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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 relatively quick but it does take about a second or two, which is slower than most big websites that load almost instantly. It does have a nice touch when loading it shows an animated logo of the business, however it can be a little frustrating and time consuming if you are navigating trough the many pages on the website.


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


	Answer: The website has many subpages and does not have a sitemap, however, most of the subpages are only linked to the main page, so the website is fairly easy to navigate. It has a navigation bar with drop down menus for different categories when using a desktop and a hamburger menu when visiting the site from a mobile phone, which means it has been optimised for multiple devices.


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

	Answer: The website design makes it very easy to make a booking. In fact, most pages lead to buttons where potential customers can book classes, either though the timetable where they can choose an available slot, going into the courses menu where they can book based on their level, they can book an event, they can choose to book directly with the teacher they prefer, or they can go to “Book now” in the navigation bar.


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


	Answer: The websites usability could be improved by decluttering the events dropdown menu in the navigation bar, which is loaded with events and it is hard to read. Although it is separated into categories by months, it could easily be made so that the user can just choose the month they want to attend from the dropdown menu and have that lead to a separate page with the actual dates. 


	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 website has a very neat appearance, both on mobile phone and the computer, the text size and font are easy to read, the titles, headers and text are distinguishable, and everything is where it is supposed to be to make it intuitive for the user. The layout is from left to right and from top to bottom, with the navigation bar at the top right and the info and contact at the bottom.


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


	Answer: The colour scheme used is a good choice for a yoga website, it is easy on the eyes and relaxing, the images are very professional and are not stock, but of teachers and students in the actual yoga studio, the design is consistent with a good balance of empty spaces. They do not have any videos on the website.


	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 does not have an online chat tool, customers can only enquire through the email, phone number or though the “Contact us” form.


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


	Answer: The website only uses Facebook and Instagram for social media marketing. The links work and open the correct pages. They actively post on both and they encourage engagement through stories and informative videos, although they only have just over four thousand followers across both platforms, which is a relatively low number for pages with that many posts. 


	
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: Firstly, the title of the website describes the services offered perfectly: yoga in Reading. There is also the option to book online classes that customers can do from their home but the website does make that clear at first glance, losing potential customers. All the other services are clearly divided into categories and easy to find.


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


	Answer: The business has many positive reviews on Google, however, most of them are very old, and the website does not have a reviews section, it only has a testimonials section. There is also no link to a Trustpilot account and I could not find the business when I searched for it on Trustpilot’s website. 


	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 looks very professional and well made, the booking system I easy enough and automated, you don’t have to call to book, there is a section dedicated to their teachers where it gives each teachers qualifications and experience, there is a “shop” tab where customers can purchase products with the company branding and the posts on social media are very informative and thought out.


	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: Prices on their website are very transparent, they are ranging from affordable to expensive depending on each package. Everything is explained in detail and there is also a section that explains cancelations and refunds. The only issue is that there is no clear explanation about what prices apply for online classes.


	Section 4 – Searchability


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

	
	2.classes

	
	3. reading

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


	Answer: Yes, when I type yoga classes reading into google, the first result Yoga Reading’s website. 


	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 are the most important tool for companies direct and digital marketing. While social media platforms are generally used to generate traffic (agorapulse, 2025), the website is like a digital headquarters where interest can be converted into actual sales and also provides credibility to everyday consumer. It also gives a company control over their branding, and the message that they want to put out, creating more customer engagement and building a long term relationship with potential customers.
Websites also work as a continuously available advert, where customers can find detailed product information or catalogues explaining specifications, features and benefits, video tutorials and pricing.
Lastly, websites are used as a customer service tool, acting as a first point of contact in solving customer queries (Kotler et al, 2018).



	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: 
The website can be greatly improved by bringing the online classes to the forefront. This could potentially expand the business nationally or even globally instead of relying on a local customer base. The website usability can also be improved by adding a search bar and a instant chat button for real time user interaction. They could also include some professionally edited videos similar to the ones on their social media to increase customer engagement. Website traffic could increase from having a presence on more social media platforms than just Facebook and Instagram, for example Youtube, TikTok, X. 
Furthermore, creating a Trustpilot account and visibly linking it to the main page, while  encouraging users to leave reviews add credibility to the website and the quality of its services.
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