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	Student Number
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	Student Name
	[bookmark: _GoBack]2516778

	

	Website Chosen 
	Yoga Reading

	Insert hyperlink to website
	https://www.yogareading.co.uk

	

	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 Yoga Reading website is fast to load on the desktop and mobile. The pages are displayed within several seconds, and the pictures are loaded without pauses. The home page is not cluttered and is light-weight, but this supports performance. The loading speed is also similar during navigation between the class pages and the timetable pages. All in all, the site is efficient and offers a smooth navigation system to the users.


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


	Answer: Yes, there are a number of sub-pages on the site which include Classes, Workshops, Prices, Teachers, About, and Timetable. The top menu bar allows customers to maneuver the page regardless of the pages that they visit. All sections are well marked and therefore easy to navigate. There is also the sharing of links on the footer. By and large, the users do not have a problem with navigation since movement between pages is easy.


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

	Answer: Yes, customers may make bookings online using the site. The links of the Book Now and the Class Schedule page are related to the online booking system where clients can book classes, workshops, and courses. The booking process is also easy and convenient through the integrated booking platform where payment and registration are done.


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


	Answer: The usability of the site might be enhanced by providing a search box, reducing the number of words per long text and making important information such as pricing more apparent on the home page. Other pages have a lot of text and this can scare away first time visitors. It would also be better to add lucid call-to-action buttons and make mobile menu spacing better to help the user experience.


	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 webpage is clean, serene and visually consistent with that of a yoga brand. There is a good atmosphere with the simple layout and soft colours. Mobile layout is reduced in size, and the menus are diminished to a drop down menu. Some of the images are slightly smaller on mobile even though they remain functional. On the whole, both versions are attractive to the eye and user-friendly.


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


	Answer: The colours on the site are soft such as white and light pastels which suit the theme of yoga peace. The quality of images of classes and studio spaces allows the customers to visualise the environment. There are no marketing videos; however, the visuals are quite inclusive of the sense of wellness and relaxation. The colour palette is uniform and contributes to the peaceful experience of the user.


	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 site does not have any live chat tool. They should contact customers via email or the form. Although this is fine, a chat tool may help to make the communication process quicker and more responsive to new clients trying to get a quick answer to information about the classes or price.


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


	Answer: The social media links should be found in the footer of the website, where they are mostly Facebook and Instagram. The links are efficient, and they will lead the users directly to the business pages, where they may find updates, photos of classes, and announcements. Nonetheless, the links are not that pronounced and might be made more conspicuous to stimulate communication with the customers.


	
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 presented with a well-organized navigation menu that separates the offerings into the three categories: Classes, Events and Courses. The homepage has separate categories of the various yoga forms (e.g., Ashtanga, Functional Movement) with a short description, making users aware of the difference between active and restorative yoga. Also, the particular page on Timetable offers a breakdown of what is available in a daily basis that puts the potential customers at ease to know what to expect at the moment.


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


	Answer: Customer reviews will be found on a link on the footer of the site called Testimonials. These reviews are displayed in the form of fixed text quotes and are a glorification of the teachers and the atmosphere. But since they are text that is hard-coded instead of a live feed of Google or Facebook, it is hard to tell whether it is current or it was written in the last few years. Credibility should be enhanced by adding a date stamp or live widget.


	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 service is offered as high quality through the demonstration of highly experienced teachers, including guest appearances by foreign specialists such as Joey Miles, and by providing specialized services of osteopathy. I would suggest this service as it has a holistic approach: it involves physical yoga lessons plus therapeutic assistance and workshops, implying the existence of a professional and safe atmosphere, as opposed to a traditional gym session.


	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 prices are highly transparent and they are located in the Pricing menu. They have different packages starting at £16 to £85 which is a drop-in class and a monthly membership respectively. The prices are based on the quality of service displayed, so the prices are competitive with a dedicated studio and specialist equipment and high-quality tuition, which is better than the high priced personal training but lower quality than the high-quality classes in the community centre.


	Section 4 – Searchability


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

	
	2. Yoga Classes Reading

	
	3. Yoga Studio Reading

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


	Answer: Yes. Since the name of the business (Yoga Reading) does have the specific keywords that are "Yoga" and "Reading" it is the first site to populate on the search (position 1). The domain name yogareading.co.uk is an exact match domain, this makes it has a considerable advantage in the local SEO ranking as it will be ranked higher than other generic gyms or yoga chain in the vicinity.


	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 remain highly relevant for modern UK businesses like Yoga Reading. Although the social media is a great way to interact on a daily basis, a site can be the hub or the central owned location to the business. Hosting of functional tools which the social platforms cannot effectively address like complex booking systems, detailed schedules and secure payment gateways is necessary. Moreover, a professional site develops authority and trust, the customers will buy memberships more often in the business which has invested in safe, informative and branded web presence. It makes the business not solely rely on social media algorithms through third parties to access their audience.


	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 suggest including a video tour of the new student as a part of the home page. As mentioned in Section 2b, the site does not have video contents at the present.  In the case of a real studio, the physical barrier to beginners is gym-timidation (fear of entering a new place). A one-minute and friendly video with a view of the entrance, the changing rooms, and a hint of a beginner class would be more humanizing to the brand than the text. This is an image that would surely boost the conversion rate of the Intro Pass since it would make potential customers feel secure in the atmosphere even before they walk through the door.
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