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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? 

The page loads at a normal pace; it is not instantaneous. It does not feel slow, though. On a desktop, content displays in a matter of seconds. The fact that it takes a little longer on slower mobile networks indicates that the speed varies depending on the network and device being used. There is hardly much animation and the images are light. By reducing background script, transitions and refining images size could include speed.


	Answer:  quick and efficient, pixel is good. I was able to see it within seconds but would also depend on the internet or 5g of the person who is researching it 


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


	Answer: 
  
The website has a few core pages. Home, The Clinic and Contact. There are no drop-downs or deeply nested pages. Navigation is handled through a simple top bar menu. Each section opens separately, and users most returned to the menu to explore other content. The design is clear but lacks features like internal links, service categories or search function, which could enhance customer ease when navigating through available options.


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

	Answer: 

The main pages on the link are; Contact, The Clinic, and Home. Deeply nested pages and dropdown menus are absent instead you can find a straightforward menu in the top bar which handles navigation. Users typically return to the menu to explore other material, each section opens independently. Although the design is straightforward, it lacks elements that could make it easier for customers to navigate through the available options, such as internal links, service categories, and a search function.


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


	Answer: 

Clearer service listings, mobile-friendly layout, and an online booking mechanism would all improve usability. The entire experience would be enhanced by adding visible contact buttons, internal links to certain treatments, and a sticky navigation bar. FAQs and a more obvious call to action could help make it easier for new visitors to get started. These adjustments would lessen the need for phone calls to obtain basic information and assist clients in finding what they need promptly.


	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 website features a professional yet simple layout and a standard clean lock. It feels tidy and simple to navigate on a computer, but on a mobile device, the text may seem crowded and the spacing may not always be responsive. The user experience is marginally impacted by certain design elements that don't scale smoothly. Enhancing the website's mobile responsiveness would improve its visual appeal for visitors using smartphones or smaller tablets.


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


	Answer:

The website uses limited imaginary and no video content. It relies on neutral soft colour palette which fits the spa theme, but it lacks visual richness or variety. There are no treatments photos, common team images or environment shots, which makes it feel less personal and engaging. Adding more high-quality visuals could help emotionally connect with customers and show their relaxing experience their spa promises to provide.


	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? 
 

	Answer:

The website does not have an Al chat feature. Customers are instructed to call the number when they have questions or want to make reservations. The lack of a lifetime function could make things less convenient. Particularly for those who, after work hours, are searching for fast responses. The customer service procedure would become much more current and user-friendly with the addition of an AI chat.


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


	Answer: 

Links to social media platforms like Facebook and Instagram are not prominently displayed on the website. This restricts the ways in which clients can follow or interact with the business beyond its website. Additionally, these links would foster trust, enable continuous interaction, and display client endorsements, images, and promotions. Through community engagement and content sharing, social media integration also increases discoverability and website traffic. This could be a really budget friendly way of marketing.


	
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:

A general description of services like facials, massages, and skin treatments is given on the website. It does not, however, have comprehensive lists or pages of every service. Some users may be deterred by the fact that the majority of consumers called for more information. Clear options and a dedicated services page with descriptions and duration would assist clients understand what's offered without requiring them to get in touch with the company directly.


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


	Answer:

The website itself does not display customer reviews. On a third-party platform, does offer a few external evaluations, but the most are out-of-date and from a number of years ago. It would be beneficial to have up-to-date testimonials shown on the website. To establish credibility and demonstrate recent client happiness. Reviews that are updated frequently help reassure prospective clients about the caliber and reliability of the spa's services as well as the professionalism of its employees.


	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: 

This spa advertises itself as providing a calm, private, and professional setting. The environment for client or individuals with high standards and attention to detail. I would suggest this service provider to anyone looking for seclusion, leisure, and a welcoming staff. The service feels personal rather than hurried, which enhances its reputation as a superior, client-focused experience. The service seems to have high potentials as the business has been open for several years without using multiple marketing tools to bring in clientele. This suggest that they have satisfied regular clients.


	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:

The website does not display any cost information. It's likely carried out on purpose to promote phone calls and provide customised quotes. Although this lessens transparency, set price may also limit flexibility. It would be beneficial to include at least a starting price range. Boost confidence. The absence of prices may also reflect the popular bespoke service model, in which each customer's packages and treatments are customised rather than predetermined.


	Section 4 – Searchability


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

	
	2. Harbone

	
	      3. Birmingham

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


	Answer: 

It is rare for the official website to be listed within the top 10 Google results. Instead, third-party platforms such as Treatwell and Yell appear. Improved SEO (search engine optimisation) could help the website. To increase visibility on search engines and draw in more organic traffic, search engine optimisation techniques such as meta tags, keywords, and social media linking are used to traffic prospective local clients looking for Harborne spa services.



	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: 

Websites are still quite important for contemporary UK firms. 90% of adults in the UK use the internet, and the majority visit websites before making reservations or purchases, according to Statista (2023). Especially in service-based industries like wellness and beauty, a well-designed website enhances credibility and fosters confidence. Additionally, according to Forbes (2022), 75% of customers base their opinion of a company's credibility on its website. Businesses run the danger of falling behind rivals with a more robust web presence if they don't have one. In today's digital environment, a successful website is a vital company tool that facilitates booking, advertises services, and serves as a focal point for consumer interaction.


	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: 

The productivity and customer experience would be enhanced by implementing an online reservation system. 70% of UK consumers prefer to make appointments online, according to GetApp (2022). Both clients and employees benefit from this streamlined procedure. Eden Spa's website is built on the Wix (2023) platform, which has an integrated booking tool that is simple to activate. Online booking tools can decrease no-shows and improve business appointments by up to 30%, claims Zippia (2023). Offering digital convenience in a cutthroat spa industry improves client satisfaction and puts the company in line with contemporary customer demands.
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