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	Student Number
	
	Student Name
	

	

	Website Chosen 
	Edenspaharborne

	Insert hyperlink to website
	https://edenspaharborne.wixsite.com/eden-spa

	

	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 site also takes a relatively acceptable time on a desktop and mobile device. Nonetheless, some elements (like the image-rich part) require a little more time to load, given that it is constructed on Wix (Lemons, 2024). The elements of the home page are working, and a person can start working with the contents in 5 seconds. From what little I can gather, there are times when the site positively lags as much as the see-saws during peak traffic, something which can easily be remedied with hosting or compression techniques.


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


	Answer: Sure, the website has some sub-pages, such as About Us, Services, Contact, and a page on Booking. The navigation is also simple with a top menu bar that does not interfere when scrolling down and makes it easier to move to major sections. All these sub-pages are logically organized and easily accessible, which enhances users' experience. Also, the internal linking and consistent layout mean even first-time visitors can access things without confusion.


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

	Answer: Indeed, the site has a built-in reservations system. They allow the customers to choose among various treatments and make appointments online. The mechanism is easy and convenient to use, but it might take some time to confirm, depending on the backend implementation of the business. The users' accessibility in viewing treatment durations and time slot preferences adds variety and flexibility to the whole experience. However, combining that with a real-time availability or even instant confirmation will improve that.


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


	Answer: One way in which usability may be increased is through faster optimization of the loading speed and emphasizing call-to-action buttons. Also, viewing may be improved by providing alt-text to images and fonts to be increased so that they can be read easily. Aesthetic Improvements Accessibility would also improve, especially for visually impaired users, through mobile responsiveness across devices (Khan, and Khusro, 2022). Improving text-background contrast enhances usability and supports inclusive access.


	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 web page uses good visuals; the colouring is comfortable (white, lavender, beige colour combinations, referring to the concept of a spa). The content is well-optimised on mobile; however, some picture designs are displaced unnaturally, indicating that the mobile version could be improved. Inconsistencies in layout on mobile make for a poor user experience and also take away from the professional look of the site. Improving responsive design would allow an enjoyable and aesthetically appealing experience to be maintained across devices.


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


	Answer: High-resolution imagery is used on the site to present the atmosphere and set of procedures in the spa. But videos are also absent, which would increase the engagement of users. The soothing color scheme highlights the brand name and gives the user a relaxing experience when going through the site. Including therapy videos and testimonials makes an emotional bond, improves trust, and boosts storytelling and marketing punch on the website.


	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 absent online chat tool. This restricts close interaction in real time and direct assistance to potential customers. There is also a live chat that could be added to make it easier to approach customers and upsurge bookings (Kenih, 2021). Putting a chatbot or live messaging facility in place would be a big boost for answering FAQs instantly, helping customers out with service inquiries, and walking them through booking steps, leading to significant boosts in customer satisfaction and conversions.


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


	Answer: Even the social media icons can be found at the bottom of the page, which direct users to Facebook and Instagram. They, however, open in the same tab, and this can interfere with navigation. Alternatively, they can hold events in which they exhibit their products and/or services without making the customers pay (Kim, et al. 2021). Adding to that, the integration of social media feeds can enhance customers' credibility and keep them updated with current offers and events.


	
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: Under the services section web page, the listings are well classified with services broken down to the various treatments such as facial, massage, and waxing services. Every service has a description, which should provide future clients with a clear idea of what to expect. Pictures of the treatments, with a brief estimate of how long each would help bring more clarity. Downloadable brochure offers offline access and easier service comparisons.


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


	Answer: The customer reviews appear on the homepage in the form of the testimonial slider. Although this is a good number, it is not that many and not dated, thus it is not easy to determine how new. The transparency would be enhanced by connecting to third-party review sites such as Google or Facebook reviews (Lie, et al. 2022). Also, attaching star ratings and names or initials of reviewers would add credibility to the site and help draw trust from potential new customers.


	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 site establishes the service of high quality using professional shots, simple design, and calm branding. The service descriptions focus on skills and specialized services. The ambient atmosphere and professional nature of the personnel would be a factor in referring other people to (Eden Spa Indrayati, et al. 2025). Client-friendliness and welcoming tones in the content also form part of creating that climate of care and exclusivity for the whole experience to feel premium and worth recommending personally.


	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: The pricing of the services is well indicated on the booking page. The rates are at par with the competitive status, as alluded to by the premium quality which can be found in the design and the descriptions of the service offered. This openness assures future customers. Package deals, fruit-rich seasonal offers, or loyalty discounts should attract repeat customers to a greater extent.


	Section 4 – Searchability


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

	
	2. Eden Spa Birmingham

	
	3. Massage Harborne

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


	Answer: No, it is not that the Eden Spa Harborne site appears in the top ten results of the following keywords. This might be explained by no-good SEO and the restrictions of a Wix site on a free domain (wixsite.com).


	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: Websites continue to be extremely relevant. They act as the online shop window of any company and present customers with vital information at any time of day. In the UK, where the levels of literacy in digital are high, potential customers tend to judge a business by how well they are represented online. A well-structured, working webpage advances trustworthiness, bookings, and customer participation, particularly when combined with SEO and marketing through social media (Karpii, and Mykhailyk, 2025). Beyond this, these websites play a very vital role in establishing businesses, creating brand identity, enjoying access to rich customer insights through analytics, and providing very integrated services such as online bookings and comment pages for further user convenience and business efficiency.


	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: The first advice is to switch the free domain of Wix to a personal domain address. This would increase the credibility of the brand and boost the SEO, which will enable the business to be ranked high on Google. A personal domain also conveys the idea of professionalism and augments customer confidence, which is vital to such a service industry as wellness and beauty (Pisngot, and Cabaguing, 2024). In addition, there will be custom-branded emails that dramatically enhance credibility in communication. Plus, this eliminates ads from third parties inversely so that the site has a cleaner, distraction-free browsing experience in keeping with the nature of a high-end, relaxing image the spa wishes to project.
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