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	Evaluation
Respond to each question 

	
Section 1 – Usability

	Question 1a - How quickly and easily does the website load? 


	Answer: 
The website loads efficiently and the opening page highlights the different courses ranging from Pilates, beginners’ courses and pregnancy yoga. As per Xilogianni et al. (2022), websites with slow loading often creates frustrations in users, leading to low engagement. As a result, Yoga Reading’s fast website loading offers a positive impression on the visitors.


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


	Answer: 
The website contains sub-pages for Classes, Timetable, Office Yoga, Upcoming Events, and On-Demand Library. Despite different sub-pages, the website provides key information on the main webpage, which makes navigation easier for users. Based on Jongmans et al. (2022), navigation and visual designs of a website influence user interaction, as complex design creates stress among users. Yoga Reading’s clear interface helps users easily navigate the website and gather information on timetables.

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

	Answer: 
Yoga Reading’s website offers clear information on Pricing Options at the bottom of the main webpage regarding Intro Pass, Monthly Passes and Online Memberships. Booking options at online websites positively influence purchase decisions and eliminates barriers that can delay customers engagement (Xue and Jo, 2024). Hence, pricing options and direct booking allows visitors to book suitable yoga classes based on individual convenience.

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


	Answer: 
Currently, the website contains key information on booking Yoga Classes and the About US sections offers clarity organisation's values and background of instructors. According to Wekesa (2024), CSR aspects positively influence consumers’ decision-making, as it highlights ethical efforts of the organisation. Thus, adding CSR efforts in the main webpage of Yoga Reading has the potential to improve brand reputation and website usability by providing clear information on ethics.

	Section 2 – Pleasure – Customer Experience

	Question 2a – How pleasant does the webpage look?  Are there any differences in appearance on a mobile phone versus a computer? 


	Answer:
The webpage has a pleasant user interface with key information included in the webpage and for future details visitors have the opportunity to click and go to sub-pages. The mobile website and official website of Yoga Reading are highly similar, as both of UI present the key details to the visitors. Thus, a similarity between the user interfaces and website information provides a seamless omnichannel experience to customers.

	Question 2b - How does the website use imagery, video 0061nd colour? 


	Answer:
The website uses light colours and images of yoga to motivate purchase decisions of customers. According to Tomić et al. (2025), visually appealing graphics and colour harmony in the webpage creates a positive user experience. Yoga Reading has effectively used a light and monochrome tone to build a soothing navigation experience for customers and convey the organisation's goals of inclusiveness and empowerment.

	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 currently lacks any effective online social media-based chat tools, except for a direct email address and phone-based communication. Email-based communication affects real-time chatting, as responses are often delayed (Campagnola et al. 2022). In this regard, sending email-based enquiries for yoga services is often ineffective, as it fails to provide real-time communication given in social media platforms.

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


	Answer: 
Yoga Reading’s website currently lacks links that redirect visitors to social media platforms, while it only contains options for signing up for the company’s newsletter for notification on events. Van Dijck (2013) mentioned that social media are often used for self-expression and to build separate identities. A lack of social media engagement by Yoga Reading can negatively impact customer engagement along with the company’s ability to reach a wider audience.

	Section 3 – Perceived Value

	Question 3a - How are the services offered by the company made clear to customers?


	Answer:
The services offered by Yoga Reading are highlighted in the main webpage using a separate section for classes, which is further accompanied by a detailed timetable. Maintaining feasibility, Yoga Reading has included both online and in-person classes that are clarified in the timetable section of the webpage. As per Arief et al. (2023), website attractiveness has been a key factor driving purchase decisions of consumers. Thus, clear information linked to different sub-pages improves engagement rate of customer switch Yoga Reading.

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


	Answer:
The webpage does not contain any links to social media profiles; however, the webpage contains Testimonials that includes only positive feedback provided by users, which further has a lower impact on users preferring to read real-time and updated reviews. According to Chen et al. (2022), 82% of consumers read product reviews before purchase, while 60% of consumers read social media comments on products. Considering this insight, a lack of access to reviews on Yoga Reading’s services can reduce engagement rate and consumers’ confidence.

	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: 
Yoga Reading has presented the services as high-quality by showcasing credibility of the yoga instructors and using testimonials given by users. I believe that due to high-end accessibility of both online and in-person classes, I plan to recommend Yoga Reading to friends and family. 

	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 section with Pricing Options provided at the end of the webpage gives clear insights on different tiers and services included in the package. In my opinion, the prices are aligned with the services, as in-person classes are priced slightly higher compared to online classes, due to learners using their own equipment.

	Section 4 – Searchability

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

	
	2. On-demand Yoga

	
	3.  Online Yoga

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


	Answer: Using the above keywords, Yoga Reading does not appear in the top results of the Google search, which indicates a lack of SEO marketing by the organisation. 


	Section 5 – Reflection and conclusion

	Question 5a - Do you feel that websites still have relevance in modern UK business? Explain your answer. 

	Answer: 
In modern UK businesses, websites act as a digital storefront, as it plays a vital role in building credibility and engaging diverse consumers. According to Blazheska et al. (2022), websites are used as a communication tool, especially to provide customers with information prices and various services. A positive experience directs website visitors to make purchases and revisit for further browsing. For instance, Yoga Reading has offered details on pricing such as £16 for 1-hour studio-based class and £10 for online classes (Yoga Reading, 2026). Therefore, in my opinion, websites are highly relevant in modern businesses, as it provides opportunities to directly engage with customers and make positive purchase decisions. 


	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: 
A key recommendation to improve Yoga Reading’s website involves adding social media links to the company's profile in the about us section. Based on Arifi et al. (2023), hyperlinks to social media networks such as Facebook and Instagram enable organisations to increase credibility and interaction. I believe that the majority of customers engage with a brand by viewing its social media content and reading reviews left by current users. Furthermore, Zide et al. (2024) mentioned that younger customers are highly active in Facebook and review different ratings. Thus, I have suggested this improvement mainly to increase credibility of Yoga Reading beyond a website platform, while focusing on increasing transparency of the organisation. 
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