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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 website has loaded in less than 15 seconds. The link works smoothly and it was easy to access the main page. However, these results may also be influenced by other factors such as, internet speed and device used. 


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


	Answer: The website contains three sub-pages: “Home”, “The Spa”, and “Contact”. The used can access the pages by clicking on each page located at the top of the website. It is easy to access these sub-pages. However, there seems to be an error and the “Contact” sub-page is obstructed by a map icon. This makes it harder for a user to notice it and they may lose important information about contacting the spa. 


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

	Answer: No, a direct booking option is not available on the webpage. However, on the “Contact” sub-page, there is an option to send a message to the company. A potential customer may contact the company via this page and request an appointment. 


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


	Answer: Firstly, they need solve the error regarding the map icon, which does not show properly on the page. Instead of showing on one side, it appears over the “Contact” sub-page thus. Hiding important information from perspective customers. Secondly, it would be useful to include a direct booking page. More and more customers rely on online booking (Raghavendra et al., 2024) and not providing this option may deter perspective customers from booking. Finally, the website could improve its content by adding more information about available services and prices. 


	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 looks good, and it looks the same on different devices. There is an intention to make an aseptically pleasing page by adding a green colour and a flower background, but overall, the page does not look professional enough. The logo is not loading properly, and the map icon shows over a sub-page, making it difficult to access information.


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


	Answer: The website uses a simple green background with a white flower. This can be a good choice because it does not overwhelm customers. However, there are not many pictures or videos of the salon or services. There are only two pictures, but they seem too generic and do not communicate anything unique about the company. These aspects could be improved to make the website look more professional and engaging for customers. 


	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: No, it does not use any chatbots. This is a drawback of the company given how prevalent AI chatbots are nowadays. This can make it easier to communicate with customers at any date or time without requiring hiring a staff member (Lin et al., 2024). Chatbots can significantly improve customer service. 


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


	Answer: There is a link to their X (ex-Twitter) account. However, this is at the bottom of the page and can easily be overlooked. The logo of the page does not display properly. When clicking on it, one must have an account in order to access the information about the company, which may limit accessibility to some customers, especially since the X platform is not as popular as Instagram or Facebook (Pew Research Center, 2024). 


	
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 company has provided a clear list of their beauty and massage services. They also provided a price for each service. However, the list lacks clarity. The name of the services it is mentioned, but there is no description of these services and who would benefit from them. The company should consider adding more detail to convince new customer visiting the page to book with them. 


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


	Answer: There are no customer reviews on the page. The company has 6 Google reviews that can be found when typing the name of the company. However, they are 7-year-old. Although, the company has mostly positive reviews, the last review is very negative (one star) and it did not receive any response from the management team, which shows lack of engagement. This can stop other customers from seeking services with the company, as research by Erkan and Evans (2016) shows new customers are heavily influenced by previous reviews. 


	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: On the website, there is not much information about the services or their quality. Someone who is not familiar with the treatments would not understand what they entail or what their outcome is. This is especially true for the facial treatments, where the company only mentioned their name and prices. Additionally, the company does not have any customer reviews on their website, as mentioned earlier. Therefore, I would recommend this salon only based on proximity to their address, as they do not provide any other information that differentiate them from competitors. 


	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 website provides a basic list with services and prices. However, prices are not very clear. For instance, “Indian Head Massage” treatment is quoted at £35, but it is not mentioned the duration of the treatment. This is an essential information for massage treatments that can drastically change the price. Omitting treatment duration reduces price transparency, which can undermine customers’ booking decisions (Chu et al., 2022). Nonetheless, the company may have chosen to leave this information so, that interested customers call and request the price. This way they get in contact with a staff member, who may convince them to pursue a certain treatment.  


	Section 4 – Searchability


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

	
	2. Waxing

	
	3. Spa

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


	Answer: No, the website does not appear among the top ten results. One reason for this is that results are shown depending on current address. Given that I am based in London, I am more likely to receive results from London companies, rather than Birmingham ones where this salon is located. Another reason can be that the salon is not very popular or is not currently active, which is indicated by their lack of recent reviews. 


	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, I believe websites play a vital role in promoting a business in the modern business environment in the UK. Most UK consumers now launch their search for products or services online, treating a company’s website as the first and often most trusted source of information (Sharabati et al., 2024). By clearly presenting service offerings, opening hours, contact details and FAQs, a well‑maintained site ensures prospective clients can find what they need without extra effort or calls. Additionally, A polished and easy-to-access website conveys that a business is competent and trustworthy. Research by Hosseini et al. (2024) shows that higher website quality significantly boosts customer trust, satisfaction and loyalty, which can directly affect conversion rates. In contrast, an outdated or cluttered site can deter visitors in seconds.


	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: I believe the company should implement an AI‑powered chatbot on the website. AI chatbots have a relatively cheap deployment cost that can automate the routine appointment questions and scheduling, providing substantial costs and time savings (Adam et al., 2021). Utilising natural language interfaces, they offer immediate, customised interactions, adjusting responses based on personalized requirements  (Sidlauskiene et al., 2023). Moreover, they are capable of integrating with calendars and accommodates visitors around the clock to reduce friction and improve conversion (Soares et al., 2022). As they can also be integrated with other existing systems, AI chatbots can track interactions. An AI chatbot will increase appointment volume by improving engagement, trust, and convenience, while allowing staff to focus on more complex tasks.
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