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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: 
The Cleaners of London site loads fast, containing important information immediately, such as booking tools and services. The homepage is an average and task-oriented page that allows users to make a reservation within 60 seconds (Delchev, 2026a). Nevertheless, numerous photographs can have a minor effect on speed on lower speed networks, which implies a moderate optimisation instead of high-performance all the way loading. 

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


	Answer: 
The site has several sub-pages, such as services, pricing and the contact sections. A straightforward top menu and picturesque categories of services make navigation easy. Customers can conveniently navigate through the pages and book services in a step-by-step process that allows them to book services conveniently.

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

	Answer: 
Yes, there is an inbuilt online reservation system where customers can make bookings via the website (Delchev, 2026a). It enables users to choose services, check real-time availability, and make bookings in the shortest time (60 seconds). This is a more efficient, easy-to-use process that displays safe payment and pricing before confirmation, enhancing convenience and reliability. 

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


	Answer: 
The usability of the product might be enhanced by decreasing the amount of content on the homepages and making the process of decision-making as easy as possible for first-time users. Navigation can be improved by adding an unobtrusive search/filtering tool and service comparison. Booking is speedy, but there are too many choices, and this can confuse users. Simplifying the interface may enhance efficiency and lessen the cognitive load. 

	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 site is well designed, professional, and its parts are clear with powerful headings and quality images, which leaves a good impression on a visitor (Delchev, 2026b). On mobile, the design is smaller and scroll-based, but it is usable, albeit with some content stacking, which slightly diminishes the visual clarity. 

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


	Answer:
To induce trust and present the quality of the service, the site works with high-quality pictures of neatly cleaned houses and professional cleaners. The colour is used sparingly, mainly white with dark text, to be easy to read and professional. No intensive use of video is evident and distracting, whereas graphics are efficiently used to understand the service and establish trustworthiness. 

	Question 2c – Has the website made use of an online chat tool on the website? How effective is this in enquiring about the product or service? 
 

	Answer:
The site does not incorporate an automatic live chat application; instead, it focuses on real human interaction via phone and email, with the message no bots and contact with a human. This enhances trust and the level of quality of service, but decreases immediate interaction. Therefore, the pace of enquiry might slow in relation to competitors that have live chat. 

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


	Answer: 
Social media links are limited on the site, diminishing the cross-platform interactions. Nevertheless, this company is well represented on such platforms as Facebook and Instagram, and brand presence is upheld (Facebook, 2026). Absence of strong integration on the homepage undermines functionality since people will not be motivated to engage or be more effective in terms of making credibility assertions with the help of social media. 

	
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:
All services are well defined with the use of categories, including domestic cleaning, deep cleaning, and end-of-tenancy cleaning, and are assisted by easy-to-follow booking advice. Additional features, pricing, and use cases are provided in the description of each service, and according to the needs of the customer, one can choose appropriate services within a short period and select only services that are most relevant to the task. 

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


	Answer:
The feedback of customers is available on the site by use of testimonials and through other sites such as Trustpilot. The company has garnered responses of more than 4.5/5 alongside 290+ reviews and 14,000+ buyers, which is a sign of credibility (Delchev, 2026b). The reviews are current (2025-2026), indicating that they are frequently updated and useful in making decisions. 

	Question 3c – How is the service presented as high quality? For what reasons would you use the company's service or recommend it to a friend or family member? 


	Answer: 
The service is advertised by claiming the high quality by using verified, insured cleaners, a 7-day guarantee and more than 14, 000 satisfied clients. Uniform quality, clear-cut costs and safety in payments promote trust. My advice would be based on its reliability, professional standards, and a proven customer satisfaction rating (4.5/5). 

	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 always visible, and they include initial prices (starting with £20/hour) and instant quotes when making bookings, leading to enhanced transparency (Delchev, 2026b). Nevertheless, overall expenses depend upon the type of services and size of the property, which can decrease transparency. Altogether, the price is matched to London market prices (£15-30 / hour), which contributes to the value and quality perceptions. 

	Section 4 – Searchability


	Question 4a - What three words would you type into Google to find this type of service? 
	1. Book a house cleaner in London 

	
	2. Same-day cleaning in London 

	
	3. Vetted cleaners in London

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


	Answer: 
With the search for certain words, like book house cleaner London, or same day cleaning London, the site might be found in the search results on the first page, not necessarily in the top 10. This can be attributed to the intense competition and difficulty in targeting keywords in the cleaning market in London, where businesses and established firms are leading in the ranking lists. 

	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: 
The role of websites in UK businesses still stands to grow because of heightened digital dependence. Approximately 68% of all UK businesses have a website, and SMEs (93% of all businesses) adopt it more often (GOV.UK, 2024). Further, in the United Kingdom, online sales of retailing are high as UK eCommerce contributes to 38.1% of total retail sales (Trade, 2023). Nevertheless, 32 percent of companies do not have a Website, and this renders a competitive gap (Fowler, 2025). This underscores the importance of having websites, where businesses become visible, credible, and have a chance to make sales. Despite the development of social media, websites are not only essential, but they will also give complete control over branding, detailed information and direct booking systems, which makes it an important part in the long-term success of the business.

	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 addition of a live chat feature on the site would be one of the improvements. At this point, the company uses phone and email as support, with responses in approximately 30 minutes. This will provide human interaction but will restrict instant communication. This could be achieved by a live chat tool, where customers engage in real-time and booking losses would be minimised. The reason is that upon online purchases, users are likely to require a fast response before committing to buy. Chat would enhance a higher conversion rate amongst first-time users as they may be asked questions concerning prices, availability, services and other factors, which improves user experience and competitiveness.
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