



Section 1 – Usability
How quickly and easily does the website load?
The Yoga Reading website loads efficiently, with pages appearing almost immediately on both desktop and mobile devices. Images display clearly without noticeable delays, and interactive elements such as the navigation bar respond as soon as the page opens. (Feby Artwodini Muqtadiroh, 2017) This indicates good optimization, stable hosting and properly compressed media files. As a result, users experience a smooth entry into the site, which supports positive first impressions and encourages further exploration. 

Does the website contain many sub-pages? How does a customer navigate these?
The website is organized into several sub-pages, including sections for classes, workshops, retreats, teacher information, pricing and contact details. Users navigate using a consistent top menu that appears across all pages, enabling them to move between sections with minimal effort. Internal links also guide visitors towards booking pages or related content. (Manganari, et al., 2009) The structure is logical and easy to follow, reducing the risk of confusion. 
Can a customer make a booking via the webpage?
Yes, customers can book classes, workshops, and retreats directly through the website. Each service page has clear booking links that take users to an outside scheduling platform where they can check availability, pick dates and pay. The booking process is simple and only takes a few steps, which helps cut down on confusion. This simpler process makes it more likely that visitors will book, which helps turn visitors into customers and makes the site easier to use overall.
What improvements could be made to the usability of the website?
The website is easy to use, but there are a few things that could make it even easier to use. A bigger "Book Now" button on the homepage would help new visitors find scheduling options more quickly. Some pages have long paragraphs that could be easier to read if they were broken up with headings or icons. It might also be easier to use if the booking tool is built right into the website instead of sending users to another site. These changes would all make things clearer and make it easier. (Dholakia, 2001)
Section 2 – Pleasure – Customer Experience

How pleasant does the webpage look? Differences on mobile vs computer?
The website has a calm and visually appealing layout that suits the nature of a yoga studio. Soft colors, balanced spacing and minimal clutter contribute to a welcoming look. On desktop, the wider display allows sections to feel open and easy to follow. On mobile, the design adapts well, though users must scroll more due to screen size. Despite this, the overall aesthetic remains consistent. Both versions create a peaceful and professional browsing experience. 
How does the website use imagery, video and colour?
Imagery plays a strong role in shaping the site’s atmosphere. High-quality photographs of the studio, teachers and classes help communicate authenticity and warmth. The color palette, made up of soft natural tones, reinforces the sense of relaxation associated with yoga practices. While video use is limited, the existing visuals effectively express the studio’s identity. The consistent style across pages enhances branding and encourages visitors to feel connected to the environment.




Has the website made use of an online chat tool?
The website does not include an online chat tool, which may limit immediate communication with potential customers. Although email and social media options are provided, these methods can delay responses for users who need quick clarification. A live chat function or automated chatbot would allow the studio to respond instantly to common questions, improving customer confidence. Introducing this feature could strengthen engagement and make the website more supportive for first-time visitors.

How effective are the social media links on the website?
Posts updates, community content and class information. These links help build trust by showing real interaction with clients. However, their placement could be more prominent, as they may not be immediately noticed. Relocating them to a header or footer bar could improve visibility. Even Social Media links take users to actively maintained platforms where the studio so, the linked platforms provide useful insight into the studio’s personality and activities.
Section 3 – Perceived Value

How are services made clear to customers?
Services are presented clearly on the website through structured pages outlining class types, workshop details, retreats and teacher profiles. Each page describes the purpose, level and benefits of the offering, helping customers understand what to expect before booking. The information is organized in a user-friendly manner that supports informed decision-making. This clarity contributes to the professional appearance of the site and helps guide potential clients toward suitable services. (Carlos Flavián, 2006)


How are customer reviews made available? Are these up to date?
The website features testimonials that provide insight into past clients’ experiences. Although these reviews help build trust, some appear slightly dated, which may reduce their relevance for new customers looking for recent feedback. Adding up-to-date testimonials would strengthen credibility and better represent the studio’s current service quality. Nevertheless, the presence of reviews still contributes positively to the overall impression of reliability and care. 
How is the service presented as high quality?
High quality is communicated through several elements: experienced instructor profiles, detailed descriptions of class content and professional photographs of the facilities. The information is well-organised and consistent, suggesting a thoughtful and well-managed business. The emphasis on community and wellbeing further enhances the studio’s appeal. I would recommend the service because the website portrays a trustworthy environment supported by skilled teachers, making it suitable for individuals seeking a supportive yoga experience.

Are prices made clear? Do they reflect quality?
The website clearly shows prices, which makes it easy for customers to compare different passes, workshops, and retreats. The prices seem fair and in line with other yoga services, which is a good sign of professionalism and high-quality presentation online. Clear prices help customers avoid confusion and make it easier for them to make a choice. In general, the prices are fair for the quality shown on the website.




Section 4 – Searchability

Three keywords to find this service:
· Yoga classes Reading
·  Reading yoga studio
· Yoga workshops Reading

Does the website appear in the top ten results?
Yes, the website always shows up on the first page of Google results when these keywords are used. This means that the studio has good search engine optimization and is well-known online, which makes it easier for potential customers to find. (Maria Teresa Pinheiro Melo Borges Tiago, 2014)
Section 5 – Reflection and Conclusion

Do websites still have relevance in modern UK business?
Websites are still very important for UK businesses because they are reliable, central places for customers to get information. Social media is great for keeping people up to date and getting them involved, but a website lets a business show off its services, prices, and values in more detail. A lot of people check out websites to make sure they are real before making a reservation or buying something. The website helps Yoga Reading show who they are, builds trust, and makes it easy to book a class. The business would lose trust and visibility without a strong online presence. In today's digital world, having a professional website is important for keeping customers' trust and getting them to interact with your business.


Recommendation for improvement:
One of the most beneficial improvements would be adding a live chat function. Many new customers arrive with questions about class levels, appropriate sessions, prices or booking processes. Waiting for an email response may discourage them from completing a booking. A live chat tool—whether staffed or automated—would allow instant support, helping potential clients feel more confident. This feature could also reduce administrative workload by handling common enquiries quickly. (Susan Rose, 2011) Implementing live chat would modernise the website, enhance user experience, strengthen customer relationships and likely increase conversion rates by making the booking journey more responsive and personalized. 











Bibliography
Carlos Flavián, M. G. R. G., 2006. The role played by perceived usability, satisfaction and consumer trust on website loyalty. Information & Management, 43(1), pp. 1-14.
Dholakia, U. M., 2001. A motivational process model of product involvement and consumer risk perception. European Journal of Marketing, 35(11-12), p. 1340–1362.
Feby Artwodini Muqtadiroh, H. M. A. ,. E. W. T. D. ,. F. R. A., 2017. Usability Evaluation to Enhance Software Quality of Cultural Conservation System Based on Nielsen Model (WikiBudaya). Procedia Computer Science Volume , Volume 124, pp. 513-521.
Manganari, E. E., Siomkos, G. J. & Vrechopoulos, A. P., 2009. Store atmosphere in web retailing. European Journal of Marketing, 43(9-10), p. 1140–1153.
Maria Teresa Pinheiro Melo Borges Tiago, J. M. C. V., 2014. Digital marketing and social media: Why bother?. Business Horizons , 57(6), pp. 703-708.
Susan Rose, N. H. M. C., 2011. Online Customer Experience: A Review of the Business-to-Consumer Online Purchase Context. British Academy of Management, 13(1), pp. 24-39.





















1

image2.png




image1.png




