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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 Yoga Reading site has an average loading time, and the page opens within a couple of seconds on a typical internet connection. Browsing is usually untroubled, although image-intensive pages might lag slightly in loading. This is typical of small business sites where slow media, which is unoptimised, can slow down speed and user experience.

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


	Answer: 
The site includes several sub-pages, which include timetable, events, courses and about pages. All navigation is arranged in the form of a definite top menu with dropdowns, so that people may easily find the explanations of certain services. Nonetheless, it is very likely that the number of nested pages might slightly decrease the time taken to find detailed information. 

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

	Answer: 
Yes, the site has the option for customers to make bookings online. Users will be able to book options via the list of classes or individual service pages, redirecting to a built-in service to book. It facilitates in-room bookings of yoga classes and other associated services, making it easier and negating the necessity to use offline reservations (Love, 2025). 

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


	Answer: 
The website can also be made easier to use by streamlining the navigation and overpopulating the website with information, since too much information will unnecessarily complicate navigation. More prominent should be the clear call-to-action buttons (e.g. "Book Now"). It is also necessary to improve the readability, mobile friendliness, and page speed as people like fast, convenient and easy-to-use websites. 

	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 Yoga Reading site is a well-designed, relaxing site, with soft colours and wellness-based images, which makes it a nice experience to use. On smartphones, the design changes to a stacked and less complex format to be scrolled more easily, whereas on computers, it is more organised in sections. This is native to responsive design, which will make it usable across devices. 

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


	Answer:
The site has superior quality images of yoga postures and wellness practices, which make it appear professional and relaxed. The predominant colours are soft and neutral (e.g. whites, light greens), facilitating relaxation and brand recognition. Little use of video is done, which can decrease the interest level compared to competitors who present interactive visual information. 

	Question 2c – Has the website made use of an online chat tool? How effective is this in enquiring about the product or service? 
 

	Answer:
Real-time customer service does not seem to be present on the site with a live chat tool. Rather, a contact form, email, or booking system is the only option that users must use to make an enquiry. This decreases immediacy because live chat normally enhances the speed of reaction and interaction between customers and the business in comparison with conventional means of communication. 

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


	Answer: 
The site also has social media links (Instagram and Facebook) that enable users to stay updated and have community content at their fingertips. This helps to engage and trust in the brand. The connections are, however, not very visible, and exposure and possible interaction are minimised. Furthermore, greater integration of embedded feeds may be more effective.

	
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 are well outlined with special pages like schedule, classes, classes by demand and on demand category, and each offers a description of types of yoga to do (Hatha, Vinyasa) (Yoga Reading, 2021b). This methodical design aids the user in comprehending choices in a short time, though not all the information is available on a single page, making them must navigate through the page. 

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


	Answer:
The reviews left by customers can also be found on a special page called Testimonials, where specific feedback on the experience left by clients will be presented (Yoga Reading, 2021a). These reviews point out the experiences with classes and teachers, which imply the authenticity. Nonetheless, most of the entries are not dated and thus establishing the degree of how forward the feedback is may prove challenging. 

	Question 3c – How is the service presented as high quality? For what reasons would you use the company's service or recommend it to a friend or family member? 


	Answer: 
The service will be positioned as high-quality offerings based on focus on experienced instructors, diverse classes and customer retrospective. The reviews show a 4.9/5-rating of well-qualified teachers and a favourable environment (Wanderlog, 2025). Customers would use or refer to it because of the personalised advice, community experience, and the overall positive experiences. 

	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:
Pricing does not appear immediately on the important landing pages but shifts to another section called Pricing, which will need further navigation. This could lessen transparency to the new users. This can, however, be a strategic way of making the customer seek services and experience greater value before considering the cost factor. 

	Section 4 – Searchability


	Question 4a - What three words would you type into Google to find this type of service? 
	1. Yoga classes in Reading, UK

	
	2. Vinyasa yoga classes Reading

	
	3. Yoga studio Reading Berkshire

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


	Answer: 
Using the exact keywords like Yoga classes in Reading, UK, the Yoga Reading site does appear at the top, which can be considered a sign of proper local search engine optimisation and relevancy in location-specific searches. The reason is that Google gives precedence to local companies for such queries. Ranking can, however, differ with competition, device and location of user, i.e., it is not necessarily a three-best system of results always.

	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, in the UK, websites are still very pertinent in business. About 78 per cent of UK small businesses have a website, and over 83.5 per cent claim it has a significant role in their success, demonstrating its value in terms of visibility and credibility (Pratt, 2025). Websites enable increased coverage by businesses about general audiences beyond local locations and enable online booking, sales and accessing information. Also, 46 percent of Google searches concern services on the local level, i.e., a given site gets better found and better acquisition (b: web, 2025). Nevertheless, they should be user-friendly and quick, with 88% of users not coming back to such a site after a negative experience, which prompts the necessity of a good site (UPBS Technology, 2025).

	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: 
Among the important additions would be a prominent and simplified booking process, e.g. putting a visible book now button on every page. Studies indicate that customers tend to abandon websites when the booking process is ambiguous or obscure, and decrease conversion. An easy, no-friction booking experience will boost enquiries and sign-ups in class (Salt web designer, 2026). The reason behind this is that most of the visitors are interested in fast-tracking schedules and immediate booking, so enhancing this attribute would directly correlate with enhanced usability and revenue.





Reference List 
	b: web, (2025). SEO in 2025: What’s Changed & What UK Businesses Must Know. [online] b:web | web design & web development. Available at: <https://bwebsites.co.uk/news/what-you-need-to-know-about-seo-changes-in-2025/> [Accessed 22 April 2026].
Love, W., (2025). Pixality Design | Fitness & Yoga Website Design. [online] Pixality Design | Fitness & Yoga Website Design. Available at: <https://pixalitydesign.com/pixality-blog/yoga-website-design> [Accessed 22 April 2026].
Pratt, K., (2025). UK Website Statistics. [online] Forbes Advisor UK. Available at: <https://www.forbes.com/advisor/uk/business/software/website-statistics/>. [Accessed 22 April 2026].
Salt web designer, (2026). Yoga Studio Website: 9 Design Tips to Get More Bookings. [online] saltwebdesigner.com. Available at: <https://saltwebdesigner.com/yoga-studio-website/> [Accessed 22 April 2026].
UPBS Technology, (2025). Why Every UK Business Needs a Website Revamp in 2025 - UPBS Technology. [online] UPBS Technology. Available at: <https://upbstechnology.com/why-every-uk-business-needs-a-website-revamp-in-2025/> [Accessed 22 April 2026].
Wanderlog, (2025). Yoga Reading, Reading, United Kingdom - Reviews, Ratings, Tips and Why You Should Go – Wanderlog. [online] Wanderlog. Available at: <https://wanderlog.com/place/details/11042224/yoga-reading> [Accessed 22 April 2026].
Yoga Reading, (2021a). Yoga Reading. [online] Yoga Reading. Available at: <https://yogareading.co.uk/testimonials/?srsltid=AfmBOoprlQ3i66ERTz8eiFxH36_jN5nJ5nOjsBNz9CnWEk94zIXh81In> [Accessed 22 April 2026].
Yoga Reading, (2021b). Yoga Reading. [online] Yoga Reading. Available at: <https://yogareading.co.uk/home-new/private-classes/?srsltid=AfmBOooakW-YfVk3-pH7EVZnUKeKEZh-uaxBVpl4aZ4S9Nca2iXWDFNh&> [Accessed 22 April 2026].




