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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 loading speed of the Eden Spa Harborne site is between 2 and 3 seconds on a desktop connection, which is not very good but not ideal. It is a bit slower on slower mobile connections (approximately 4-5 seconds), probably caused by high-resolution images. The loading time is acceptable overall, however reducing images could improve the working speed. Google recommends a page load time under 3 seconds for optimal user experience (Google, 2023).

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


	Answer:  Yes, it has several sub-pages, like “About Us,” “Treatments,” “Bookings,” and “Contact.” The navigation is mainly done using a horizontal menu bar. It is passable, though simple. Nevertheless, sub-page transitions may slide layout discrepancies, particularly on mobile, which demonstrates incomplete compatibility or uneven layouts. These are navigated through a top menu bar, which is simple and functional, though some transitions are clunky on mobile devices (Nielsen Norman Group, 2022).

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

	Answer: Yes, there is a booking functionality on the site available in the main menu. The user will be redirected to a Wix-powered booking form where they can select services and available timeframes. But the interface seems austere and could use more explicit service categories or pricing options prior to booking (Brown & Muchira, 2021).


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


	Answer:  The usability can be enhanced by optimizing images to load faster, creating a sticky menu that will be used to navigate more efficiently, and making the site more responsive to mobile. Implementing a brief Frequently Asked Questions (FAQ) section and filtering the services on the booking tool would also make the customer experience more fluid and obvious (Chaffey & Ellis-Chadwick, 2022).

	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 desktop interface is clean and has a relaxed colour scheme appropriate to a spa company. Some images and text sections are not aligned properly on mobile, which influences the aesthetic. There are also some invariant paddings, which resulted in an overcrowded appearance or spread out items.


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


	Answer: The site color is soft, pastel pinks and greys, adding to the brand identity. Excellent pictorial images of remedies and spa atmosphere exist. Nonetheless, it lacks video content. Adding a virtual spa tour or video of treatment can make a significant difference and visualise the services (Laja, 2023).


	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: There is no online chat. According to Salesforce (2023), live chat can improve lead conversion by 40% by providing instant support. Including this feature would improve responsiveness and user satisfaction.


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


	Answer:  Its Facebook and Instagram accounts provide access via links at the very bottom of the homepage. They work fine and load on different tabs. These connections, however, are not emphasized. Having the social media updates or testimonials on the home page would enhance customer trust and involvement (Järvinen & Taiminen, 2016).


	
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: Treatments are listed in the “Treatments” page with brief descriptions. Nonetheless, little is known about length or value. An improved organisation, such as by type (e.g., facials, massages), and the prices and purposes of treatment would allow customers to compare and make decisions easily (Smith & Chaffey, 2021).


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


	Answer: It does not have a testimonials or reviews page. This diminishes the credibility of the site. Adding Google Reviews or client testimonies personally pulled by the staff members would enhance credibility and provide social validation to the prospective leads (BrightLocal, 2023).


	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:  Imagery and professional design complement the brand presentation as a peaceful and luxurious getaway. It is modest, but of quality tone. The clean environment, selection of service, and branding would be used to formulate recommendations. However, displaying honors, employee credentials, or client reviews would further improve this impression (Kotler et al., 2022).


	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 cost is not presented initially on the webpage. The company is probably okay with customers checking or asking questions in the process of booking. This can be flexible but decreases transparency. Adding typical prices or initial rates would increase the confidence of users and eliminate ambiguity (Forbes, 2023).


	Section 4 – Searchability


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

	
	2. Massage Birmingham

	
	3. Beauty Treatments Edgbaston

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


	Answer:  Under the keyword Spa Harborne, the Eden Spa Harborne website is, in fact, listed among the top 10 search results, but not as frequently as other directories such as Treatwell or Yelp. Basic SEO seems to be in place, but blog content and backlinks could improve rankings (Moz, 2023).


	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 still are very relevant in the modern business world. As social media provides visibility, websites centralise control over branding, customer data, and sales to the point of sale tools. They create professionalism and trust, particularly with regard to service industries. The website remains a 24-hour company representative, allowing customers to make bookings and provide support and brand storytelling. Unlike social media, which is driven by algorithms, websites enable direct search visibility and professional presentation (Chaffey & Smith, 2022).  Possibly the most significant hazard to small businesses without a functional site is the loss of customers who use Google and other online sites to review services by doing an evaluation before they may either visit or make a call (Google, 2023).


	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 best enhancement would be to add a special section of customer reviews that includes real testimonials and star ratings. With the service sector, such as that of wellness and beauty, trust is vital. Reviews provide social proof and take a massive part in influencing booking decisions (BrightLocal, 2023). Also, validated Google or Facebook reviews including them directly into the site would increase credibility of the site and search rankings and also pull in the fence sitters to the site. Introducing this feature would not cause much workload but could change the conversion of the customers greatly.
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