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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: In terms of the loading time, the Eden Spa Harborne website opens slightly faster on both the desktop version and the mobile version. However, one must acknowledge that due to its Wix base, some images take a few seconds to load completely (Madiah et al., 2024). Navigation buttons and text load almost instantly. The loading time is tolerable in general, but it could be further improved if the images were smaller and the platform was not as bulky for the customers who visit the website.


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


	Answer: The website doesn’t have many pages; it only has a few: Home, The Spa, Treatments, and Contact. These sections are easy to browse because a top menu bar is always present and labelled similarly across the site. It has good layouts; in that it is easy to navigate through and to find relevant information without getting lost. However, the search bar or a wider range of options in the dropdown list may be useful to simplify the user journey even more.


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


	Answer: The current website by Eden Spa Harborne (2014) has no live link alarms since the customer cannot make direct bookings online. Rather, customers have to use the “Contact” form or call the listed telephone number. This may be disadvantageous in that this reduces their effectiveness especially for those waiting for quick responses. The implementation of a direct online booking system would enhance the communication channel due to the speed of the process and the ability to contact the target customers more often, hence making the likelihood of success greater (Panas, Vasiliadou, and Halkiopoulos, 2020).


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


	Answer: The webpage has a fairly close resemblance to a spa brand since it has nice colours and a simple layout that does not overstimulate the eyes. Alternatively, some images and texts also appear slightly skewed or overlapped on a mobile platform, which may indicate that the site may need to be optimised for mobile devices better. The desktop version looks less cluttered and unprofessional.


	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 layout of the webpage is pleasant and visually stimulating, and the colour scheme is sober and appropriate to a spa business. There is also consideration that when the website is viewed on mobile devices, some of the images and lines of text are shifted or overlapped, indicating that there is room for improvement in improving mobile compatibility. 


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


	Answer: The layout of the website is considerably dominated by pictures displaying spa atmospheres and treatments that might attract customers who want to relax. Pastel shades of colours are used predominantly, and they create a feeling of serenity and tranquillity on the page. But no video is involved, it may lack engaging the visitors more actively sometimes. In general, the steady utilisation of gentle imagery and hues correlates with the identified branding and improves the customer experience (Nguyen, 2020).


	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 website does not provide an option for a chat with the support team. It is equally a missed opportunity since customers can quickly inquire about the treatment options, availability, and costs using an online chat. Real-time response has been known to rate high customer satisfaction and enhance customer conversion rate (Muhammad and Stukalina, 2024). Implementation of a simple, AI-powered chatbot or an incorporated live chat can bring a significant change as it will enhance customer engagement and give them assurance of instant support.


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


	Answer: The website has links to specific accounts in several social networks, although these links are discreet and are located at the very bottom of the page. This implies that efforts were made, and with the adjustment of these links and making them more conspicuous, they can make a big difference. The integration with platforms such as Instagram and Facebook would bring customer testimonials, service advertisements, and spa news regarding different customer groups, engaging them and making the brand's online community even greater (Spiridonova, 2022).


	
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: Facilities are well presented under the “Treatment” button, which shows various treatments, including facial and massage services. Informative short descriptions provide the customer with information on what is on offer, but the information given is limited. It would be most helpful if the treatments’ offerings stated additional information, such as treatment benefits and the session length. Including images or short service videos could also improve customer appreciation and make the users spend a lot more time studying the plans more fully (Tomić, Lavrnić, and Viduka, 2025).


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


	Answer: Recommendations exist in the separate testimonial page, which contains laudable remarks regarding the spa. Although it identifies the reviews, the results do not exhibit dates, which makes it challenging to evaluate the recent reviews. The ‘Regular Updates’ and adding fresh reviews with Google or Facebook rating display would make the website more active.


	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 quality of the service is introduced through stirringly eye-catching graphics, an unchanging logotype, and professional language. Although minimal, the clean aesthetic conveys trust and calmness. It would be recommended for this spa in Harborne for a friend or a family member in a situation where they desire a personal, friendly, and caring service from a small spa business by going through their website to understand their mode of operation.


	Question 3d -   Are prices made clear to customers? If yes, do the prices reflect the quality of service shown? If not, why do you think the company has chosen not to include prices? 


	Answer: There are no concepts of pricing that are displayed on the website. This could be to purposely try and facilitate direct contact with guests, develop specific services to be offered to guests or give a 'small and intimate' impression. However, one of the problems linked to such types of services is the absence of clarity regarding the price list (Bonina et al., 2021). 


	Section 4 – Searchability


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

	
	2. Relaxation treatments

	
	3. Eden Spa Services Birmingham 

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


	Answer: Yes, searching by "Spa Harborne" shows number 4 in the Search Engine (Google). However, when typing in terms such as 'Spa Harborne', 'Harborne Spa', or even directly, 'Eden Spa Harborne', the latter may not come among the top ten search results as it may not be SEO-friendly enough.

	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: Many people still affirm the importance of having a website as part of a modern UK business. A professional website is like a business’s online home base, providing authority and richness of content that social media and applications cannot match (Al-Maroof et al., 2021). Many customers are particular about the way a brand presents itself, and they tend to base it on the website of the brand. A business site can help to advertise services, gain consumer confidence and be indexed on a search engine. The lack of a website is a liability since customers may prefer to work with better-presented firms that spend on their web image.


	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 recommendation would be to implement an online booking, which should be on the website of Eden Spa Harborne. Because of the rising global competition, customers demand the quickest and most convenient services. Answering the phone or sending an email, as a requirement, forces more hitches that may slow the pace of bookings. Thus, with the help of a very basic type of online appointment booking, such as the one mentioned above, Eden Spa could make its customers happier, save time and increase their business flows.
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