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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 Eden Spa Harborne website provides a suitable loading speed of three seconds on desktop which satisfies minimum user requirements. Mobile devices show slower speeds because of their Wix template restrictions and their high-resolution image file sizes (Google, 2020). Users mostly use mobile devices to access websites so any delay creates user frustration. The slow speed of mobile pages makes users leave the website which decreases both user engagement and conversion success rates. Optimising media together with file compression would create faster user experiences.


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


	Answer: 
The website layout depends on single scrolling but it lacks both sub-pages and navigation bar which restricts organized browsing. Users need to scroll through each section without any option to access important information directly. The design becomes problematic when users need quick access to information such as prices or contact information according to Nielsen (2020). The website could be improved through the addition of anchor links together with clear section headings and a fixed top menu which would enable users to browse more efficiently.



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

	Answer: 
The website does not permit customers to make direct bookings from its platform. Users need to submit their questions through a contact form and provide their email address. The chosen method fails to match current digital user expectations. Users benefit from booking capabilities through integrated platforms Fresha or Calendly which provide instant access to scheduling options (Carter, 2022). The lack of a booking system diminishes both user trust and satisfaction particularly among clients who want immediate confirmation and convenient booking options.


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


	Answer: 
A top navigation menu combined with anchor links and clear service categories would improve the website usability. The website needs enhanced font readability through proper spacing and mobile formatting adjustments and text hierarchy implementation. The website requires a real-time booking system as well as image optimization for speed improvement to enhance user experience. The implemented changes would transform the site into a modern design while enhancing functionality which would lead users to spend more time exploring the platform (Krug, 2014).

	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 presents a peaceful atmosphere that matches spa branding by using peaceful colours together with calming images to create a wellness environment. Mobile formatting problems result in text overlap together with irregular spacing and inconsistent section breaks which create negative user experience according to Chen et al. (2021). The website requires responsive design since most new visitors access websites through mobile devices. A responsive redesign would maintain visual and textual elements in an organized manner and create an accessible and attractive appearance across every screen size and device type.


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


	Answer:
The spa-themed photos and soft pastel colour scheme throughout Eden Spa work to establish a peaceful therapeutic environment. The website contains no videos yet image resolution shifts substantially between different sections. The colour scheme matches the brand identity yet visual presentation consistency would boost both professional image and brand identity (Kapferer, 2012). Potential clients who browse online would benefit from improved engagement through uniform high-quality visuals combined with brief video clips that demonstrate services and create atmosphere.


	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 lacks an online chat tool which prevents customers from receiving immediate assistance. A live chat system would enhance customer satisfaction by establishing trust while immediately addressing pre-booking questions and reducing communication time. Today's wellness websites adopt live chat widgets or automated chatbots to provide improved responsiveness along with better booking experiences according to Strauss & Frost (2022). The tool would demonstrate professionalism along with quick response capabilities to website visitors who want to explore services outside regular business hours.


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


	Answer: 
The small Instagram and Facebook icons in the footer area appear monochrome but remain easy to find despite their small size. The main site lacks previews alongside interactive feeds and embedded social content. The spa fails to maximize its active Instagram account which would help build brand trust while showcasing promotions and real client results (Mangold & Faulds, 2009). Placing social icons at the top of the page instead of the footer would create an enhanced social media integration while making the design more visually engaging.


	
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 “Treatments” section presents a list of services yet fails to provide any detailed information. The website lacks essential details about treatment duration along with their advantages and payment information. The absence of clear information about treatments leads customers to contact the spa before booking which may prevent them from making reservations (Rowley, 2008). Each treatment needs to include complete descriptive information.


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


	Answer:
The website lacks any customer reviews or testimonials. Service industries gain credibility through the implementation of client feedback systems. The use of social proof as a booking motivator has been proven by Smith & Zook (2021) to drive more clients to book services.


	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 spa presents itself as professional through its peaceful design but lacks concrete evidence such as awards or staff credentials. The addition of therapist qualifications together with hygiene practices would establish the spa as both trustworthy and premium according to Kotler et al. (2021).


	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:
No prices are displayed. The absence of clear pricing information creates user frustration. Most customers expect to easily compare services and prices when browsing online. Transparent pricing leads to higher conversion rates and builds customer trust according to Statista (2023).


	Section 4 – Searchability


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


	
	2. Massage Edgbaston


	
	3. Holistic therapy Birmingham


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


	Answer: 
The website does not appear in the top ten results. The site does not appear in the top ten results. This may be due to a free Wix domain and lack of search engine optimisation. To improve, the site should include meta tags, alt text, and keywords (Ryan, 2016).



	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, websites remain crucial in UK business. They offer professional identity, booking access, and detailed service information. According to Statista (2023), over 80% of UK consumers visit a business website before making a purchase. While social media is useful, it lacks structured content and control. Websites enhance SEO visibility and provide trust, especially for wellness services. A well-maintained website can be the deciding factor between a customer booking or leaving for a competitor.



	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: 
Adding an online booking system is the most impactful improvement. Real-time availability increases client convenience and reduces workload. Tools like Fresha or Calendly are free and integrate easily with Wix (Carter, 2022). It would improve user experience, retention, and make the business more competitive in a digital-first market.
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