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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 website is designed for Eden Spa Harborne has been designed in a way that quickly loads and generates an easy accessing experience for the users. The usual refresh rate is around 1-2 seconds, or even less for each time it is opened or refreshed. The overall website as well as the incorporated elements in the website, all of it gets loaded very fast and easily making the website usage feasible for the users. 


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


	Answer: The website does not have too many sub-pages. There are only four sub-pages, which are showcased towards the top just after the brand logo on the home page. The first sub-page is "Home", the second is "The Spa", the third is "Treatments" and the fourth one is "Contact". It is easy to access all of these pages, as the visitors of the website can visibly see each of the subpages linked on the home page and just by a single click such pages can be visited. 

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

	Answer: There is no direct option to book services from the website. No direct Call to Action button for booking is present on any of the sub-pages of the website. However, the treatments page consists of all service details and the Spa page consists of the calling number for booking. Lastly, the contact page also has the option to directly send messages and contact the spa. Through this page also one can request for booking. 


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


	Answer: A direct communication bot or a call to action button linked with a booking page can be incorporated to enhance the communicative or interactive aspect of the website. The website is informative as it provides a detailed rate and service chart along with some of the basic information about the Spa. However, the creative aspects of the spa are required to be developed more. Pictures of the Spa and consumer testimonials can be added.


	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 look of the webpage is below moderate. Firstly, the webpage does not consist of enough creative elements and attractive spaces, while incorporating only 1 big image on the home page. This limits the attractiveness of the webpage. Further, the information about the spa is also very limited to one or two subpages. Arrangements of texts and images could be more aligned and better, while also the Map feature in the site creates a disturbance due to misplacement. There is only a orientation difference appearing while accessing the webpage from mobile and computer devices. 


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


	Answer: The colour of the website is suitable for its business. It matches with the wellness and skincare focus. However, the imagery aspect is very poor. There is no presence of video, and the used images are also limited. They do not actually communicate about the services provided or the ambience of the Spa, which plays no role in consumer acquisition and engagement.  


	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: One of the major gaps of the website is that there is no incorporation of a live chat option or chatbot option for interactiveness. The website thus eliminates any scope of instant communication between the consumers and the brand. However, by clicking on the "Visit Us" call to action button and the contact page, a communication option is provided to the consumers, through which they can easily enquire about the services. 


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


	Answer: There are no different social media links provided on the website for the brand. Only the physical address and opening hours are provided. Apart from the same, the map and satellite have been embedded in the website. However, no specific link to social media for Eden Spa is provided, which also reduces the scope of engagement for the consumers affecting their trustworthiness for the brand. 


	
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 text content on the website clarifies the services provided to the consumers. However, the creative aspect of the website does not anyway communicate the service quality or service type that is delivered by the brand to the consumers. There is a separate sub-page named "Treatments". It provides a thorough list of services with their costs charged. However, it does not creatively fulfil the requirements of the service promotion. 


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


	Answer: The website also has a major lack of trustworthiness affecting the brand reputation, as the website does not include any customer testimonials or ratings. There are no separate sub-pages dedicated to the promotion of service quality, where testimonials could be presented. Also, the existing sub-pages do not have any mention of customer reviews, through text reviews or ratings. This massively creates a gap in promoting the trustworthiness or existence of the brand. 


	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 does not incorporate any effort to communicate the quality of the services. The details for each of the services listed are also not provided on the website. This clarifies how the website is limited in terms of generating trustworthiness among the viewers. There is a potential gap in website design because of which I will not ever use their services or recommend this to anyone due to the lack of trustworthy elements in the website. 


	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, prices of the services are clearly communicated to the consumers as the treatments page provides an extensive list of services along with their prices in GBP values. The prices clearly reflect the moderate quality, as the prices are not like the premium spa services, rather the prices are lower than the usual rates of premium spas in the UK. 


	Section 4 – Searchability


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

	
	2. Massage

	
	3. Therapy

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


	Answer: No.


	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. 

	[bookmark: _Hlk199960235]Answer: The current modern-day UK-based businesses are using websites which have minimalist designs. As per GY (2024), modern-day businesses are adopting - Bold Typography but minimalist designs to keep the essence of simplicity. However, this does not indicate a lack of creativity or information. On the other hand, YZ Designs (2024) stated that responsiveness is one of the most significant aspects of current modern business websites as this contributes to the brand reputation as well as enhanced engagement among consumers. However, in the case of the website Eden Spa, there is no specific mention of service details, and there is no interactive space nor evidence of AI integration, nor there is any clear mention of service details. The website is also not well-designed in terms of minimality, there is a wide gap in creativity indicated. Thus, the website is not relevant to current needs. 


	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: One of the significant improvements in this context would be the integration of a chatbot in the website, the website highly lacks scope of interactiveness while the responsiveness of a website creates the brand reputation in front of the consumers and also the engagement contributes to the increased loyalty of the consumers. An AI-integrated chatbot can be incorporated for communicating using AI-powered responses for consumer queries and also can benefit through the booking system. A "Book Now" button linked to an interactive scheduling tool would streamline the process and make it more convenient for customers. This improvement often results in systematically driving conversions, while increasing the accessibility of the spa and efficiently supporting prospective customers.
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