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1. [bookmark: _Toc227772404]Introduction
This report will analyse the support that the Cleaners of London website provides for B2C communication and user experience. Websites are usually the first place customers interact with a business and, as a result, play a significant role in shaping perceptions and conversions (Chaffey & Ellis-Chadwick, 2019). The evaluation will assess the website's usability and functionality, as well as its design and layout, communication, and customer engagement. Several usability and digital communication theories will be applied throughout the report, as these are attributes that the website should possess. This report will identify the pros and cons of the Cleaners for London website and provide suggestions to improve its effectiveness and competitiveness in this online service (Krug, 2014).
2. [bookmark: _Toc227772405]Website Overview
The Cleaners of London operates in the professional cleaning sector and provides cleaning services across London. The target audience for the service is both homeowners and businesses that need affordable, trusted cleaning services. Customers can access the information needed to obtain cleaning services tailored to their needs and contact the website directly (Cleaners of London, 2026).
From a structural standpoint, the website has the usual navigation components: a home page, a services page, and a customer inquiries page. The main goal of the website is to give a concise description of the services and induce the customer to act. Although the site accomplishes its goal of offering basic information, its layout and design are simplistic. As a result, the site cannot engage its customers in a target market as competitive as the digital industry (Nielsen, 2012).
[bookmark: _Toc227772406]3. Website Evaluation
[bookmark: _Toc227772407]3.1. Design and Layout
Cleaners of London features a simple, basic website design that prioritises functionality. Cleaners of London has a simple, straightforward website structure; content is organised into sections and panels to help users navigate. They have simple layouts and choices that design guides suggest should help users prioritise and achieve their goals. Simplicity, combined with effective visual hierarchy and design guidelines, can help minimise incessant user frustration (Nielsen, 2012). Cleaners of London can maintain optimal, simple navigation that meets user demands and supports Digital Cleaners' professionalism through basic design.
[bookmark: _Toc227772408]3.2. Usability and Functionality
When evaluating the website Cleaners of London has designed, the first thing that comes to mind is how effortless the user journey is. Cleaners of London allow their clients to gather plenty of information and even contact the company with minimal effort. Despite how user-friendly the website appears, Cleaners of London should prioritise efficiency, responsiveness, and, of course, user satisfaction. Cleaners of London has a basic website in terms of interactivity and functionality. They do not have an optimised or minimalist booking system, and they lose many potential clients (Engagement, 2011).
[bookmark: _Toc227772409]3.3 Content and Communication
The Cleaners of London website contains nearly clear content. Even with their content clarity and communication, the lack of intonation and depth, and the absence of persuasive elements make the Cleaners of London site less promising. The site states the prices of the services offered. Simple digital communication should inform the audience, serve to convince the audience, and help to close sale opportunities (Chaffey & Ellis-Chadwick, 2019). In this case, the content is included to serve users by ensuring they remain discrete, but is not emphasised for direct engagement. The communication is balanced, which may mean user interest is not being catered to. This is indicative of poor communication. Potential customers are urged to take the next step, and the content is left entirely to capture the communication potential of customers’ interest.
[bookmark: _Toc227772410]3.4 Customer Engagement
According to the Cleaners of London website, customer engagement is low. This is particularly true for interactive and relationship marketing site elements. The site seems to lack the basics of relationship marketing. Modern sites should encourage and expect multiple-channel engagement (including social media) and include interactive capabilities and feedback loops (Tuten & Solomon, 2020). This lack of visibility may contribute to an overall poor customer experience and result in site users not trusting the site. Lack of engagement is likely to prevent users from returning and is a reliable indicator of the site's credibility. If the site offered features like live chat, achievements, and interaction, it would measurably help build customer trust and engagement.
[bookmark: _Toc227772411]Recommendations
Upon review, the Cleaners of London website will improve if the following changes are structurally implemented.
Visual Design and Layout
First impressions matter. Implementing a modern, monochromatic, and minimalist design will enhance the website's visual hierarchy (Krug, 2014).
Usability and Mobile Optimisation
Ensure that the website is entirely user-responsive. Give attention to the overall usability and satisfaction of the website. (Norman, 2013)
Content Communication
Highlight the service's length and offer persuasive content and communication. Communication fails when users are not inspired to perform certain actions despite being adequately informed. (Chaffey and Ellis-Chadwick, 2019)
Features of Customer Engagement
Trust builds relationships with customers. Integrate social media, testimonials, and even the interactivity of live chats (Tuten & Solomon, 2020).
User Journey and Conversion Process Optimisation
First impressions matter. Reinstate modern and monochromatic minimalistic design. Prioritise the design layout for visual hierarchy (Krug, 2014). Reinstate the minimalistic monochromatic modern design.
Usability and Mobile Optimisation
Ensure full user responsiveness of the website by focusing on a consistent flow and user satisfaction in the overall usability and design (Norman, 2013).
Content-Centric Communication
Highlight the service's length and differentiate between content and communication. Communication fails when users are not inspired to perform certain actions despite being adequately informed. (Chaffey and Ellis-Chadwick, 2019)
Customer Engagement
Trust builds relationships with customers. Integrate social media, testimonials, and even the interactivity of live chats (Tuten & Solomon, 2020).
User Journey and Conversion Process Optimisation
Streamline the conversion process of requesting services or making inquiries by clearly defining the first step. Increasing conversion rates depends on integrating online bookings.
[bookmark: _Toc227772412]5. Conclusion
In conclusion, Cleaners of London includes important details and limited functions. However, they have highlighted some limitations in design, usability, content, and customer engagement. The website meets the minimum requirements for its functionality, but does not meet current user demands and lacks many capabilities as a communication tool. There is inadequate customer engagement; therefore, the visual clarity of the user interface and content must be improved. The implementation of the recommendations will enhance the level and nature of customer engagement and help the business increase its competitiveness by improving its online presence.
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