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	Website Chosen 
	

	Insert hyperlink to website
	Yoga Reading: 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 website loads quickly and is easy to access Pages are organised clearly, with images and text appearing without noticeable delays. The simple layout helps users find information efficiently.


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


	Answer: The website contains several pages including classes, courses, events, teachers, pricing and contact information. The main menu at the top of the website allows customers to navigate, making it simple to locate pertinent information.


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

	Answer: Yes, customers can book classes through the website. Booking links direct users to the booking system where they can select classes and purchase passes 


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


	Answer: 
The website could improve usability by adding a clearer search function, a more visible booking button on every page and a live availability calendar. This would make booking quicker for new customers.


	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 calm and welcoming appearance that suits a yoga business. Clear design and photos are used in the design. While some information may take more scrolling than on a computer, the mobile version is quicker to navigate.

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


	The website uses relaxing images of yoga classes, teachers, and the studio to create a professional and peaceful feeling. The colours and photography support the wellness theme and help customers understand the experience offered.

	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 does not appear to use an online chat tool. Customers can contact the company through email or phone instead. A live chat feature could improve customer service by allowing quick answers to questions.

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


	Answer: Social media is used by the website to keep users informed about events and classes, these links are useful for building a community and encouraging customer engagement.



	
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 explained through sections about studio classes, online classes, events and on-demand videos. Customers can easily understand what types of yoga experiences are available before booking.


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


	Answer: Customer reviews and testimonials are not a major feature of the website. Adding more recent reviews would help build trust and show potential customers the quality of the service.


	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 high quality through experienced teachers, professional studio facilities and a wide range of classes. I would recommend it because customers have flexible options, including online and in-person sessions.


	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, prices are clearly shown on the website. The prices appear reasonable because customers can choose from different options, including single classes, passes and memberships. 


	Section 4 – Searchability


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

	
	2. Yoga studio Reading

	
	3. Beginner yoga Reading

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


	Answer: The website is likely to appear highly for searches including Yoga Reading because the company name matches the location and service. However, rankings may vary depending on search history and location.



	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 are still important for UK businesses because they provide customers with reliable information, build trust and allow customers to purchase products or services online. For Yoga Reading, the website allows customers to view classes, prices and make bookings, making it an important part of the customer journey


	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 would be to introduce an AI chatbot on the website. This would allow customers to receive instant answers to common questions about classes, prices, bookings and suitable yoga sessions. Using AI would improve customer service by providing support outside normal opening hours and could encourage more visitors to book a class. This improvement would make the website more modern, interactive and easier for potential customers to use.
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