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	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 yoga website loads 5 sec quicker than the other ones 

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


	Answer: 
Yes, the website contains many subpages including classes about us, instructors, pricing, schedule, and contact. A clear Top navigation bar organizes these sections and sticky menu ensures users can jump between subsection without scrolling back up. Breadcrumbs on certain pages like classes yoga for beginners also helps user understand where they are in the site structure.

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

	Answer: 
Yes a customer can book a class directly via the website. There is a book now call to action (CTA)_prominently feature on the homepage which leads to a timetable page displaying class time from there users can select class choose the type in-person or online and complete the booking via an embedded form or scheduling widget 

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


	Answer: 
While the site generally usable improvement could include simplifying the booking process by reducing the number of form fields adding search bar to quickly find classes or instructors and proving a mobile optimised versions of the timetable with easy date filtering. Also, tooltips or hover states could clarify instructor bios without navigating away from the page 

	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 webpage is visually pleasant, with a calming colour palette soft green and neutrals clean typography and generous white space which conveys a sense of claim and mindfulness. On desktop large background large background images of yoga poses create a welcoming feel. On mobile the layout simplifies nicely images scale down and the navigation menu becomes a collapsible hamburger-style menu maintaining the same serene aesthetic without crowding.


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


	Answer:
The site uses high-quality peaceful imagery of yoga practitioners in nature or studio settings reinforcing a calm grounding vibe videos are embedded on the about page showing short class clips that help visitors visualise the experience the colour scheme is soft and natural earthy greens muted beiges which aligns with yoga’s spiritual and wellness focused brand these elements work together to create a soothing trustworthy atmosphere 

	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: Yes the site includes a small chat widget in the bottoms right corner labelled ask us it allows users to type quick questions about classes or membership. The chat is effective its staffed by a team that responds during business hours and it also offers an ‘email us’ fallback when staff is offline this helps potential customers ask clarifying questions and support conversion 


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


	Answer: the social media links are placed in both the header and footer making them easy to find. Icons for social media such as Instagram, Facebook, and YouTube are cleanly designed in the same colour palette which preserves visual consistency these links are effective because they lead to active profiles Instagram shows class highlights, Facebook keeps the community updated, and YouTube offers longer guided sessions videos together enhancing the sense of a connected and authentic yoga community


	
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: The yoga website presents its services clearly through well organised pages such as classes timetable membership and workshops each service includes short descriptions, class levels, and benefits. Icons and heading make it easy to scan while a ‘start here’ button helps new customers understand what’s available. Information is simple direct and easy to read reducing confusion for the first time visitors   


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


	Answer: customers reviews are displayed on a dedicated ‘testimonials’ page and highlighted on the homepage as rotating quotes most reviews appear recent with dates showing they were updated within the past year. Some also link to external platforms such as google reviews or Facebook giving customers more confidence in the authenticity of the feedback 


	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 appears high quality due to professional’s instructor profiles clean studio images and well designed, calming website layout. Class descriptions emphasise expertise, safety and progression the site also promotes a welcoming, community focused atmosphere. I would recommend the service because it offers varied class types experienced teachers and transparent information, which builds trust and reassures beginners.


	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 pricing page listing membership options drop-in rate and package deals the pricing reflects quality by offering flexible options professional instructors and well-maintained facilities if prices are slightly higher than competitors, they are justified by the studio’s reputation class variety and personalised teaching approach.

	Section 4 – Searchability


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

	
	2.Yoga studio

	
	3. Yoga near me 

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


	Answer: Yes when searching phereses such as yoga classes or yoga studio followed by local area the website appears with the top ten result it usually shows on the first page due to active social media links google business information and regular updates this suggests good search engine optimisation and strong local visibility.


	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 website are still highly relevant in modern Uk business customers expect companies to have an online presence that provides clear information, pricing, and contact details a good website builds trust and helps customer compare services before making a decision even through social media is popular a website offers more control professionalism and visibility on search engines it also allows business to reach wider audiences and operate beyond local area 

	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: 
I would recommend improving the booking system by making it quicker and more streamlined at the moment customers must navigate several steps which may discourage new users a simplified one page booking form or a clearer book now button would reduce confusion and make the process more efficient this improvement would likely increase booking and create a smoother overall user experience 
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