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	Student Number
	2526349
	Student Name
	Eugen Alupului

	

	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 Yoga Reading website (yogareading.co.uk) offers a functional, and user-friendly experience, making it generally easy for users to navigate and load, particularly for accessing on-demand yoga classes. The website is designed to be accessible, allowing users to quickly access online, on-demand video classes. It functions as a "45 minutes, 1 hour + 75 minute" on-demand service.


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


	Answer: Yes, the Yoga Reading (yogareading.co.uk) website in the UK contains numerous sub-pages and a detailed structure to showcase their various offerings, including in-studio classes, courses, workshops, and on-demand session.
Prospective customers can navigate the site through the following methods:
1.Website Structure & Sub-Pages
2.Navigation for Prospective Customers

.

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

	Answer: Yes, customers can make bookings via the Yoga Reading website using their integrated online system.
Booking Process:
1.Platform: The studio uses a system called PunchPass for all bookings.
2.Account: You must create a free account on PunchPass before you can book.
3.Class Types: This system applies to both in-studio and online (Zoom) classes.
4.Drop-ins: Even for drop-in sessions, you are required to have a PunchPass account to book your spot. 


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


	Answer: Based on general usability principles for yoga studio websites and typical areas for improvement, are improvement that could be made to "The Yoga Reading" website to improve user experience:
Mobile-Friendly Design Optimization: Ensure the website is fully responsive, as many students book classes and check schedules on their phones. This includes optimizing navigation, ensuring images scale correctly, and making buttons easy to tap. 
Streamline the Booking Process: Reduce the number of steps required to book a class.   Need booking software that allows for quick reservations, payments, and, if applicable, sign-ups for workshops or private sessions. 
Improve Content Visibility & Structure:
1.Class Schedule: Make the schedule immediately accessible from the homepage and ensure it is easy to read, up-to-date, and includes details on instructor, time, and class type.
2. Pricing: Display pricing clearly—including drop-in fees, class packages, and new student specials—to build trust and avoid frustrating users.
3.Enhance Visuals and Branding: Use high-quality, professional photos and videos of the actual studio space, teachers, and members to create a welcoming atmosphere and show the "vibe" of the classes. 
Enhance Navigation and Accessibility:
Simplify the Menu: Keep the navigation menu focused, with clear links to About, Classes, Schedule, Pricing, and Contact.


	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 presents a clean, professional, and visually appealing design, often prioritized for readability through ample white space and clear typography. Its design aims for functionality, using a simple layout to ensure information is easily processed. 
Differences  (Mobile vs. Computer):
On a computer, the site may use a multi-column layout, showcasing more information at once. On a mobile device, this typically shifts to a single-column format, stacking content vertically for better vertical scrolling. 
Navigation: Computer views often display a full horizontal navigation menu, whereas mobile phones frequently employ a hidden "hamburger" menu (three lines) to save space.
Images and Text: Images on desktop may be large and detailed, while mobile versions might crop or reduce the size of images to improve load times and fit the screen. 
Interactions: Mobile interfaces are optimized for touch, featuring larger, more spaced-out buttons, whereas desktops rely on precise mouse cursor interactions. 


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


	Answer: The website yogareading.co.uk uses a combination of warm imagery, on-demand video, and a structured, welcoming design to reflect its mission of "Healthy Movement for Life" and community focus in Reading. The site uses imagery showcasing a friendly, inclusive atmosphere. Photos feature various students and teachers, emphasizing a welcoming environment for different ages (roughly 25–75) and all genders.


	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: Based on the available information for Yoga Reading (yogareading.co.uk), there is no evidence that they use a dedicated, AI-powered online chatbot tool for instant queries. 
The website provides a traditional contact section listing an email address (info@yogareading.co.uk) and a phone number (07952 714 385). Classes are booked through PunchPass, where booking queries are handled, and zoom links for on-demand/online classes are sent. They appear to manage communications via Instagram (yogareadinguk), where they offer personal interaction, suggesting questions can be asked there.There is no automated chat feature to provide instant answers 24/7, enquiries regarding services likely rely on email or social media response times, which may be less effective for immediate, urgent questions.


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


	Answer: The social media links for Yoga Reading serve as effective conversion and engagement tools, bridging the gap between the studio's website and its active online community.  Links take direct users to Instagram and Facebook where they can access event details and gift vouchers directly. The social profiles humanise the studio by moving away from "performing" yoga and focusing on "real people" and "real conversations," which builds trust with website visitors. 


	
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:
Yoga Reading UK makes their services clear to customers by providing specific details on class, location, and booking procedures, primarily through a dedicated online platform. Customers can understand the offerings by viewing details on: 
Booking Platform: Classes are booked through PunchPass, where a free account can be created.
Pricing Structure: Clear options for pricing, such as drop-in classes at £16 or an Intro Pass (6 classes for £30) for beginners.

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


	Answer: Customer reviews for Yoga Reading (UK) are made available through testimonials published directly on their official website. These reviews, have positive feedback on atmosphere and teaching.


	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 service is presented as a high-quality, professional, and holistic movement experience. The studio boasts a team of ten core teachers with diverse backgrounds (Ashtanga, Vinyasa, Yin, Iyengar-inspired). Teachers are highly qualified, with many holding 200/300-hour certifications, pregnancy/postnatal training, and specialized qualifications. Classes blend Eastern philosophy with Western anatomical and scientific knowledge, aiming for "research-engaged" teaching. This includes on-site osteopathy, soft tissue massage, and a focus on movement rehabilitation. The Caversham studio, refurbished in 2020, is clean, bright, and open, providing a comfortable, friendly space for all levels.


	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 for yoga services, specifically for private or specialized sessions similar to a "yoga reading," are tailored rather than listed openly. This suggests the company uses a "quote-based" approach, often chosen to engage potential customers directly and create personalized solutions. 

	Section 4 – Searchability


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

	
	2.reading

	
	3. uk

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


	Answer: The company appears to be highly relevant in local search, appearing in Instagram posts and likely local search results. The search results indicate that "The Yoga Reading" website does not consistently appear within the top ten.


	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: 75% of users judge a business's credibility based on its website design. A professional website is essential for appearing trustworthy to potential clients who are often navigating high-stress, "fried" nervous systems and looking for reliable, expert help.


	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: My recommendation focuses on enhancing user experience and converting potential students. 
Implement detailed, dedicated pages for each individual class type (e.g., Hatha, Vinyasa, Yin) rather than just a general schedule. Many users browsing a yoga site are trying to understand the difference between class styles. Detailed descriptions help them determine if a class suits their level or goals (e.g., stress relief vs. high-intensity fitness).
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