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	Evaluation
Respond to each question. 

	
Section 1 – Usability

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


	Answer: The web page loads relatively fast, and most of them appear within seconds. Less delay is present, which helps in an easy user experience. Another thing, though, certain loading of images can be off track or oversized on a mobile device, potentially having a minor effect on loading times and aesthetic appeal (Gomes, 2022). The size of the images could also be optimised and mobile responsiveness maintained to enhance the loading speed on devices.

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


	Answer: The web page has some lynchpin sub-pages, such as the home page, the spa, the treatment, and contact us. It has a simple top navigation menu, and navigation is simple. This menu will help prospective customers go through the pages. Nevertheless, the accessibility could be increased with the implementation of a drop-down menu or other categories that would allow faster search of a particular treatment or package (Wawrzyczek, 2023).

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

	Answer: At this point, the online booking system is not included on the site. It has urged the customers to make a direct call to the spa using the offered number in order to make a reservation. Although this technique is effective, the presence of an online booking system will enhance convenient services to the customers who would like to make reservations over the internet (Hudson, 2025).

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


	Answer: They can make their improvements by introducing an online booking system to simplify the booking of appointments. The navigation would be improved with more options, with a dropdown menu to access the specified treatment easily. Moreover, the mobile responsiveness of the site should be optimised, and uniform text/image alignment between devices would increase the level of usability, since the site will be easier to access and utilise (Anaya-Aguilar et al., 2021).

	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 looks nice and relaxing, with the kind of setting found on most spas, with relaxing colour schemes such as subtle greens and whites. The design is polished and user-friendly on a computer. Nevertheless, on mobile devices, some pictures seem to be shifted wrongly or stretched, and you cannot use the text font proper size that will suit the visual idea excellently (Yoran et al., 2024). The fixes in mobile optimisation would help increase consistency on devices.

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


	Answer: High-quality photos that characterise the spa therapy and peaceful environment are well-exposed on the site. The colour scheme is dominated by soft blues, whites and greens: there is a calming and relaxing spa-like atmosphere. The presence of imagery is done well, though there are no videos on the site (Almeida, Ivanescu, & Campos, 2021). It can be more interesting to add a video tour of the spa or reviews made by customers.

	Question 2c – Has the website made use of an online chat tool on the website? How effective is this in enquiring about the product or service? 

	Answer: Lack of an online chat instrument is not present on the site yet, but it may be an additional valuable option. In the absence of the live chat feature, potential new customers are forced to use email or call to ask about services (Pratama, Par, & Par, 2024). The direct communication would benefit from a live chat option so that the inquiries can be tackled immediately, and overall customer experience would also be enhanced as opposed to timely responses coming through the use of emails.

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

	Answer: The social media links appear on the site, and they are not very graphic. They are practical so that the visitors can communicate with the spa on such platforms as Instagram or Facebook. Nevertheless, their efficiency can be enhanced by making the links more prominent on the main page or including a live stream to make users more engaged in interacting with the brand on social media (Grady et al., 2022).

	
Section 3 – Perceived Value

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

	Answer: Services provided at Eden Spa Harborne are well outlined on the page marked treatments, and the services are specifically marked as facials, manicures, massages, and waxing. Every service contains a short description of the service coupled with its price. But, when it comes to benefits or effects of each kind of treatment, more descriptions would be helpful and assistance to customers in making better decisions concerning their options in the services provided (Moroz, 2024).

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

	Answer: At the moment, the site does not have any noticeable customer feedback, which restricts its capacity to gain customer trust among new customers. This could be improved by adding a testimonial or customer feedback option. These reviews should also be changed regularly to introduce new material and reflect the regularity of the quality of services offered to the clients, and invite more of them to rely on the business (Derco & Tometzová, 2025).

	Question 3c – How is the service presented as high quality? For what reasons would you use the company’s service or recommend it to a friend or family member? 

	Answer: Professional descriptions, paying attention to privacy and a calm atmosphere, the emphasis on individual care, etc., offer the service as high-quality. Flooding with relaxing music, natural smells, and an inviting atmosphere conveys a high-end relaxing experience. It can advise it due to a relaxing atmosphere and individual services, and it would be a perfect place to take a break and care for oneself in the hands of professionals (Sangpikul, 2022).

	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: On the site, there is a clarity of prices for each service. The prices are fair regarding the services provided, which is a characteristic of treatments. The business might also have opted not to quote prices on some of the services to give them leeway depending on consultations or other satisfying procedures, but it might be an idea to fit all the services with understandable prices to control the customer's expectations (Xia, Lee, & Kim, 2024).

	Section 4 – Searchability


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

	
	2. Massage Birmingham

	
	3. Facials and Skincare

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

	Answer: According to the words used, there is no possibility of finding the Eden Spa Harborne website in the first ten positions of the search. This might be because of a lack of intense SEO optimisation, such as location and service-related keywords. Google might also consider optimising their website toward local SEO by inserting such keywords as Harborne spa and Birmingham facials (Sipayung, Fiarni, & Febrian, 2021).

	Section 5 – Reflection and conclusion

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

	Answer: Absolutely, I do agree that websites still remain of great importance to the contemporary business in the UK. Although social media networks and mobile applications are becoming notably vital when it comes to reaching customers and promotions, a website is the foundation, a professional and trusted online representation of a company. It gives customers a central point to locate information in the form of services, prices and contacts (Szromek & Polok, 2022). An effective web design increases trust and credibility among companies, and their clients can access all the crucial information easily; therefore, such a web design is also an important aspect of the customer onboarding process.

	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 suggest the introduction of an online booking service on the Eden Spa Harborne site. Presently, the customers have to make calls and book appointments, which may prove challenging and cost a lost opportunity. The availability of an integrated booking system would allow customers to book services anytime they want in the comfort of the website, which will make it convenient and accessible (Badulescu et al., 2024). The development of this aspect, in addition to enhancing the customer experience in reserving a booking to ensure a smooth and flawless experience, would also aid in improving how the spa is able to handle reservations, culminating in a resultant process that improves customer retention rates and, subsequently, business growth.
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