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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 loads quicky, which significantly enhances usability and improves the overall user experience for visitors. The pages mainly consist of text and images rather than large video files so that the site can open without long delays on most devices. This is particulary beneficial as fast loading times reduce user frustration and decrease the likelihood of visitors leaving the site prematurely due to slow loading times.


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


	Answer: 
The website contains several sub-pages, including sections for classes, timetables, pricing, workshops and contact information. These pages allow users to access specific information about the services offered. A prospective customer navigates the site using the clear navigation menu located at the top of each page. This menu allows users to move quickly between sections without difficulty. The logical structure of the pages improves usability by helping visitors efficiently locate information.



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

	Answer: 
Customers can book directly through the website using the online booking system available. Users are directed to a booking platform where they may choose a class and complete their booking online. This improves usability as customers can book quickly without needing to seperatly contact the business. The online system makes the process more convenient and efficient for users (Yoga Reading, 2024).


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


	Answer: 
Although the website is generally easy to use, some improvements could further enhance usability. Such as, incorporating short videos or more images could make the pages more engaging and provide users with a better understanding of the classes offered. In addition, clearer headings and better spacing could help users scan for information more easily. These changes woud improve overall user exoerience and increase the likelihood of engagement with the website.



	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 has a calming and overall clean appearance which reflects the theme of yoga and wellbeing. The layout implements clear spacing, a balanced structure and simple fonts which makes the content easy to digest and visually pleasant. If users access the website using a mobile phone it differs slightly, by adapting to a different format of vertically stacked menus for easier navigation.


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


	Answer:
The website uses imagery related to yoga practice which creates both a relaxing and welcoming atmosphere for customers. These images help communicate the purpose of the site, giving users an idea of the type of classes offered. The colour scheme consists of light backgrounds, dark text, soft beige tones and earthy colours which supports the overall theme of relaxation and mindfulness while the dark booking buttons allow you to focus more on that information. Video content is not featured on the website but is available through online classes.

	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 website does not include an online chat tool, instead customers are encouraged to contact the website through email or social media. While these options still encourage customers to contact the business with queries, an online chat feature would improve users experiences as they provide immediate responses. 


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


	Answer: 
There are various links to social media platforms on the website, such as simple icon links to Facebook and Instagram which enable users to connect with the business. These links help to promote the brand, share updates about classes and build engagement with potential customers as social media allows visitors to see photos and community interaction. 

	
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:
Services are clearly outlined though labelled sections such as classes, courses, events and on demand content. Each category includes brief descriptions explaining the purpose and benefits of the classes, for example dynamic, restorative or beginner.This makes it easier for users to understand what is offered and who it is suitable for.

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


	Answer:customer reviews are not prominently displayed on the website, which may reduce perceived trust. There is no clear evidence of recent or updated reviews suggesting that te company relies more on its service descriptions rather than user feedback to build credibility. 


	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 references to expert teaching, varied class types and a professional studio environment. The range of options and structured courses suggest credibility and flexibility, making it appealing  for different ability levels and encouraging reccomendations based on expertise and variety.


	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 clearly displayed to customers with multiple options, including drop in rates and memberships (Yoga Reading, 2024). The range of pricing tiers refects flexibility and suggests value for money, aligning with the variety and quality of services offered, such as expert instructon and diverse class formats.

	Section 4 – Searchability


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

	
	2. Yoga Studio Class

	
	3.  Beginner Yoga Reading 

	[bookmark: OLE_LINK1]Question 4b - When you type these words into google, does the company’s website appear in the top ten websites? 


	Answer: 
When you type “Yoga Reading Class”, “Yoga Studio Class” and “Beginner Yoga Reading” the website does come up amongst the top results. This suggests that the business has some search visbility.

	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 highly relavant in modern UK businesses as they act as the primary point of contact between companies and customers. They provide credibility, showcase services and support marketing through search and visibility. Even with the rise of social media , websites allow businesses to present complete and controlled information. Usability principles highlight the importance of accessible and well structured websites in supporting user engagement (Nielsen, 2012). Without a well developed site, businesses risk losing customers to competitors with stronger digital presence. 

	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 improvement for the Yoga Reading website could be adding a deadicated customer review section. Reviews provide social proof, helping potential customers assess trust and service quality. Usability research highlights clear, user focused content improves user confidence and decision making (Nielsen, 2012). Currently, limited visible reviews may reduce confiedence for new users. Introducing regulary updated reviews would enhance credibility, improve perceived value and increase the likelihood of bookings and recommendations. 
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