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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 site loads fairly fast with little delay. There is smooth display of pages and major content like images and text is not highly buffered. In general, the loading speed provides an enjoyable user experience and enables visitors to retrieve information in an efficient way.



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


	Answer: The site has several sub-pages that are properly categorised into different groups like services, booking and contact. The navigation is easy, usually with a top menu bar or dropdown options, and a potential customer can find the relevant information simplified (Sharma, 2023).



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

	Answer: Yes, clients will be able to make a direct booking via the site. The system has a special booking section or a button that directs users to type in the information (date, time, and preferences) in such a way that the information is convenient and efficient without the user having to make any outside communication (Maguire, 2023).



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


	Answer: These would be the optimisation of loading faster, better call-to-action button, mobile responsiveness, and simplified navigation. To improve user experience, search should also be available and there should be less clutters in order to make information noticable and become more accessible to customers (Jongmans et al., 2022).


	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 webpage has aesthetics and a well-balanced design. The fonts and colours improve the readability. The layout is more compressed and reactive on mobile platforms, and more detailed and spacious on computers, which provides a more enriching experience to the viewers (Dhaigude, and Mohan, 2023).



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


	Answer: The site has successfully utilised high quality picture and at other times video display of products or services. The use of colours is in line with the brand name, which provides a nice and professional appearance appealing to users and emphasising the key content (Kacprzak, and Hensel, 2023).



	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 internet site also has a chat service, where one can easily make inquiries concerning goods or services. It works well because it gives immediate feedback, enhances customer service and increases communication and engagement, particularly to the users who may require immediate customer services (Vega, Camarero, and Gutiérrez, 2023).
 


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


	Answer: Social networking connexions are so noticeable and available. They are efficient in helping the users be linked with the platforms of the brand, thus creating more engagement and trust. Constant updates of these platforms also enhance the communication level and assist customers to be aware of the offers or services.



	
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 services are distinctly displayed, in well-organised menus, categories or service page. Features, benefits, and options are described, which makes customers perceive what is offered easily and select appropriate services (Akasreku, Amenuvor, and Mensah, 2025).



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


	Answer: The reviews made by the customers are shown in the site or related websites commonly in a specific section. When they are constantly updated, they are seen as up-to-date and credible and assist in establishing confidence and create information regarding client satisfaction and the quality of service.



	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 professional design, content description, testifying, and powerful images make the service offer the high quality. Reviews can be positive, the communication can be clear, it provides evidence of reliability and customer satisfaction which means that the customers can choose the company or recommend it (Blut et al., 2024).

 

	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: The list of prices remains comparable or indicated in the course of booking. When visible, they generally reflect the quality shown through presentation and reviews. Moreover, the organisation can choose tailored pricing or invite direct request to talk about particular needs of the customers (Yang, 2022).



	Section 4 – Searchability


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

	
	2. Yoga studio Reading Berkshire

	
	3.  Beginner yoga Reading

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


	Answer:  On entering these keywords into Google, Yoga Reading should appear among the top ten results particularly when the search is local. This is because of its Service-centricity, location-based keywords, and online availability, which reinforce successful search engine optimisation (SEO).



	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 websites are very useful in current business in the UK since they serve as a focal point of information, branding, and communication with customers. They offer business credibility, where customers can get to know of services, price and reviews in a single location. A professional web site provides more opportunities to control the content and presentation even in the context of the emergence of social media (Huang et al., 2023). It also facilitates online reservations, e-commerce and customer enquiries, which enhances convenience and accessibility. The sites also improve visibility by the use of search engines and this assists the business in attracting new customers. Altogether, they are needed to ensure a powerful online presence and to contribute to the long-term business development in the competitive market.



	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: Among the measures that would help in enhancing the site, there would be the increase in mobile optimisation and increase in loading speed. Numerous individuals are visiting websites with smart phones thereby a fast responsive web design is necessary to ensure there is a better experience (Sutrisno et al., 2023). This would enhance betterment in this area in order to decrease the bouncing rates and retain the customer longer. Quick loading is also essential in enhancing search engine ranking making the site more accessible. Moreover, it has a well-optimised mobile design, so that, such features as booking forms and navigation will be convenient to use. This would make the customers more satisfied, resulting in more bookings or requests and the overall digital performance and competitiveness of the company in the market. 
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