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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 responds quickly and navigates well through the pages. The speed remains consistent, regardless of whether you're using a desktop, laptop, or smartphone. Although network quality plays a role, the website loads efficiently due to the limited number of images on the front page, making it light and fast to load.



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


	Answer: The website contains four pages, which makes it simple and easy to navigate. The first page on which the link opens is “Home,” where the customer does not receive much information about the services or the mission of the spa centre. To get familiar, the customer needs to go to “The Spa” to understand better the concept and services provided, and then, if interested, to move to “Treatments” to select a service and check the price.



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

	Answer: Unfortunately, there is no direct option for booking a treatment from the website. Additionally, there is no clear direction from the main page or a dedicated page for this action. Overall, this makes the website less functional and confuses the customer. There is a contact form that is not very clear regarding bookings, and the booking by phone option is placed in a hidden and unattractive location.



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


	Answer: Personally, I would delete the Home page and replace it with The Spa. Will relocate the map and put it at the bottom, so I do not obstruct the page's navigation buttons on the top. Finally, will add a Book now button on every page that navigates to a specially dedicated page with an interactive calendar, and specialist availability for the different services provided, so I can encourage more bookings and make the process straightforward.



	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 main difference is that on the laptop, the map on the top covers the page buttons and makes the navigation more difficult. On the other hand, on a smartphone, the map is located higher and does not interact with the menu, but the drop-down menu navigation overlaps with the page text and sometimes creates confusion.



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


	Answer: Research conducted by Nissen confirms that visual design is a critical factor for positive customer experience and overall business success (Anika Nissen, 2024). The colour selection is good and corresponds with the business concept. Green is a calm and natural colour, which relates to most of the services. There are no videos on the website, and a very limited number of images that partially correspond to the overall Spa experience.


	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: There is no chat tool added to the website, which again is a downside in regards to customer experience and ease of booking. Nowadays, there are plenty of AI chatbots, or AI Agents, that can at least cover the frequently asked questions (FAQ). If the boot cannot answer correctly, they can always provide the telephone contact for more information, but this can reduce the call volume and provide basic information to the customer.

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


	Answer: Social media was used as one of the four major ways to promote a brand in the early 2000s . (Oberoi, 2017)Unfortunately, there is poor usage of social media. The website doesn’t incorporate the most popular tools like Facebook, Instagram, and TikTok. There is a lack of customer feedback, as well as Google rating, and probably one additional platform to create customer trust, like Trustpilot. This can create more channels for customers and build a reputation and brand name for the salon.



	
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: Most of the services are straightforward and well-known to the customer, so in this case, there is no need for additional explanation. The only extra that I can suggest is probably the timing for each massage session, so the customer can get a better understanding of the value for money.


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


	Answer: As mentioned in Q2b, there is very poor use of social media and customer feedback. There is no feedback published directly, and no customer feedback platform incorporated into the website, so customers can check for themselves. Customer feedback is definitely not up to date and needs special attention at this point.


	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: There is no clear indication of high-quality service. In the “The Spa” page, basic information is provided to the customer with the standard promise of a relaxed environment and personal service, which is the minimum requirement for each salon. There is no clear concept, distinct product, procedure, or wow factor to make this salon stand 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 are made very clear and connected to each service, so the customer can make their choice. However, there are no combo packs and promotions that could encourage the customer to book more services in one visit or buy a gift pack for a friend or family. For example, book a manicure and get a 10% discount on a pedicure, or get eyebrows and get lips free on the first treatment.


	Section 4 – Searchability


	Question 4a - What three words would you type into Google to find this type of service? 
	1. Back, Neck and Shoulder Massage

	
	2. Harborne

	
	3. Salon

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


	Answer: Research conducted by Vallez stresses on the search engine optimisation (SEO) importance in regard to website visibility (Vállez, 2020). Search set in order mentioned in Q4a does not show the website in the first three pages of Google, which means that the website is currently lower than the top 10. In addition, the salon does not appear on the Google Business map, which makes it very non-competitive.


	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: In the current form, I do not think that this website is relevant and optimal to modern business standards. Firstly, there is no clear concept or product that will make this business stand out from the crowd, especially in the beauty sector, where competition is huge. Secondly, the website itself has a lot of small details that are neglected, which pushes away a large number of potential customers. Finally, but probably most important, if there is no wow concept or factor, then the main focus needs to be on SEO, customer feedback, and advertising, so in this case, salon reputation and brand name can be created and properly developed, and this can lead to more customers and business development.


	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: As mentioned above in Q5a, I would probably concentrate on all possible social media channels, so I can reach as many potential customers as possible and make the brand as visible as possible. I would incorporate all social media links into the website and develop similar accounts on all available platforms. This will provide a huge opportunity to reach a vast number of followers and potential customers, which in the long term can make my business sustainable and competitive. 
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