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Section 1 – Usability

(75 words maximum for each answer)

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


	Answer: Apple UK site is quick and does not have any significant delays hence people can navigate through it easily (Apple, 2024). This is the best way to optimize the performance of the pages and the performance is fast even with the mobile devices. It is a high efficiency speed which is critical in providing user friendly type of experience.


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


	Answer: The site has a few sub-pages that remain to talk about the products, services, contact, etc. The site is easy to use and conveniently provided with drop-downs and simple menus to allow customers to access what they want with simple navigation across various sections possible within no time.


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

	Answer: Yes, Apple site provides the customer with the option of making booking with the website. Either it is a reservation in a Genius Bar, shopping or a subscription to the services, yet, the site offers a convenient service of a reservation and using the services with a straightforward channel of booking and a range of payment options (Vinod, 2024).


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


	Answer: Checkout in this instance could be simplified to first time buyers. In comparison with the user, navigation between the product setups and payment methods is relatively Light and thus decrease the process to a few steps would be a lot more user friendly.


	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 appearance of Apple UK site is and looks modern and focuses on the cleanliness and quality of images. It is mobile optimized and thus the critical elements of the site like menu and product images are readily accessible. The interfaces are standardized on all the devices and shows responsive interfaces and pleasing experience.


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


	Answer: Apple makes use of image, video and colour to outline products. The customers are able to interact due to high-resolution pictures of products, clean pictures and videos of product features (Sun, Zhang and Guo, 2024). The choice of colours is carried out following the minimalistic approach in the brand that is focused on simplicity and elegance.


	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: Yes, the site offers the online chat facility and this allows the customers to pose questions concerning products or services. The tool provides timely responses, this presents a convenient way of customers to shopping information, assistance and availability as well.


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


	Answer: Social media has been integrated in the site appropriately giving access of the official social media of Apple (Raminpour et al., 2024). The connections will direct the audience to such platforms like Instagram, Twitter, and Facebook where they will communicate with the brand and stay updated on new products and news.


	
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 provided are well communicated with special places on the site. Apple Company is very informative about the products, services, and features they have to offer and customers understand the value of what they are offering including support, training, and exclusive services.


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


	Answer: Customers place reviews as high profile in product listings. The reviews are also recent and valid with the prospective customers having an understanding of how the product performs (Wang et al., 2021). Apple has also applied a rating system whereby the user is allowed to see the overall satisfaction of the products.


	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 site sets a representation of the service as the quality one with the specifications of the products, the feedbacks of customers and the reviews of the specialists. The high design, glossy interface and the fact that it can provide after sales services makes customers think that Apple would not sacrifice on quality.


	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 products and services are properly denoted with price displayed. However, Apple does not necessarily offer the prices of tailored products, including the custom-made devices, which may be due to various configurations (Kittlaus, 2022). It is competitive in price since the product is of high quality, which is the brand of Apple as a high-quality service provider.


	Section 4 – Searchability


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

	
	2. Buy iPhone UK

	
	3. Apple Store UK

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


	Answer: Yes, when I enter the words on the above in the Google search, the Apple site is occasionally at the top of the first pages. Its ranking is very high due to its brand name and optimization in search engines hence ensuring that customers searching about Apple products and services in the United Kingdom can see it.


	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: Yes, nowadays, the websites are still quite relevant to the modern business in the UK. Despite the introduction of social media and mobile applications the basis of online presence of a company is still a well-designed site (Hameed, Maurya and Arif, 2025). It may serve as a major source of information, customer interaction and transactions. The websites are authoritative, assist in building trust among customers and it is the virtual gateway to Ecommerce, customer services and brand identity especially to large companies like Apple. An online business location is crucial to the objectives of catering to the broad customer base, managing the electronic marketing and building the enterprise 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: The advice I would give Apple in terms of editing the site would be to streamline that customization and sale of products and purchase process. Even though it is a highly useful site, they could have simplified the intra-comprehension of the personalized iPhones or MacBook’s to make the experience more worthwhile. Apple will gain by automating these processes, raising the conversion rates, and being able to raise the overall customer satisfaction level. This would assist novice users or the ones that are not well conversant with what it Apple readily provides since it would be faster and simpler to navigate and this would be the most important thing in retaining the customer and abandoning the cart.
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