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	Evaluation
Respond to each question 

	
Section 1 – Usability

(75 words maximum for each answer)

	Question 1a - How quickly and easily does the website load? 
Answer: The site is reasonably fast in loading and the main pages open in a reasonable amount of time. It is image-driven and contains numerous event listings thus some sections might be marginally heavier than a very basic site, yet it is easy to use in general. The best one is that major activities including, Start Here, Timetable and Book Now can be seen early enough and therefore a new visitor can start using it immediately.





	Question 1b - Does the website contain many sub-pages? How does a prospective customer navigate these? 


	Answer:
Yes. Yoga Reading consists of a number       of sub-pages, such as timetable, events, courses, pricing, teachers, FAQ, contact, clinic and shop. The first thing a prospective customer will do is to scroll these with the help of the top menu and the repeated call-to-actions buttons like Start Here, See Timetable and Book Now. The footer also serves to enable the user to identify testimonials, prices and contact details and hence the navigation structure is clear in general.







	Question 1c - Can a customer make a booking via the webpage? 
 

	Answer: Yes. The customer may do a booking over the site. Book Now and Buy Now are buttons which bring the user to the Punch pass booking system, where they can select classes, passes and timetables. This renders the process of the browsing to the booking straightforward. The availability of pricing options and links to book on the home page is useful because they are not located on the bottom of the site.


	Question 1d - What improvements could be made to the usability of the website?


	Anwer: The home page could be made shorter and less scrolling required to access relevant information. First time users would be assisted by a sticky booking button, more explicit filtering of the type or level of the classes or a more visible breadcrumbs on deeper pages. The small search functionality of classes, events or teachers would make the site even faster to use.




	Section 2 – Pleasure – Customer Experience

(75 words maximum for each answer)

	Question 2a – How pleasant does the webpage look?  Are there any differences in appearance on a mobile phone versus a computer? 


	Answer: The site appears peaceful, friendly and appropriate to a yoga brand. The photography and the colours provide an image of wellness, and the layout is friendly instead of business. The broad arrangement provides greater space to pictures and parts on a computer. The layout seems to arrange the content in a more basic vertical obelisk on smaller screens, which is convenient, but long pages might appear more crammed on a phone.


	Question 2b - How does the website use imagery, video and colour? 


	Answer:  Yoga Reading employs light colours, studio photography and lifestyle to make the setting serene. The graphic design promotes concepts of health, harmony and society. The site is not overloaded with an embedded video, which makes the design rather simple. It is effective in terms of consistency of the brand, and a brief introductory video would help to build the interaction with new visitors.


	Question 2c – Has the website made use of an online chat tool on the website? How effective is this to enquire about the product or service? 
 

	Anwer:  The site did not have an online chat tool. Customers are also channelled more towards booking links, email, phone and social media in enquiries. It is good in a small local business, but live chat may enhance the speed of response to questions of beginner classes, pricing or availability. Some users can even abandon the site without requesting assistance without chat.


	Question 2d – How effective are the social media links on the website?


	Answer: The use of social media links is helpful as they connect the site to Facebook and Instagram where a yoga business can demonstrate the activity in the community, class culture and updates. They bring in credibility and assist the customers in checking the brand activeness. The links, however, are not the most potent conversion tool in the site since they are more supportive rather than the centre of the booking process.


	
Section 3 – Perceived Value

(75 words maximum for each answer)

	Question 3a - How are the services offered by the company made clear to customers?


	Answer: The services are demystified with different sections such as classes, events, courses, on-demand content and pricing. The practice provided is also described in the homepage like Ashtanga, Vinyasa, Pilates and Yin. This guides the customers on the variety as well as the target population. The fact that it directs beginners who might not have an idea of what type of class to take is particularly helpful in Start Here.


	Question 3b - How are customer reviews made available? Are these up to date? 


	Answer: The reviews given by customers can be found on a specific testimonials page. This can be useful as it unites the experiences of other customers and environments, such as yoga classes in the workplace and yoga studio. Nevertheless, certain of the testimonials are older, and not everyone is obviously dated, therefore, it does not always convey freshness on the page. The reviews continue to create a sense of trust, yet the time stamping is quite recent and should have created greater credibility


	Question 3c – How is the service presented as high quality? For what reasons would you use the company’s service or recommend to a friend or family member? 


	Answer: The website presents the service as high quality by emphasising experienced teachers, specialist programmes, visiting educators and a supportive community. It also gives practical information about class styles and learning pathways. I would consider using or recommending the service because the brand feels welcoming, knowledgeable and well organised. The combination of clear booking, strong testimonials and visible pricing makes the offer feel trustworthy.


	Question 3d -   Are prices made clear to customers? If yes, do the prices reflect the quality of service shown? If no, why do you think the company has chosen not to include prices? 


	Answer: Yes. The visible options which include the intro pass, studio drop-in, online drop-in and class passes make the prices clear in the site. This is one of the strengths as the customers are able to compare the options instantly. The prices also appear to be in line with the expertise character of the studio, types of classes offered, and professionalism in the presentation of teachers and facilities. By displaying the prices online, it improves transparency and build trust (Websites for Bookkeepers, 2025).

	Section 4 – Searchability


	Question 4a - What three words would you type into Google to find this type of service? 
	1. yoga classes Reading

	
	2. Reading yoga studio

	
	3. Ashtanga yoga Reading

	Question 4b - When you type these words into google, does the company’s website appear in the top ten websites? 


	Answer: Yes, data about the company can be located when searching upon the appropriate local keywords, particularly when both the service and the area are considered, like in the case of “yoga classes Reading” or the Reading yoga studio. It seems to be the most powerful in branded and local-purpose searches as opposed to very broad national terms. In general, it has a decent searchability among the local customers that are familiar with the town or seeking yoga in Reading.


	Section 5 – 
Reflection and conclusion
(120 words maximum for each answer)

	Question 5a - Do you feel that websites still have relevance in modern UK business? Explain your answer. 

	Answer: Yes, websites are still very relevant in the contemporary UK business. Customers will look at the social media but the primary space where they can find credible information, prices, booking facilities, reviews and contact details will be a site. It also places a business in a better position to exert more control over branding and end user experience over third-party platforms. The site can serve as the hub between search, trust and online booking, in the case of local services such as yoga


	Question 5b - If you were to make one recommendation about how to improve the website of your chosen company, what would it be? Why have you suggested this improvement? 


	Answer: I would primarily suggest that it should add a more precise filtering and segmentation that should be offered to the users in the beginning of the journey. As an example, prior to being shown the classes, visitors could select either of the following: Beginner, Experienced, Online, In Studio or Pregnancy. I would recommend this since yoga customers do not always come with the same needs and confidence. Greater filtering would help lessen the confusion and accelerate the decision-making process and probably facilitate more first-time visitors making a booking.
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