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	Student Number
	
	Student Name
	

	

	Website Chosen 
	Yoga Reading

	Insert hyperlink to website
	https://www.yogareading.co.uk

	

	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 site is efficient to load and does not make the user spend a lot of time before accessing information. Pages load with ease and there are no visible lagging delays when using through sections which adds up to a good first impression. Missing features of heavy multimedia like huge video files or complicated animations contribute to better loading speed. This comes in handy especially when it is used by the people who visit the site through their mobile phones or slow internet services.


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


	Answer: The number of sub-pages in the site is relatively low which is suitable to a small service-based business like a local yoga provider. The simplicity of the menu and the clearly referred labels help provide navigation and allow potential clients to find the necessary information, namely services, schedules, and contact details, with minimum effort. As well, internal links can be enhanced to make navigation easier.


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

	Answer: The webpage has adequate information to help in answering customer queries and initial interaction, but the booking system is not embedded in the webpage itself. The clients are asked to make a call to inquire about classes instead of having a direct booking transaction via the Internet (Kärpänen, 2023). Although this methodology enables one to communicate in a personalised way and flexible, it can eliminate the convenience of users who would like to be reassured instantaneously.


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


	Answer: A number of enhancements can be done to make the site more usable in general. The calls to action should be more clearly and consistently situated to direct the user better to the most important activities, like enquiries or bookings (Jongmans et al., 2022). Improving the inner connection between different pages related to each other would also facilitate a more comfortable navigation and save the irrelevant efforts.


	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 webpage has a relaxing and aesthetically pleasant design, which is appropriate considering the wellness of the business. Soft colours and a clean layout make the use of the site a relaxing and professional experience (Vayadande et al., 2023). The site is also accessible and functional when seen on the mobile screen but some of its features are smaller because of the lack of screen size. Some minor changes in the spacing, font size and design would also improve visual comfort and usability on smaller screens.


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


	Answer: Imagery and colour have been well employed to convey the themes of wellbeing, relaxation, and balance. Pictures reinforce the brand name and assist in developing a welcoming environment to users. The colour scheme of the whole site is uniform and visually pleasing, which enhances the values and tone of the business (Galindo-Losada et al., 2023). The web site however does not utilise much video or dynamic media.


	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 site does not seem to be leveraging on an online chat to interact with customers real-time. Rather, the management of inquiries is done using more conventional means of contact. Although this is a practical and suitable method to use in a small firm, the lack of live chat application could reduce real-time engagement to those who need to obtain quick feedback. An online chat provision would be an addition to the experience that customers have since they can be communicated with in a faster and convenient way.


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


	Answer: The website provides social media links, but they are not significantly focused and incorporated along the user experience. Due to this, there may be little opportunity of further interaction outside the site. Social media platforms can be helpful in the relationship-building, community engagement, and brand visibility when utilised appropriately (Xinghai, 2023). The presence of the social media links may be increased and be more integrated to come up with a stronger effect on the customer experience and give a more digital feel.


	
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 company transmits the services in written form in which are described what the yoga classes are about and the overall method of the business in general. The article is written in a language that can be easily understood by a wide audience (Putri, Hafiar and Priyatna, 2024). Nevertheless, further information about the structure of the classes, their appropriateness in the context of various levels of experience, and their results would make the matter more transparent and facilitate making the right choice.


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


	Answer: The reviews of customers cannot be seen in the prominent positions on the website, and it can influence the perceived credibility of the offered services. The reviews also play a significant role in reassuring the potential customers, especially those who do not know the business. The lack of testimonials on the page can lower credibility. Adding the latest customer feedback would increase the level of transparency and perceived value.


	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 presentation of the service can be seen as of high quality because it is design-wise professional, branded, and the communication style is calm and reassuring. The emphasis on health and individualised practice facilitates the understanding of care and experience (Badzio et al., 2022). The customers can select or prescribe the service depending on its transparent values, friendly presentation, and focus on the comprehensive wellbeing grounded in a local community.


	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 pricing information is not always displayed clearly on the site that can raise some doubts in the minds of the potential customers. The lack of prices can be considering the willingness to stimulate direct contact or provide individualised price-making opportunities. Although flexibility is also an option, a more definite pricing strategy would enhance the level of transparency and allow users to evaluate the value more decisively.


	Section 4 – Searchability


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

	
	2. Local yoga studio

	
	3.  Wellness yoga sessions

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


	Answer: The people search with such words, the site could be shown in local search, but its position depends not only on the locality of the user, the purpose of the search, but also on the intensity of the competition in the market. In spite of the fact that the site exhibits evident topicality to the keywords chosen, it is not predetermined to occupy the leading positions. Refining search engine optimisation strategies, including: greater targeting of keywords, improved target content, technical, and local search engine optimisation indicators, may go a long way to enhance ranking stability.


	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: The websites are very relevant in the current business in the UK because they offer a central, controlled and credible channel on which organisations communicate information, build credibility and facilitate customer interaction. Although the social media platforms provide promoting and interaction opportunities, they are prone to outside control and alternating algorithms, which may reduce consistency and reliability. Conversely, a Web site enables a business to make organised, comprehensive and current information appear in a professional way. A web site serves as online shopfront that facilitates customer discovery, trust formation and decision making that benefits small businesses especially. It allows companies to express themselves properly in terms of values, services and contact information preserving all the rights to the content and presentation.


	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: This is because, given that there could be one improvement that could be prioritised to the Yoga Reading site, it would be introducing clearer and more consistent calls to action in all the main pages. Calls to action are important in directing users to the preferred results like making enquiries or booking services. Lack of good directional prompts can lead to confusion amongst the users especially the first-time users who may not know what to do next. The site would be more effective in helping the user to decide by clearly stating such activities like calling the business or making a class reservation and saving them the needless work.
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