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	Evaluation
Respond to each question 

	
Section 1 – Usability

	Question 1a - How quickly and easily does the website load? 

	Answer: As Eden Spa Harborne website loads reasonably fast, it loads basic content within a few seconds. Timing of appearance of main design elements and the images matches the research findings that reveal loading speed has a big influence on the user experience (Campbell & Sun, 2023). But there’s a bit of a delay with some visual elements, which Jongmans et al. (2022) state can lead to inferior initial user perception and bounces.


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


	Answer: The website has just a few sub-pages with simple horizontal navigation menu, which consists only of Home and The Spa options. In line with Jiang, et al.'s (2021) established statement that streamlined navigation provides a better user experience, this direct structure is simplistic. Although the information depth needs to be greater than the available depth, as pointed out by Campbell and Sun (2023), this could prevent customer access to information since the information architecture that allows for balanced information, aims at customer journey optimisation instead of information overload.


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

	Answer: Apparently, direct online booking does not work on the website. And there’s a “Visit Us” button, featuring a text that doesn’t even lead to an appointment scheduling system. Edelman and Abraham (2022) view this absence as a missed opportunity since integrated booking systems greatly improve the customer experience in the service industry by minimising friction points and allowing for 24/7 booking appointments.


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


	Answer: In addition, an online booking system should be implemented, the navigation menu should be expanded with clear treatment categories and the system should have a search function. According to Jongmans et al. (2022), enhanced usability develops in direct ratio with the user experiences and evaluation of the website. Furthermore, breadcrumb navigation will also serve to increase user orientation as Jiang et al. (2021) discuss navigational aids aid the user.


	Section 2 – Pleasure – Customer Experience

	Question 2a – How pleasant does the webpage look?  Are there any differences in appearance on a mobile phone versus a computer? 


	Answer: Aesthetically, the webpage has soft colors, elegant typography and high quality flowers and spa elements’ imagery that is presented in a calming manner. This is also in line with Shi et al.'s (2021) research indicating that design aesthetics largely impact perceived value. Although mobile responsiveness perhaps looks fine, scaling of the images and spacing of the text might vary amongst the devices, which might impact the ‘pleasure’ that Jongmans et al. (2022) describe as key to a positive website assessment.


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


	Answer: The website features a sophisticated use of whites, greens and pinks for soft, natural wellness, and high quality flower imagery and hands holding a pink chrysanthemum. The visual strategy follows the findings from Shi et al. (2021) that aesthetic aspects are directly impacted to affect product value. For instance, the site does not contain video content, which Jongmans et al. (2022) recognise as a strength of emotional engagement and prolonged visit duration.


	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 trace of online chat tool on the Eden Spa website. Edelman and Abraham (2022) highlight that failing to provide real-time communication options is a lost chance for boosting the customer experience through on the spot interaction. Unlike other platforms mentioned previously, this feature is lacking; customers have to rely on using the traditional contact methods which, according to Dirsehan and Kadioglu (2023), can lead to lower conversion rates as the on the spot queries remain unanswered.


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


	Answer: The social media links are not highlighted on the main visible sections of the website. However, this oversight is at odds with Saoula et al. (2023)’s study on how integrated social media is better at engaging customers and building a community around service brands. Jiang and coworkers (2021) suggest that effective social integration should yield visible and functional links to expand the digital ecosystem and enrich value proposition of the brand.


	
Section 3 – Perceived Value

	Question 3a -  How are the services offered by the company made clear to customers?


	Answer:On the website, there are not many explicit details pertaining to specific services. Service categories are indicated only with the tagline "wellness & skincare for men and women". This vagueness opposes Saoula et al. (2023) work, which indicates that perception value is a direct result of every service description is clear. Customers need to be able to accurately assess the potential value to commit, as noted by Dirsehan and Kadioglu (2023), and detailed service breakdowns are important for it to occur.


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


	Answer:There is no sign of customer reviews on the main page of the Eden Spa website. Contrary to Jiang et al. (2021) who found that prominently displayed testimonials increase service credibility and perceived value of the exchanged service, Shao et al.'s (2020) omission fails to provide service credibility and the perceived value to the exchanged service. According to Saoula et al. (2023), accessible, current reviews are social proof, especially when it comes to experience based purchases like that of spa services.


	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: Service quality is communicated implicitly by means of an elegant design language, professional photography and crisp typography rather than in words. In addition, Shi et al. (2021) also confirm that the aesthetic cues have significant impacts on quality perception. Although a premium experience is suggested by the tranquil visual presentation and the elegant branding, Dirsehan and Kadioglu (2023) argue that adding implicit signals like these with explicit quality markers would make value proposition stronger.


	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: On the main pages of the website the prices are not visible. The strategy may attempt to place the spa as a premium service that will have value to justify losing out on cost considerations. According to Zang et al. (2022), luxury service providers tend to deliberately omit the pricing information in order to highlight the quality of experience over the cost; to encourage the direct inquiry. Yet this approach may detract sensitive price customers who are seeking transparency (Saoula et al., 2023).


	Section 4 – Searchability


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

	
	2.Skincare treatments Birmingham

	
	3. Wellness centre Harborne

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


	Answer: Of all of these terms, Eden Spa Harborne does not always show up within the top ten of search results across these terms, indicating poor SEO implementation. According to Usmany et al., (2024) it is important for local businesses to use boss keywords that are relevant to their location to increase visibility. According to Rudolph (2025), traffic diminishes drastically when listed outside of the top five as 67% of users do not scroll past to see other results, meaning that Eden Spa can take some actions to improve its SEO strategy to boost traffic from local service seekers.


	Section 5 – Reflection and conclusion

	Question 5a - Do you feel that websites still have relevance in modern UK business? Explain your answer. 

	Answer: Though social media many be proliferating, businesses in the UK still need websites. In this fragmented digital ecosystem, they act as credibility anchors while delivering controlled brand presentation, which is impossible in the third party platforms (Edelman & Abraham, 2022). Websites too are important for service businesses like spas since they serve as a digital extension of the traditional storefront selling professionalism and level of service. Furthermore, Saoula et al. (2023) report that quality website has a vast influence on purchase intention and customer trust. Furthermore, Rudolph (2025) mentions that websites still matter for local SEO to display businesses in local cal searches. They also provide ownership devoid of visibility and content providing through algorithms seen in social platforms.


	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, therefore, that you make an online booking system in place that has service descriptions and pricing all in one. It tackles many of the weaknesses that have been identified at the same time. Edelman and Abraham (2022) suggest that consumers are increasingly expecting digital self service capabilities, with 73% preferring to self schedule when available. However, the booking system would be tailored to include detailed service descriptions and pricing to alleviate the absence of service transparency as conducted by Dirsehan and Kadioglu (2023), which is deemed to be disadvantages for perceived value. Moreover, Saoula et al. (2023) prove that TFR is invertedly proportional to conversion rates and customer satisfaction while being directly proportional to UX. This single improvement would increase usability, clarity of information, and a serviceable amount of functionality, modernizing the customer journey to meet today’s expectations.
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