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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 loads really quickly(1-2 seconds to load) with minimal delay of 2 to 3 seconds in between pages. This fast loading speed enhances the user experience which  is great for  first time visitors, as it reduces frustration and encourages continued interaction. Overall, the website demonstrates efficient performance, contributing to a smooth and responsive browsing experience. 

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


	Answer: The website The cleaners London, does contain several sub-pages, including services, contact details, and booking options. It is straightforward to navigate because there is a clear menu at the top of the page. Users can move between sections easily as everything is organised in a simple way with clear titles. This structured navigation supports usability and ensures users can locate relevant information without difficulty. 


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

	Answer: Yes, Users are able to make a booking directly on the web page. The site has a booking form where users can put down their details and their service requirements. This feature increases convenience and allows for immediate customer interaction , enhancing  overall efficiency of the service process.


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


	Answer: The improvements that can be made with the usability is by making the booking process simpler and asking for less information at the start. Another thing that could be improved is a clearer call to action buttons and easier to see navigation, this would also help users know what to do next. As Steve Krug (2004) P1. states, "Don't make me think" . This means websites should be simple and easy to use. 
Lastly improving mobile responsiveness to make sure the website works well on all devices. 


	Section 2 – Pleasure – Customer Experience

(75 words maximum for each answer)

	Question 2a – How pleasant does the web page look?  Are there any differences in appearance on a mobile phone versus a computer? 


	Answer: The web page from The cleaners London  is very pleasant because it presents a clean design, which aligns well with the nature of the service it is being offered. The use of clear heading, consistent colours , and structured content contributes to an aesthetically pleasing layout that is easy for users to engage with. On mobile devices, the layout remains functional and responsive; however, some elements may appear more condensed due to the smaller screen size (Garrett,2011) Despite this, the overall visual consistency is maintained across devices, which helps to support a positive and seamless user experience. A well - designed interface such as this can improve user satisfaction with the website. 



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


	Answer: The Cleaners London website uses imagery and colour effectively to communicate to its audience service quality. For example, images of clean environments and the use of neutral tones help reinforce professionalism and reliability. (Garret 2011). This supports user trust, as users can visually understand the expected outcomes. However, adding video along with the images will make it more effective and further drive engagement. Therefore, even with the images being effective, there is still potential to enhance user interaction. 

	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 lacks online chat tools. Which limits direct communication. For example, users are unable to access immediate assistance when making enquiries (Krug, 2014). This may effect user satisfaction, particularly for customer seeking quick response. Adding a live chat feature would improve responsiveness and accessibility. All things considered, this feature will improve the overall customer experience. 

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


	Answer: 
Social media links are included in the website, however they are not highly visible or integrated into the design. For example, they are not positioned in a way that does not strongly attract user attention or encourage interaction, which can reduce their effectiveness (Chaffey & Chadwick 2019). This puts a limit on their effectiveness in supporting engagement and brand awareness across multiple platforms, such as Facebook, Instagram and Tiktok, where on going communication and content sharing is at its highest. Improving their visibility could build a stronger relationship between the organisation and their customers. By making social media link more prominent, like placing it on the header or using a clear call to action prompts, the website could gain greater interaction. Overall, improving the visibility and integration of social media features would enhance both customer and engagement and user experience. 

	
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 clearly presented on the website, allowing customers to quickly identify the service they offer. For example, dedicated sections outline both domestic and commercial cleaning service, with each category providing relevant details about what is included (Rosen and Purinton, 2004). This clear structure is easy to navigate and reduces confusion for potential customers. Additionally, the clear separation of services enables users to compare options more effectively and select those that best meet their specific needs. As a result, the website supports informed decision making while also increasing the overall user experience by making the browsing process more efficient and straightforward. 


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


	Answer: Customer reviews are made available to be seen on the website, however, they are not strongly emphasised within the overall layout. For example, reviews are not prominently displayed or regularly updated, which reduces their visibility to potential customers(kotler et al.,2017). This limits their effectiveness, as reviews play a key role in influencing consumer trust and decision making. when reviews are less visible, users may question the reliability of the service. Increasing the amount of time the reviews are updated on the site will increase credibility and provide stronger social proof. Therefore, Making customer reviews more visible and current would enhance perceived value and boost customer confidence. 

	Question 3c – How is the service presented as hig, which reduces their visibility to h quality? For what reasons would you use the company’s service or recommend to a friend or family member? 


	Answer: 
The website presents its service as high quality through both language and visuals. For example , professional wording and images of clean environments suggest reliability and effectiveness (Garrett,2011). This creates a positive impression and encourages customer confidence. As a result, users may be more likely to choose or recommend the service to a friend or family member. 

	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 prices on the website are not clearly displayed, which could potentially affect transparency. For example the absence of pricing information suggests services are customised to individual needs. (Chaffey & Chadwick,2019). While this allows flexibility, it may discourage users who prefer upfront costs and clear financial expectations before committing their time to fill out any other information. This lack of pricing clarity may also create uncertainty for first time users. In conclusion, including estimated pricing could improve trust and support more effective customer decision making. 


	Section 4 – Searchability


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

	
	2. Cleaning service in London

	
	3. House cleaning in London 

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


	Answer: 
The website does not consistently appear within the top search results for relevant keywords. For example, its ranking suggests only moderate search engine optimisation Chaffey & Chadwick 2019). This may limit visibility to potential customers. Improving SEO strategies could increase traffic and online presence. It could be many people are searching there brand however they end up going to the top 3 searches instead of clicking on them. Therefore, optimisation is necessary for better search performance. 

	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 do believe website remain highly relevant in modern UK business. For example, they provide essential information, enabling bookings and support brand credibility( Chaffey2019). This makes them a key communication tool between businesses and customers in a competitive digital environment. As a result, websites continue to play a vitual role despite the growth of social media platforms.  


	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 important key improvement would be to include clear pricing or estimated costs on the website. This is due to transparent pricing helping customers make quicker and more confident choices (Krug,2014). This would reduce uncertainty and increase trust in the service, particularly for first time users who may be comparing multiple providers. It also improves overall usability by setting clear expectations. Therefore, adding pricing information would likely improve conversion rates and increase the overall user experience. 
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