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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 loading speed is a critical factor that significantly impact of the user’s experience, engagement and overall performance. I find that the Eden Spa website loaded very quickly.


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


	Answer: I found that the website to be well-structured and user-friendly. It features clearly defined sub-pages for treatments, contact information and booking, which were easily accessible from the main page. For a prospective customer, the layout was intuitive, allowing persons to locate the information they seek without unnecessary clicks or delays. 


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

	Answer: The booking processes is a phone call away to check for availability.



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


	Answer: I recommend that they incorporate and integrated booking system. This will would allow customers to schedule appointments at any time, without the need for direct contact during business hours. Implementing such feature could enhances the usability and improve the users experience and engagement.


	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 overall design of the webpage is visually pleasant, evoking a sense calmness and connection with nature. Notably, there are slight difference between the desktop and mobile version of the website. While the desktop layout displays the navigation options more prominently, the mobile version features a dropdown menu that consolidates key section such as Treatments, Spa and Contact.


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


	Answer: The website makes effective use of visual elements to reinforce its branding and atmosphere. Different shades of green are used consistently throughout the page, creating a natural and soothing aesthetic that reflects the spa’s emphasis on wellness and tranquillity. Additionally, the presence of lily flowers across various sections of the website enhances the calming theme, symbolising purity and relaxation. The colour palette and imagery contribute to a peaceful browsing experience, which aligns w

	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 has an online chat tool, allowing users to engage with the spa in real time for quick queries or support. Additionally, customers can make inquires by selecting the ‘Contact Our Spa’ option, which directs them to a form where they can submit their name, email address, subject and details of their enquire. This feature provides a straightforward and accessible method for customers to communicate with spa directly. 


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


	Answer: The Spa’s social media links are effectively integrated into the website, providing users with easy access to their online presence across various platforms. These links are strategically positioned at the bottom of the webpage, ensuring visibility without disrupting the overall design. This placement support user engagement and encourages continued interaction with the brand beyond the website.


	
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 spa website effectively communicates its range of services to customers. By selecting the treatment tab, visitors are presented with a comprehensive list of all available treatments and services. This organisation presentation allows potential clients to easily review and select services that meet their needs, enhancing the overall user experience.


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


	Answer: The website does not show any customer reviews or testimonials. 


	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: Incorporating high-quality images and a cohesive design is essential for spa websites to effectively communicate their brands quality and ambiance. I will use the service to ensure that the spa services align with the quality and standards it presents, and intend to experience it firsthand, then I would be inclined to recommend the spa to family and friends. 


	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 spa’s website provides clear and transparent pricing for its treatment and services, reflecting the quality of offerings. The website’s sophisticated design and high-quality imagery convey a high –end ambiance, which may lead visitors to anticipate premium pricing. However, the actual prices are comparable to those of standard spa services, indicating that the spa offers a luxurious experience at accessible rates.


	Section 4 – Searchability


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

	
	2. Facial

	
	3. Relaxing

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


	Answer: No


	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: The Spa’s website remains highly in the contemporary UK business landscape. It offers a range of treatments and services that cater to the essential self-care needs of individuals, promoting both mental and overall well-being. Regular engagement in spa therapies has been shown to significantly reduce stress and anxiety, enhance mood, and improve self-esteem, thereby contributing positively to mental health. By facilitating access to such beneficial services, the spa not only addresses the growing demand for wellness solutions but also underscores the importance of self-care in today’s fast-paced society. 


	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 would recommend that they include their customer reviews; to enhance the website’s effectiveness and build greater trust with potential clients, it is advisable to incorporate customer reviews. Displaying authentic feedback can significantly influence purchasing decisions, I know as a customer that the first thing I look at before I buy. By showcasing positive experiences from pervious clients, the spa can strengthen its reputation and potentially increase customer engagement and booking.
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