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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: 

Usability refers to how easy and efficient a website is for users to navigate and complete tasks (Nielsen, 2012). The Cleaners of London website loads relatively quickly, which is essential as users tend to abandon websites that take longer than a few seconds to load (Google, 2018). The homepage appears responsive and accessible without significant delays, contributing positively to first impressions.



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


	Answer: 

The website contains multiple sub-pages, including sections for services, pricing, and contact information. Navigation is structured through a top menu bar, which allows users to move between pages easily. This hierarchical structure supports usability by enabling users to find relevant information without confusion. However, some users may find the number of service categories slightly overwhelming if not clearly grouped.



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

	
Answer: 

Customers can make bookings directly through the website, which is a key feature for service-based businesses. The inclusion of an online booking form improves convenience and reduces barriers to purchase. According to Laudon and Traver (2021), streamlined booking processes increase conversion rates and customer satisfaction.



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


	Answer: 

Despite these strengths, improvements could be made. For example, simplifying navigation menus and enhancing clarity in service descriptions would further improve usability. Additionally, integrating a more visible call-to-action (CTA) button could guide users more effectively.



	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:

Customer experience is influenced by visual design, interactivity, and emotional engagement (Rose et al., 2012). The Cleaners of London website presents a clean and professional layout, which aligns with the nature of its services. The use of white space and simple design elements creates a sense of cleanliness and trust.

On mobile devices, the website remains functional, although slight differences in layout may affect readability. Mobile optimisation is critical, as over 60% of web traffic now comes from mobile users (Statista, 2024). The website appears responsive, but further refinement could enhance user experience across devices.


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


	Answer:

The website uses imagery effectively, including pictures of clean homes and professional cleaners. These visuals reinforce the service offering and help build credibility. Colour schemes are generally neutral, which supports a professional image, although adding more contrast could improve visual engagement.


	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:

An online chat tool is either limited or not prominently visible. Live chat features can significantly improve customer engagement by providing instant support (McLean and Wilson, 2016). The absence or limited use of such a feature may reduce opportunities for immediate customer interaction.


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


	Answer: 

Social media links are present, allowing users to explore the company’s online presence. However, their effectiveness depends on how frequently these platforms are updated. Active social media integration can enhance trust and brand visibility (Tuten and Solomon, 2020).


	
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:

Perceived value is how customers evaluate the benefits of a service relative to its cost (Kotler et al., 2020). The Cleaners of London website clearly outlines its services, including domestic cleaning, end-of-tenancy cleaning, and office cleaning. This clarity helps customers understand what is being offered.


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


	Answer:

Customer reviews are an important factor in building trust. The website includes testimonials, which provide social proof. However, it is not always clear whether these reviews are recent or independently verified. Research shows that up-to-date reviews significantly influence purchasing decisions (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: 

The website presents the service as high quality through professional language, images, and emphasis on reliability. Factors such as trained staff, flexible booking, and satisfaction guarantees contribute to a perception of quality. These elements can influence customers to choose the service over competitors.


	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:

Pricing transparency is mixed. While some pricing information may be available, it is not always detailed. This may be intentional, as service-based businesses often tailor prices based on customer requirements. However, lack of clear pricing can also discourage potential customers who prefer upfront cost information (Chaffey, 2022).


	Section 4 – Searchability


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

	
	2. Domestic cleaners London

	
	3. House cleaning company UK

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


	Answer: 

When these keywords are used, the visibility of the Cleaners of London website depends on its search engine optimisation (SEO). Appearing in the top ten results is crucial, as most users do not go beyond the first page of search results (Google, 2020).
The website appears to use relevant keywords within its content, which supports SEO performance. However, ranking success also depends on backlinks, content updates, and technical optimisation. Improvements such as blog content or FAQs could enhance search visibility further.


	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 relevant in modern UK business, despite the rise of social media platforms. A website acts as a central hub where customers can access detailed information, make bookings, and evaluate credibility. According to Chaffey (2022), businesses without a strong online presence risk losing competitiveness. Therefore, websites continue to play a vital role in digital marketing strategies.


	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: 

One key recommendation for improving the Cleaners of London website would be to enhance pricing transparency. Providing clearer pricing structures or estimated costs would improve trust and help customers make quicker decisions. This suggestion is based on the importance of transparency in consumer behaviour, as customers are more likely to engage with businesses that provide clear and accessible information (Kotler et al., 2020).
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