
	LCLM4002_BIRM Digital Skills Task 3
Website Evaluation  


	Student Number
	2529364
	Student Name
	Kyio Akeem Chaima

	

	Website Chosen 
	www.yogareading.co.uk

	Insert hyperlink to website
	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 on both desktop and mobile, with no major delays when opening pages across multiple sub-pages. This is important for retaining users and improving conversion rates. To put this into perspective an organisation the size of BBC reportedly loses 10% of monthly prospective customers, for every 1 additional second one of their web pages takes to load (Xilogianni et al., 2022).


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

	Answer: The website contains various sub-pages such as start here, timetable, events, courses, about etc. Which are organised horizontally alongside each other at the top of the first page. This helps the users establish a starting point and path to follow, in-line with website standards like that of Jakob’s law. The alignment of user needs and website navigation is paramount in ensuring a seamless almost intuitive like experience as they are guided through the site with least effort (Bodell. J, 2025).


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

	Answer: Yes, a customer can make a booking via the webpage, this is visible with a ‘book now’ white text in a shaded rectangular box. By clicking this link you’re taken to a page where you can sign up or book if already a member. This function is extremely important as 35%-40% of bookings occur outside of normal working hours which emphasises the demand on 24/7 access to booking systems (SchedulingKit, 2026). 


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


	Answer: 
In terms of improvements, it's quite content packed which can cause some confusion when trying to navigate the site for the first time. Content heavy web pages can confuse users during navigation, as “every extra unit of information competes with relevant information” (Nielsen Norman Group, 1994), making it harder to identify what is important.


	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 clean aesthetic that reflects the tranquility of a yoga brand which is also contributed to by the colours and layout used. On mobile devices, the layout adjusts well, although some sections appear more compact or are removed all together for functionality. I see this as a positive approach given that responsive designs are important for ensuring usability across devices (Marcotte, 2010).


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


	Answer: The website uses images of people practicing yoga, along with calm environments and wellness related visuals. This clearly reflects the brand’s identity, which is supported by Dutra (2025), who suggests images have the ability to transmit messages instantly. The design choices help users quickly understand the service and its overall purpose. It uses imagery strategically to guide attention. For example, shaded rectangular boxes with white word markings draw focus to key sections such as classes, services or booking pages.


	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 include a live chat feature. Instead, it provides contact forms and email options. While these are useful, live chat can improve engagement by providing immediate responses to customer enquiries. Adding a live chat option would make it easier for users to get quicker responses and improve the overall customer enquiry experience (Etemad-sajadi, 2014).


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


	Answer: The website includes links to social media platforms, allowing users to view additional content and updates. Social media can support brand visibility and communication with users by helping companies engage with their audience in different ways (Kaplan and Haenlein, 2010). However, the social media links are not very visible, meaning users might not notice them straight away.


	
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 offered by the company are conveyed through dedicated pages outlining class types, schedules, member benefits, pricing and more. This helps users understand what is currently available and if it meets their needs. 


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


	Answer: Customer reviews are not highlighted on the website. Reviews are important as they influence trust and purchasing decisions (Filieri, 2015). Including more visible and up-to-date testimonials could improve credibility and drive custom.


	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 website provides clear information, structured classes, and a professional design. The calm branding supports a sense of trust and reliability, which is important in shaping users perceptions of service quality. Research in website usability shows that perceived quality is influenced by how services are presented online, clear communication and transparent information help users understand system offerings and build trust in the service (Nielsen, 2020). Overall, I would recommend the service due to its clear navigation, variety of classes, transparent pricing structure, and straightforward booking process.


	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 are made clear to customers, they are displayed on the homepage towards the bottom of the page. This allows users to easily view and compare the cost of different services, which supports more informed decision-making. The pricing appears reasonable and reflects the quality of service shown through the professional design and overall branding of the website.
Research highlights that transparent pricing supports effective comparison between alternatives, as price clarity is essential for consumers when assessing value and selecting services online (Van Boom, 2011).


	Section 4 – Searchability


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

	
	2. Yoga Classes Reading

	
	3. Yoga RG1

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


	Answer: Yes they do, which is advantageous given that high visibility in search engines is important for attracting new customers and increasing traffic. SiteCove (n.d.) states that higher ranking in search engine results pages, significantly enhances website visibility and can increase traffic.


	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 are still very important for UK businesses today. They give customers a place to find information, make bookings, and learn about what the business offers. This accessibility helps improve user experience and encourages repeat use. Simpma (2025) 


	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: Research shows that website usability and information clarity significantly improve user trust and behavioural intention, including engagement and conversion (Heinze et al., 2006) So one recommendation I would make is that they improve the visibility of its pricing and booking information. Making key information more prominent on the home page would help improve user navigation, decision-making and conversion rates.
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