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	Introduction:
	This report provides a comprehensive evaluation of the "Yoga Reading" website (https://yogareading.co.uk/), focusing on its usability, customer experience, perceived value, and searchability. In the modern UK digital landscape, a business's online presence is a critical factor in consumer decision-making. By analysing the technical performance, visual aesthetics, and functional integrations such as the Punchpass booking system, this evaluation aims to identify how effectively the website converts visitors into active clients. Furthermore, this report reflects on the ongoing relevance of independent websites in an age of social media dominance, offering strategic recommendations to enhance user engagement and improve the overall digital journey for prospective yoga students in the Reading area.

	Insert hyperlink to website
	https://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 website loads within a few seconds. However, several factors impact website loading speed. The latest update on site speed as a ranking factor was introduced in mid-June 2021 when Google rolled out the Core Web Vitals (Jervis, 2023).

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


	Answer: The website features a well-structured navigation system with several sub-pages, including "Timetable," "Events," and "About." Customers navigate these through a top horizontal menu bar that includes drop-down menus for specific options like "Beginners." Additionally, the footer contains quick links to legal terms and pricing, ensuring multiple paths for finding information easily.

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

	Answer: Yes, the website has a prominent "BOOK NOW" button in the top right corner. It utilizes a "Punchpass" integration (Punchpass, 2026), which allows customers to manage their accounts, buy passes, and reserve spots in specific classes or workshops directly through the platform, making the transaction process seamless.


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


	Answer: While functional, the website could improve its mobile responsiveness, as some text elements overlap on smaller screens. Additionally, implementing a "Sticky Header" would allow users to access the navigation menu without scrolling back to the top. Finally, adding a dedicated FAQ section would reduce friction for new clients by answering common questions about equipment directly.

	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 has a clean, calming aesthetic. On a computer, the layout is spacious with a clear horizontal menu. On mobile, the site switches to a "hamburger menu" (three horizontal lines) to save space. While the desktop version feels professional, the mobile experience is more cluttered, requiring significant scrolling to view high-resolution images, which slightly diminishes the overall sleek feel.


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


	Answer: The site uses a soothing palette of whites and soft greys. Imagery consists of high-quality, authentic photos of the studio, which builds trust. According to Heller (2024), consistent and calming colour use is directly linked to consumer trust in wellness industries. While there is no video, the static images effectively showcase the environment, helping convey the peace and professionalism of the service.

	Question 2c – Has the website made use of an online chat tool? 

	Answer: No, the website does not currently utilize a live chat tool. Instead, it relies on a traditional "Contact Us" form and a listed email address. While this fits the calm nature of a yoga studio, it is less effective for immediate inquiries. Adding a simple WhatsApp integration or AI chatbot could significantly improve engagement by providing instant responses to prospective students regarding class availability.


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


	Answer: The social media links (Instagram and Facebook) are located in the footer. They are effective as they lead to active pages that showcase the studio's community. However, their placement is subtle; moving these icons to the header would better leverage social proof and allow prospective customers to see real-time updates and "vibe" before booking.

	
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: Services are clearly categorized in the main navigation under "Timetable," "Courses," and "Workshops." Each class type (e.g., Hatha, Vinyasa) has a dedicated description page explaining the style and difficulty level. The use of a visual calendar (Punchpass) makes it easy for customers to see exactly what is offered daily, ensuring there is no confusion regarding the variety of yoga styles available.


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


	Answer: The website features a "Testimonials" section with positive feedback. While these provide social proof, they are manually curated and lack timestamps, making it difficult to verify if they are current. Integrating a live Google Reviews widget would be more effective, as it would provide transparent, dated, and third-party verified feedback to build higher levels of trust.

	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: High quality is conveyed through professional photography of the clean studio and detailed instructor bios. I would recommend this service because of the transparent descriptions and ease of booking. The professional tone suggests a well-organized business, reassuring friends that they will receive expert instruction in a safe, welcoming environment.

	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: Yes, pricing is transparently listed under "Prices" and within the booking system. They offer various options, including drop-ins and class passes. The prices reflect the premium nature of a specialized boutique studio in Reading. Given the high-quality facilities and small class sizes shown, the cost appears justified, providing good value for customers seeking professional guidance rather than a generic gym-based yoga experience.


	Section 4 – Searchability


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

	
	2. Yoga classes Reading

	
	3. Beginners yoga Reading

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


	Answer: Yes, the website typically appears in the top ten organic results (often in the top 3) for "Yoga Reading UK." Its strong local SEO is bolstered by its descriptive domain name and Google Business Profile. However, for broader terms like "Yoga classes," it faces heavy competition from local gyms and larger wellness directories, though it remains highly visible for local-specific searches.


	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: According to Smith (2024), websites remain critically relevant for UK businesses as they serve as the definitive "digital storefront" and the primary source of verified truth. In an era dominated by volatile social media algorithms, a dedicated website offers a stable environment where a business maintains total control over its branding, customer data, and the entire user journey. For a service-based business like Yoga Reading, a website is a functional necessity for integrating complex booking systems like Punchpass, hosting detailed schedules, and establishing professional credibility. It acts as a central hub that converts social media engagement into tangible revenue, providing a level of reliability, security, and functional depth that a simple Instagram or Facebook profile cannot offer.

	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 primary recommendation is to integrate a high-quality video background or a 360-degree virtual tour directly onto the homepage. While the current photography is professional, immersive video content is significantly more effective at capturing the unique "zen" atmosphere and physical layout of the studio. Seeing a short 30-second montage of a class in progress would lower the "intimidation factor" for beginners and foster a stronger emotional connection with the brand. This improvement would directly enhance the "Pleasure" aspect of the user experience by providing an interactive feel, ultimately increasing the conversion rate of visitors into first-time students who feel more confident and familiar with the environment they are about to enter.



Conclusion.
	In conclusion, the Yoga Reading website serves as an effective digital hub that successfully balances aesthetic appeal with functional utility. The integration of transparent pricing and a seamless booking system provides significant perceived value to the user. While the site performs well in terms of local searchability and visual consistency, there are clear opportunities for improvement in mobile responsiveness and the inclusion of dynamic video content. By addressing these minor usability issues and leveraging more modern engagement tools like live chat or virtual tours, the business can further solidify its professional reputation. Overall, the website remains an indispensable asset for the company’s long-term growth and customer retention in a competitive wellness market.
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