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Task 3- Website Evaluation: Cleaners of London
Chosen website: Cleaners of London
Website: Cleaners of London

Section 1– Usability
1a. Website loading speed
The Cleaners of London website provides a straightforward user experience, with services, prices, reviews and booking options easily accessible. It promotes a quick booking process, claiming customers can receive an instant quotation and book within around 60 seconds. Fast performance is important because users are more likely to remain engaged when information is accessed quickly. Nielsen (2012) identifies efficiency and simplicity as key aspects of website usability.
1b. Number of subpages and navigation
The website provides information about cleaning services, prices, reviews, FAQs and contact details. Services include domestic, end -of-tenancy, deep, carpet, upholstery, after-builder and office cleaning. Although there are several pages, the navigation is organised into clear sections, helping users find information efficiently. Krug (2014) argues that websites should reduce unnecessary effort and simplify navigation. Navigation should also remain easy to use on mobile devices.
1c. Online booking functionality
Online booking is one of the website’s strongest usability features. Customers can select a service, customise requirements, view prices, check availability and schedule a booking. This allows customers to complete transactions without making a telephone call and improves convenience. Laudon and Traver (2021) explain that e-commerce technology can improve customer convenience by providing accessible digital services. 
1d. Suggested usability improvements
Service pages could be easier to compare if they used a consistent format showing the service purpose, inclusions, starting price, expected duration and suitable customer. Clear summaries would help users make informed decisions more quickly. Redish (2012) emphasises the importance of presenting information according to users’ goals.
Section 2- Pleasure and Customer Experience
2a. Visual appeal and device comparison
The website has a professional appearance, with a simple layout, clear headings, large images and prominent booking buttons. Its mobile experience is important because customers may access the website through smartphones or tablets. Garrett (2011) explains that effective user experience design should support users’ needs across different devices.
2b. Use of imagery, video and colour
Photographs demonstrate cleaning activities, properties and results, helping customers understand a service they cannot physically inspect before purchase. However, short videos could further improve the experience by demonstrating cleaning processes, introducing cleaners and showing before-and-after results. Mayer (2009) suggests that well-designed multimedia can support understanding. 
2c. Use of online chat tools
The website provides telephone and email communication and promotes contact with real people. However, live text chat could provide an additional option for customers who prefer written communication. It could allow customers to ask quick questions about prices, availability and services while retaining telephone and email alternatives.
2d. Effectiveness of social media links
Social media can support communication, engagement and digital marketing. Instagram and Facebook could be particularly useful because photographs and videos can demonstrate completed work. Clearly signposted social-media links could increase engagement and brand awareness (Tuten and Solomon, 2018).



Section 3- Perceived Value
3a. Clarity of services offered
The website provides clear descriptions of domestic, deep, end-of-tenancy, carpet, upholstery and after-builders cleaning. It also explains features such as the seven-day re-clean guarantee for end-of-tenancy cleaning. This information reduces uncertainty and helps customers select suitable services.
3b. Availability and currency of customer reviews
Customer reviews are important because cleaning quality cannot be fully assessed before purchase. The website displays testimonials and states a 4.6/5 rating from more than 300 reviews. Trustpilot also shows a 4.5 TrustScore from 301 reviews. Current reviews can help customers evaluate reliability and service quality (Filieri, 2015).
3c. Presentation of service quality
Service quality is presented through testimonials, guarantees and information about vetted cleaners. The website states that cleaners are identity-checked, interviewed and required to complete a trial clean. It also claims more than 14,000 cleans have been completed since 2016. These claims and customer ratings provide evidence of experience and reliability. Parasuraman, Zeithaml and Berry (1988) identify reliability and service quality as important factors in evaluating service organisations.
3d. Clarity of pricing
Pricing is relatively clear, with customers able to obtain an instant price through the booking system. Starting prices include domestic cleaning from £20 per hour, deep cleaning from £160 and end-of-tenancy from £189. Transparent pricing can increase customer confidence because customers understand expected costs before purchasing (Kotler and Armstrong, 2020).



Section 4- Searchability
4a. Three keywords for Google search 
Relevant keyworks are: 
1.London cleaning services
2.Professional cleaners London
3. Domestic cleaning London
These terms reflect the company’s location and services

4b. Search ranking
Search-engine visibility is important because customers often use search engines to find local services. Rankings should be recorded on the assessment date because results can vary according to location, device, search history and algorithm changes. Strongs rankings can increase website traffic and potential bookings.
Section 5: Reflection and Conclusion
5a. Relevance of websites in modern UK business
Websites remain highly relevant to UK businesses because they provide information, support communication and allow customers to access services. For Cleaners of London, the website provides service descriptions, prices, reviews, FAQs and online booking. It therefore functions as both an information source and digital business platform, allowing customers to obtain information and arrange services independently.
5b. Recommendation for improvement 
The website could be improved by adding short videos demonstrating cleaning quality and before-and-after results. A clearly promoted live-chat facility would provide an alternative to telephone communication. Consistent service summaries showing purpose, inclusions, starting price and expected outcome would make services easier to compare. More visible social-media links could also increase customer engagement Through cleaning tips, reviews, images and promotions.

Overall, Cleaners of London has a strong digital presence because its website combines service information, transparent pricing, customer reviews and online booking. It demonstrates how technology can improve customer convenience and workplace efficiency. However, improved multimedia, live communication and social-media integration could further strengthen the customer experience and business-to -customer communication.
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