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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: This website has a limited number of images on the main web page which allowed me to access the site immediately and load its content extremely easily. Content such as text and images displays smoothly, suggesting that the site is not excessively complex


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


	Answer: The Cleaners of London website has several subpages, including pricing, contact information and service details. Customers navigate through the site using the main menu, which clearly groups pages like Services, Prices, About Us, and FAQs. By selecting the page, they need and using buttons such as “Book Online” or “Request a Quote,” prospective customers can easily access information and move towards arranging a cleaning service.

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

	Answer: Customers can make bookings directly via the webpage. The website includes clear “Book Online” options that guide users through selecting a service, choosing a date and time and submitting their details. This online booking functionality makes the process more convenient and efficient, allowing customers to arrange services without needing to call or email, which enhances the overall usability and accessibility.

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


	Answer: Cleaners of London’s website could improve usability with clearer navigation and improved layout consistency. Despite having visible core actions such as bookings, implementing mobile responsiveness, and making pricing and service comparisons more transparent would support faster, more informed decisions. Highlighting user reviews and simplifying contact pathways would further enhance clarity, and overall user experience.  
 

	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 page in general feels pleasant. The website looks clean and professional, with clear headings, imagery and a straightforward layout when assessed using principles outlined by Jongmans et al. (2022). The difference between mobile and desktop appears to be handled via responsive design which allows good usability for customers whichever device you choose. 

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


	Answer: The website uses some photography throughout the page for example of clean homes and satisfied customers to give a polished, professional look. However, it does not appear to rely on any videos. The colour scheme leans towards clean, neutral tones, offering readability and a tidy visual impression., Overall, the imagery and colours help reinforce trust and present the company as organised and professional.


	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: I couldn’t find any evidence that the website currently offers a visible online chat tool. Their “Contact Us” page only provides a contact form, phone number and email address. Because the site lacks a live-chat widget, this makes inquiring about services slightly less immediate or convenient compared with a real time chat.

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


	Answer: The social media links on the website are moderately effective in supporting the company’s band presence and credibility. According to Kotler et al. (2018), integrating social media into a company’s digital presence can strengthen customer relationships, build trust and support marketing communications. If links are not prominent or regularly maintained, their impact on trust and customer engagement is likely to be limited.

	
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 offered by the company are made clear through dedicated services pages and structured navigation on the website. Each service is listed under the main menu, allowing users to easily identify available options such as domestic, end of tenancy, or Specialist Cleaning. Brief descriptions, pricing information, and clear calls to action, such as booking or enquiry buttons, help customers understand what is offered and how to proceed.


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


	Answer: On the website, customer reviews are presented on dedicated sections within service pages and occasionally highlighted on the home page. These reviews typically appear as text quotes accompanied by the reviewers first name or initials. However, there is limited information on how frequently they are updated, and many reviews do not display dates, making it difficult to verify their recency. This may affect a prospective customers ability to assess current service quality accurately.


	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 website is portrayed as High quality through structured website design, clear service descriptions, and professional imagery, which collectively signal reliability and customer focus (Kotler et al.,2018). Transparent pricing and prominently displayed customer reviews further reinforce perceived trustworthiness. These features enhance user confidence, making the service appealing for both individual use and recommendation to others, and they communicate professionalism, convenience and a commitment to customer satisfaction.


	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 does provide some pricing information, primarily through dedicated service pages and booking forms. The prices are presented as clear starting rates or per hour estimates, which helps customers gauge cost before committing. These rates appear consistent with the professional quality and comprehensive service range portrayed on the website, supporting the perception of value for money. If any prices are absent, it may be to allow for bespoke quotes based on property size or service complexity. 


	Section 4 – Searchability


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

	
	2.Cleaning

	
	3.Services

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


	Answer:  When searching the website on google, there isn’t any clear evidence that the website consistently appears at the top ten organic results. The search is dominated by larger cleaning companies and directory listings, indicating relatively low search visibility. This suggest that, without search engine optimisation, the company may struggler to achieve high ranking placement for broad, competitive keywords (Chaffey,2022).


	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 websites remain extremely relevant for UK businesses as they function as a central platform for information, credibility and customer engagement. Despite the growth of social media and apps, a professional website establishes credibility and trust, supports online bookings/enquires and improves visibility through search engines. For service-based companies like Cleaners of London, a website is often the first point of contact for prospective customers.


	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: One key recommendation to improve the website would be to introduce a live online chat feature. This would allow prospective customers to ask questions and receive immediate responses, improving convenience and engagement. The suggestion is since quick, real-time responses can reduce uncertainty, support decision making, and increase conversion rates. For a service based business like cleaning, where customers often seek reassurance about pricing and availability, live chat would significantly enhance the overall user experience. 
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