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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 Yoga Reading website loads efficiently across both desktop and mobile platforms. Pages, images, and navigation menus appear promptly, with minimal buffering or lag. This quick load time contributes to a smooth user experience and reduces the likelihood of visitors abandoning the site. Fast performance is essential for retaining interest and reflects well on the business’s professionalism and digital readiness, aligning with best practices in user engagement (Jongmans et al., 2022).

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


	Answer: Yes, the site includes multiple sub-pages such as classes, pricing, events, and FAQs. Navigation is intuitive via a top menu bar, and clearly labelled buttons like “Book Now” and “See Timetable.


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

	Answer: Yes, customers can book classes and courses directly through the website. Booking options are integrated with Punch pass, allowing users to select dates and pay online


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


	Answer: 
Usability could be improved by simplifying the homepage layout and reducing text density. Adding clearer visual cues and a search bar would enhance navigation.

	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 is visually appealing with a clean, calming design. On mobile, the layout adjusts well, though some text sections appear compressed compared to desktop.


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


	Answer: Imagery is vibrant and relevant, showcasing yoga poses and studio settings. Colour choices are soft and soothing, enhancing the wellness theme. No video content is present.


	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: No online chat tool is available. Adding a live chat feature could improve customer support and allow quick responses to booking or class inquiries.


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


	Answer: The website includes social media links in the footer, connecting to platforms like Facebook and Instagram. While they are functional, their placement at the bottom makes them less visible to users. Making these links more prominent—such as placing them in the header or integrating live social media feeds—could enhance user engagement. According to NFI (2021), visible and interactive social media integration helps businesses build stronger connections and increase brand visibility online.


	
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 website clearly outlines its services through well-structured pages for class types, pricing, and memberships. Each section includes detailed descriptions, benefits, and booking options. The homepage also highlights key offerings with direct links, making it easy for visitors to explore. The use of headings and visual cues ensures that customers can quickly identify what’s available and how to access it, enhancing clarity and user experience (Jongmans et al., 2022).

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


	Answer: Testimonials section and scattered across class pages. They appear genuine and reflect positive experiences, enhancing trust. However, some reviews lack dates, making it difficult to assess their recency. Regularly updating this section with fresh feedback would improve credibility and show ongoing customer satisfaction, which is vital for service-based businesses (Demangeot and Broderick, 2016).

	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 presented as high quality through professional imagery, experienced instructors, and a welcoming tone. Class descriptions emphasize inclusivity, expertise, and flexibility, which appeals to both beginners and seasoned practitioners. The site’s clean design and clear structure reinforce a sense of professionalism. I would recommend it for its calming atmosphere, variety of classes, and the emphasis on wellbeing, which aligns with modern wellness trends (Kotler, Armstrong and Opresnik, 2018).

	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 are clearly listed for all services, including drop-in classes, monthly memberships, and on-demand access. Each pricing tier is explained with its benefits, allowing customers to choose based on their needs and budget. The structure reflects the quality and flexibility of the service, with professional instruction and varied class formats. Transparent pricing builds trust and aligns with customer expectations, reinforcing the studio’s commitment to accessibility and value (Kotler, Armstrong and Opresnik, 2018).


	Section 4 – Searchability


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

	
	 Ashtanga yoga

	
	 Online yoga UK

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


	Answer: Yes, when these keywords are entered into Google, Yoga Reading appears within the top ten search results, indicating strong SEO performance.


	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 remain essential for UK businesses. They serve as a central hub for information, bookings, and customer engagement. A well-designed site builds trust and supports marketing efforts. For service-based businesses like Yoga Reading, a website is crucial for visibility, credibility, and customer retention. And others advertisement medias like face book. Tik Tok, histogram, radio, television, news pepper, magazine. The web sites will continue to be relevant because it promotes and attract customers


	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 recommend adding a live chat feature to the Yoga Reading website. This tool would provide instant support for users who may have questions about class types, pricing, or booking procedures. Currently, the site relies on email and contact forms, which can delay responses and reduce engagement. A live chat would enhance user experience by offering real-time assistance, especially for new visitors unfamiliar with yoga services. It could also help reduce booking friction and increase conversion rates by guiding users through the process. According to Demangeot and Broderick (2016), interactive tools like chat functions foster deeper customer engagement, making users feel supported and valued during their visit. This simple addition could significantly improve accessibility and customer satisfaction. I will also recommend a voice search on Tik Tok and face book 
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