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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 Cleaners of London site loads fast and effectively with the least time wasted and transitions between sections. It has a simple design and optimised layout which makes its users able to access information almost instantly. Pricing, booking, and other important features can be seen without the time-consuming waiting periods, which make the experience user-friendly and less frustrating to potential users (Costa, and Rodrigues, 2024). 


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


	Answer: There are several sub-pages on the site, such as services, prices, reviews and contact. It is easily navigated by way of a defined menu bar and internal links. The browsing experience is simple and easy to navigate, with headings and call-to-action buttons like “Book Now” or “Get Instant Price” enabling users to easily navigate between pages.



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

	Answer: Yes, customers can make a booking easily on the web site. Users can choose and tailor their needs on the platform, letting them see real-time prices and make a booking in 60 seconds (Kedah, 2023). This user-friendly online reservation system increases convenience and removes the necessity to make phone calls and use manual searches. 



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


	Answer: It can be made user friendly by providing a search feature to allow users to locate certain services faster. It would be helpful to simplify certain text-intensive parts, as well as make them more mobile-friendly (Rahman, and Dekkati, 2022). One can also consider adding more step-by-step instructions to the first time users to get the booking process even more easily accessible to them.



	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 web page has a clear, modern and professional image, with straight forward fonts and section division that makes it look attractive. The design is uniform and simple to read. It can be used in a mobile device with a responsive layout and is quite well designed, but some parts can seem smaller than on the desktop, which will not have as much visual clarity but can be used (Blazheska, Ristovska, and Gramatnikovski, 2022).



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


	Answer: The site presents high-quality photos of clean houses and high-quality professional cleaners to develop confidence and strengthen the quality of service. It uses a straightforward colour palette, consisting of predominantly blue and white, which makes it look clean and reliable (Purwanto, 2022). Video content, however, is not extensively used, and it can be introduced to attract users better and introduce services more visibly.



	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 has a chat system on-line that enables its visitors to pose questions and get immediate response. This is an effective tool because it can offer real-time customer care which can enhance high engagement of customers and a shorter waiting period than when connecting nor emailing or calling (Purnomo, 2023). It helps to improve the user experience by making it easier to communicate.



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


	Answer: Social media links are provided on the site, which contributes to establishing credibility and providing the customer with the opportunity to see the reviews and updates. These links are effective because they add more information and it builds customer anticipation. However, they can be better visible to attract more contact and interaction with 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 services are well laid out with specific categories like domestic cleaning, deep cleaning and end-of-tenancy cleaning. Each service includes brief descriptions and key features, helping customers understand what is offered. Headings and call to actions buttons such as “Book Now” make it very clear and easy to quickly find the right services (Jalil et al., 2024).


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


	Answer: Customer reviews are also listed in the home page, usually coupled with ratings to form the confidence. These reviews seem to be of recent date and as such, updated frequently. The positive feedback supplied can also serve to convince potential customers of the service quality and reliability, though it would be even more transparent to put exact dates on all the reviews.



	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: High quality of the service is projected with its vetted and insured cleaners and good customer ratings. The reliability is also strengthened by the professional imagery and descriptions of the services (Giombi et al., 2022). The organisation is recommended because of the simplified booking process, transparent process and positive reviews that build trust and confidence in the service the company offers.



	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: Prices are also transparentized with an instant quote option where users can view prices depending on their needs. The quality and flexibility of this service is reflected in this personalised pricing system. It further allows customers to feel informed prior to booking, and fixed price examples can benefit first-time users when comparing the choices.



	Section 4 – Searchability


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

	
	2. house cleaners London 

	
	3. professional cleaners London 

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


	Answer: Yes, Cleaners of London web page usually appears in the top ten search results, particularly when pertinent words like “London cleaning services” are typed in. This means good search engine optimisation (SEO), which assists in winning business visibility. However, ranking can change with place of search, competition, and with trends in search, so it might not be always ranked at the same positions (Ahmad, 2025).



	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 very valuable in UK business today because they serve as a hub of information, marketing and buying. They offer credibility and enables customers to shop around services, compare and make sound decisions 24/7. Social media can be used to promote but on the other hand a web site can provide complete control over branding and customer experience (Asante et al., 2022). In the case of service oriented companies such as Cleaners of London; websites play a crucial role in bookings, price fixing and winning trust. 



	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: An additional search or filtering option, which would be more visible and detailed, would be advised to assist users in the rapid identification of services. This would make the site easier to use particularly with a first-time visitor who might not be conversant with the design of the site (Daoud et al., 2023). It would save time spent on searching and enhancing overall user experience as it lets clients find the information they want quickly. In addition, the enhanced search capability would lead to more conversions by directing the search more productively towards the services available, so both the business and the customer would benefit.
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