Co. to make 
claims about its own impact. This is exactly the right type of content for a cold, sceptical audience.

• The customer logo strip (Customer One, Customer Two, Customer Three, Customer Nine) provides immediate validation for any 
commercial property professional landing on the page for the first time.

• Sector-based navigation placed first in the menu allows cold visitors to self-qualify quickly which is a good structural decision.
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4 .  U X ,  P A G E  C L A R I T Y ,  A N D  M E S S A G I N G

What Needs Attention

Homepage H1

The current H1 “Managed IT Solutions for Commercial Buildings” is accurate but functional. It lists what the company does rather than solving the reader's 
stated problem. For a cold visitor, the opening line should create an immediate recognition moment.

S U G G E S T E D  A L T E R N A T I V E

Consider an outcome-led H1 such as: “Make Your Buildings Easier to Let and Harder to Leave” or “The IT Partner That Helps Commercial Properties 
Command Premium Rents”. Both speak to the landlord/agent's commercial objective rather than the technical solution.
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4 .  U X ,  P A G E  C L A R I T Y ,  A N D  M E S S A G I N G

What Needs Attention  (continued)

Proven Results Section

The three bullet-point case study summaries 
(Customer Five, Customer Ten, Customer Six) are 
brief to the point of being unconvincing. Each reads 
like a placeholder rather than a persuasive proof 
point. A cold audience scanning this section will not 
be moved by “delivered fast, secure internet”.
• Add at least one hard outcome metric per entry. 

Examples: void period reduction, occupancy change, 
time-to-connectivity for new tenants, Wired tier 
achieved.

FAQ Section

The FAQ section is appropriate for a cold audience 
with basic qualifying questions, but “How much do 
your IT services cost?” without even a pricing model 
or range will frustrate prospects who have made it 
that far down the page. Consider providing a 
transparent answer framed around the scoping 
process rather than a blank deflection.

Navigation Services Dropdown

The services navigation is comprehensive and 
technically organised (Azure Licensing Services, 
Network-as-a-Service, etc.). This level of detail is 
appropriate for a warm visitor in evaluation mode but 
can overwhelm a cold visitor who has not yet 
established category fit. The Sectors navigation 
being primary in the menu largely offsets this which 
is a good structural decision that should be 
preserved.
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5 .  L A N G U A G E  A N D  T O N E  A S S E S S M E N T

Language and Tone Assessment
The homepage largely avoids generic IT jargon and speaks to commercial property outcomes. Phrases such as “future-proof your commercial properties”, “attract premium 
tenants”, and “measurable ROI” are appropriate for the target decision-maker who is a property owner, asset manager, or letting agent rather than an IT manager.

Areas where language still creates friction for a cold, unaware audience:

• “Wired Accredited Professionals” is introduced without explanation. For a reader encountering Wired for the first time, this reads as credential-dropping rather than 
value communication. Add a one-line explainer: what it is, and why it matters to their occupancy or asset value.

• “Enterprise-grade cybersecurity” in the value proposition bullet list is a phrase used by most IT providers and will not differentiate. Consider replacing with a specific, 
outcome-oriented equivalent.

• The subpage /it-services/ content uses language and structure more suited to generic SME IT buyers than commercial property professionals. If this content is to 
remain live, it needs reframing or it risks diluting the brand positioning established on the homepage and sector pages.

OVERALL TONE VERDI CT

The site has made meaningful progress in positioning away from generic IT provider language and towards the commercial property sector. The gap to close is in the specificity of 
proof points and the treatment of first-impression moments such as the H1, the mid-page CTAs, and the case study summaries.
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6 .  P R I O R I T Y  A C T I O N  P L A N

Priority Action Plan  (1 of 2)

The following table summarises all recommended actions in priority order. Critical items should be addressed before any further content or campaign activity.

# ISSUE PRIORITY ACTION REQUIRED

1 3XX images across 57 pages Critical Update all image src attributes to final destination URLs

2 External JS with error responses (57 pages) Critical Audit and remove or update all external script tags returning non-200 codes

3 Invalid robots.txt Critical Validate and fix via Google Search Console robots.txt tester

4 Redirect chains (16 pages) Critical Collapse all multi-hop chains to single 301 from origin to destination

5 3XX redirects in XML sitemap (7 URLs) High Update sitemap to contain only canonical 200-status URLs

6 Duplicate / missing / oversized meta titles and descriptions High Conduct full meta audit; add page numbers to pagination titles

7 Alt text missing (57 pages) High Add descriptive alt text to all images sitewide

8 Internal links pointing to 3XX pages (179 pages) High Update internal links to point directly to final URLs post redirect fix
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6 .  P R I O R I T Y  A C T I O N  P L A N

Priority Action Plan  (2 of 2)
# ISSUE PRIORITY ACTION REQUIRED

9 Mid-page Request a Quote CTA High Replace with lower-commitment CTA for cold audiences (e.g. case studies link)

10 No mid-funnel lead capture High Add downloadable guide or self-assessment tool as a lead magnet

11 Weak case study proof points on homepage High Add one outcome metric per bullet summary in Proven Results section

12 Homepage H1 is product-led not outcome-led Medium A/B test an outcome-focused H1 that speaks to landlord/agent objectives

13 WiredScore section lacks explainer for cold visitors Medium Add one-sentence context on what Wired accreditation means and why it matters

14 FAQ pricing question unanswered Medium Add transparent answer about the scoping and pricing process

15 Generic /it-services/ content misaligned with positioning Medium Reframe, redirect, or canonicalise SME IT content that conflicts with ICP positioning
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A P P E N D I X  &  C O N T A C T S

About This Report

This report was prepared by The Essential Agency, a B2B technology marketing agency. Audit data was sourced from SE Ranking. UX 
and messaging findings reflect independent expert review against the live site as accessed in June 2026.

For questions about this report or to discuss next steps, please contact your account team at The Essential Agency.

theessential.agency  |  +44 (0) 203 476 7455|  hello@theessential.agency


