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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: According to the usability standards, the website’s loading speed is satisfactory. The main page loaded at a good speed, content is not affected by any error which could lead to the breaking of the page content into sections; therefore, it meets the criteria to fit into satisfactory level of speed. 


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


	Answer: The website (Yoga reading) has a high number of sub-pages from a customer perspective. The sub-pages should be kept to a minimum, in an organised and easy way to access. A customer accessing the website, would appreciate a straight-forward approach, where sub-pages are kept to a reasonable lower number, promoting easy and pleasant experience. 


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

	Answer: The website’s creators have included booking options on the website. At the top-left of the main page, we can locate the “Book Now” section. Once that is clicked, you are being redirected to the “Timetable” page. This page appears to be extremely busy (high number of content) and users could struggle to access this service.


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


	Answer: According to Jongmans et al (2022), websites need to meet the 3-point criteria (visual design, usability and pleasure) for a successful and positive customer experience. Visually, the website needs improving by reducing content on the main page, keeping imagines subtle and at a minimum. The number of sub-pages can be also reduced and reorganised, for example, “Book Now” section can be at the centre of the page, easy to locate visually by the customers. 


	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 website webpage is not pleasant due to the high number of content and imagery and lack of organisation of it. On the mobile phone version of the same website, I note a more pleasant experience; less content, less sub-pages that are better organised visually, menu section (three lines) is located at the top-left of the page is easy to view and navigate through, booking section it’s located at the top-centre of the main page. 


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


	Answer: The website uses imagines appealing to customers sensory senses. Colours are subtle and are not over-used; by keeping the background white and using a small number of colours, the website it’s pleasant to look at. The pictures used are large and could be organised in a more pleasant way. For example, website should have smaller pictures, less content, keeping the main page minimalistic (simple) and easy to access.


	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 website does not have the option of an online chat tool. Getting in contact with the provider and enquire about a product or service is not effective. To initiate contact, the customers must click on the “About” option, located at the top right of the page and select “Contact us”. This suggests, contacting the provider is not straightforward and easy, even more so, is time consuming. 


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


	Answer: The Yoga Reading website has social media links at the bottom-right at the page, which was very hard to identify due to the small size of icon and light grey colour of writing on white fond. In an article for Forbes, Joshi (2024) says “social media has revolutionized the way businesses connect with their target audience”, which suggests using social media is crucial to promote and expand businesses, therefore social media links should be easy to spot and access.


	
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 made clear by several factors, for instance the name of the website it’s linked directly to the services they provide and offers a clear understanding to the customers accessing it. More so, the imagery used is self-explanatory and the message delivered by the company through it is clear and easy to understand.


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


	Answer: Customers reviews are not made available on the website. Building trust between customers and provider, boosting sales and conversations, helping train and motivate employees, are just a few key factors highlighted by Sharma (2025) why customer reviews are so significant for the success of the business. By excluding customers’ reviews from the website, the provider risks business failure by losing customers’ trust.


	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 quality of the services is presented as high quality and is supported by the access to the teacher’s qualification and the range of courses that they offer. Having access to information about the teacher (who will provide the services) gives the customer reassurance about the credibility and experience of the provider. 


	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: Yes, website contains details about pricing. Scrolling down the main page, we can note a range of packages with price, that are made available for customers and what these include. On the top-right of the main page, we have the sub-page “Shop” where different merchandise is available, with pricing available underneath the product. The pricing is reasonable for the service and quality provided.


	Section 4 – Searchability


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

	
	2. Reading

	
	      3.  UK 

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


	Answer: Yes, the website appears at the top of the list. The first website that Google engine offers as suggestion is the Yoga Reading website, which suggests is has positive impact on the business. Customers are more likely to use the services when the website is easy to find and access.  

	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: I believe that websites will always have relevance in modern UK business. For a business, having a website is more than just promoting your services and products, is about building trust with customers on a higher level. I personally would not trust a business’ credibility without a website, because I would like to know other customers’ opinion and feedback on the service said business provides. YEC (2020) indicates in his article “Having a strong online presence, particularly a website, can be make or break for generating more revenue”, emphasising on the importance of networking and connectivity for businesses on an online platform. 


	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: From my point of view, one of the options that the website lacks is having customer reviews on the webpage, which I would change by adding it at the bottom-centre of the main page This improvement would lead to building trust between customers and provider and creates an opportunity to improve the services by welcoming both positive and negative feedback. My reasoning behind why I recommended this change is based on my personal experience; when I use a service online and access a website, my research starts with customer reviews where I look at both negative and positive perspective and decide which provider works best for my needs. 
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