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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 site loads at a relatively fast rate and is not delayed much. The main components such as the home page and description of the services are loaded in a few seconds, which is a smooth experience to the potential customers. But in certain instances, huge images or videos might create minimal delays in load time on slow networks.


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


	Answer: Of course, there are several sub-pages on the site, including services, prices, testimonials, and frequently asked questions (Chaffey & Ellis-Chadwick, 2019). The navigation is simple by the top menu bar that is well-organised and has well-defined categories and a search box. Moreover, there is a footer menu containing the rapid links to the key pages, which is convenient as a customer can find the necessary information.


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

	Answer: The customers are able to book through the site. There is a distinct book now button, which is located at the homepage and service pages. The booking can be done easily where the customer can choose the time, days and service.


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


	Answer: The usability of the site can be enhanced by including live chat facility that will provide customers with real time support that will give faster responses to queries (Krug, 2014). Also, it would be beneficial to make the mobile version more efficient in terms of smaller screens, particularly during the checkout or booking experience, which is at times hard on mobile devices.


	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 site is appealing to the eyes, having simple layout and contemporary design. The aesthetic experience of the site remains the same based on the devices, yet there are minor dissimilarities in the design, whereby the mobile pages have a more compact design. On phones, things such as photos and text are shrunk in order to be easy to read, yet some of the design aspects may appear to be too small.


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


	Answer:
The site is effective in its use of quality images and videos to present the services of the company, which also creates the element of engaging sight. The colour scheme is relevant to the brand, complementary blue and white colours are used to give the product a clean and professional appearance (Laudon & Traver, 2021). The text and image balance aid in breaking up of the content that the customers can peruse through with ease.

	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:
Yes, the site has a chat tool where the customers can pose questions to the site in real time. The chat tool is quite good, as it is rather fast to respond to, but the response time may be more rapid during the peak time. It provides user-friendliness and interactivity to visitors that desire to get more information on the product or service.

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


	Answer: The social media connection on the site is uncomplicated and could be seen on the header and footer. They result in active social media accounts on such a platform as Facebook, Instagram, and Twitter. Such connections are useful to reach out to customers and traffic to the social platforms of the company, offering a smooth connection between the site and the social presence of the brand.


	
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:
Services that the company is providing have been clearly presented on the homepage and service specific pages. The services are described in detail along with description, benefits, and their prices (where applicable). It is easy to comprehend the services offered as customers use bullet points and short paragraphs to get the idea within a short time.

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


	Answer:
The reviews made by customers are placed in a significant position on the web pages of the products/services and in a specific section of testimonials (Nielsen, 2020). The reviews are also quite current, and the latest feedback can be observed on the top of the list. Nonetheless, the review system of certain services could be enhanced, and customers should be able to filter or sort reviews according to the date or rating.

	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 service is introduced as high-quality by using the professional language, the high-quality images, and the testimonials of customers that are focused on the satisfaction and reliability. The site focuses on the details and the customer service, as well as presenting itself as a reliable supplier. I will refer the service because it is committed to customer satisfaction, high standards of service and it is easily accessible.

	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, the contract rates of services are well displayed on the website. The pricing is open and corresponds to the quality of the service (W3C, 2023). It seems to be competitive in the industry, as they have some premium offerings that are worth the high price tags due to the description of the benefits of the services, the quality of the materials and the experience of the professionals.

	Section 4 – Searchability


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

	
	2. Reliable [service type]

	
	3. Affordable [service type]

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


	Answer: 
Yes, after entering such words in Google, the site of the company would be found in ten top results. It indicates that the company has performed sufficiently in ensuring that its site has been optimised to include the relevant keywords and search terms.

	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: 
Websites still remain very relevant in the contemporary UK business. Although social media and mobile applications have emerged, websites are still needed as a central place where businesses gather their information, products/services, and customer service. Their significance is particularly high when it comes to the creation of a professional online presence and the e-commerce. With digital presence becoming vital in market success in the UK, a well-designed site in the market boosts trust and credibility among the 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: 
In case I had one suggestion, the introduction of a customer portal would be my solution. Such portal would enable one to monitor their orders, update account details, and get customised services. This would improve the user experience as visitors would have a personalised experience. Personalisation enhances the connectedness and customer retention since the customer receives an added value and convenience.
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