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1. Abstract 
This report demonstrates the design and development of a fictitious restaurant website in the UK, The London Bites, which was developed using HTML5 and CSS3. The report is based on planning, execution and reviews of the site, which is primarily within the scope of usability, accessibility and search engine optimisation (SEO). The site is critically evaluated with regard to known web standards in order to determine appropriateness and improvement points.
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2. Introduction 
This report aims to critically review the development of The London Bites website and assess its validity as a contemporary UK hospitality website. The site was created to address the needs of users who are interested in finding fast access to information about restaurants on desktops and mobile devices. Usability, accessibility and SEO are paramount in the UK online environment to access and the online presence of the population inclusively (Schreuders, 2025). This report thus looks into the requirements of the websites, implementation choices, validation results and performance in general.
[bookmark: _Toc216759000]3. Website Requirements 
[bookmark: _Toc216759001]3.1 Purpose of the Website
The main idea of The London Bites site is to advertise the UK-based restaurant and inform the user with all the necessary information, including menu, location, contact number and opening hours, etc. The UK consumers are increasingly using mobile devices to make quick dining decisions, especially in the process of finding restaurants nearby (Ajdini and Datta, 2025). Due to these, the site is specific about fast access to essential information and explicit calls to action to assist the needs of users in an effective way (Hwang, Eves and Stienmetz, 2021).
[bookmark: _Toc216759002]3.2 Target Audience
The target group consists of the local customers within the UK, as well as the tourists who visit London, and the mobile-first users who want to have meals conveniently. These groups are demanding straightforward navigation, easy reading and easy design so as to provide a good experience of browsing using various gadgets.
[bookmark: _Toc216759003]3.3 Functional Requirements
The website must have had at least five interconnected pages on it, a responsive design, and regular use and accessibility through checking readable contrast, the images and structured headings having alternative text. These needs indicate the deliberate design in accordance with user-centred design.
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[bookmark: _Toc216759005]4.1 Website Structure
The site will have five distinct pages, namely Home, About, Menu, Gallery and Contact. The Home page shows an introduction to the restaurant and directs to the critical material. As a prelude, the About page provides the background and sets a level of credibility, whereas the Menu page provides a clear and scannable format of the offered food and prices. The Gallery page is conducive to visual interaction, and the Contact page includes details of the location and a booking form. This design is based on the traditional restaurant website designs, which facilitate ease of use through alignment with the expectations of the user and through lessening cognitive load.
[bookmark: _Toc216759006]4.2 Design and Technology
The site has been created with HTML5 and CSS3 in order to comply with the standards and be compatible across browsers. Semantic HTML elements, including <header, <nav, main and <footer>, were put in the name of accessibility and document structure. Flexible grids and media queries were implemented to create a responsive layout, which would allow the site to perform in various screen sizes. All pages were made to have a uniform colour scheme and typography in an effort to create visual consistency, readability, and brand identity.
[bookmark: _Toc216759007]4.3 Validation
The home page was checked using online validators to check the HTML validation and the main stylesheet against CSS validation. The small warning messages were detected, with the primary focus on the use of modern CSS properties and on the use of SVG images. These were looked at and construed as non-critical since they did not compromise functionality or accessibility. Code modification, where needed, occurred to enhance compliance with standards and to have readable markup.
[bookmark: _Toc216759008]5. Evaluation (Core Section) 
[bookmark: _Toc216759009]5.1 The major Web concepts (Literature-based concepts)
[bookmark: _Toc216759010]5.1.1 Usability 
Usability is the factor by which a website can help its visitors accomplish their objectives in an effective and efficient manner and with satisfaction. According to Nielsen, usability is one of the quality attributes over which the ease with which a user acquires and navigates a system is determined, especially when making fast decisions (Kanoutas, Karanikiotis and Symeonidis, 2024). In the case of restaurant websites, usability is of high importance; people are always in a hurry to find quick information like the menu, location, and opening hours, mostly on their cell phones. If the usability is bad, the user is likely to get frustrated and abandon the product, which has a direct impact on the customer decision-making process. The studies show that larger degrees of usability have a positive effect on user satisfaction and trust, and that they are more likely to visit the site again and convert, an aspect particularly pertinent in the UK hospitality sector, dominated by competition (Kim and Yang, 2025).
[bookmark: _Toc216759011]5.1.2 Accessibility 
Accessibility is the one which describes the sites of the web which may be used by persons with a great variety of abilities and disabilities. In the UK digital environment, accessibility is an ethical and legal issue that is in line with the principles of inclusive design and population expectations. The Web Content Accessibility Guidelines (WCAG) 2.1 offers a globally acknowledged model with a structure based on four main principles, namely perceivable, operable, understandable and robust. Academic research points out that sites available on the internet enhance the overall usability to all users and not just persons with disabilities (Nikolaos Droutsas et al., 2024). The provision of accessibility, therefore, is a means of increasing accessibility, minimising levels of accessibility barriers and aids in meeting the standards of well-known web standards in the UK web design practise.
[bookmark: _Toc216759012]5.1.3 Search Engine Optimisation (SEO)
Search Engine Optimisation (SEO) is the process aimed at enhancing the visibility of a site in search engines. On-page SEO involves optimisation of page titles or page descriptions, headings and alternative text. Therefore, the search engine's knowledge of web content is enhanced with a properly organised on-page SEO, which translates to better ranking and discoverability (Goodwin, 2025). SEO is critical in the case of restaurant websites since users often use location-based search parameters to find local restaurants. The proper use of SEO, therefore, facilitates user discovery, boosts traffic and competitiveness in the UK hospitality industry.

[bookmark: _Toc216759013]5.2 Evaluation of The London Bites Website 
[bookmark: _Toc216759014]5.2.1 Usability Evaluation
The site of London Bites can be said to exhibit high usability in the straightforward menu and predictable page design. The main navigation can always be found on all the pages, so that it becomes easy to direct the user to the next section. The information is logically structured so that one can find basic information, including menus, as well as contacts, with a single or two clicks. The responsive design makes sure that the layouts will also respond positively to mobile devices and will allow touch interaction as well as minimise unnecessary scrolling. Types and spacing are used to facilitate the growth of readability so that they can scan the content hurriedly, which is in correlation with the general user behaviour during the restaurant browsing process (Hurt, 2021).
[bookmark: _Toc216759015]5.2.2 Accessibility Evaluation (WCAG 2.1)
An evaluation of accessibility with references to the WCAG 2.1 POUR principles was made. By having alternative text to all the images, and an adequate colour difference between the text and the background, the content can be perceived. The site can be incorporated using keyboard navigation, and the focus indicators are visible to accommodate the non-mouse user. Minimal language and the use of headlines can help increase readability, most especially in forms and navigation. The use of semantic HTML elements is to promote robustness, which enhances compatibility with assistive technologies. Simple accessibility test tools, e.g. browser-based testers, showed that there were no critical barriers to accessibility, but more testing involving screen readers showed discrete compliance.
[bookmark: _Toc216759016]5.2.3 SEO Evaluation
Basic on-page SEO is implemented in the site. There are meaningful titles and meta descriptions on each page that are representative of the content on each page. The headings have a logical structure (H1-H3), which encourages readability as well as search engine optimisation. There is descriptive alternative text that accompanies images, which makes the images more accessible to users and optimises image search. Local search is also supported by the use of London-specific keywords in written materials and contacts, which facilitate the appearance of the company in the list of users interested in London restaurants in the UK (Duka, Sikora and Strzelecki, 2023).

[bookmark: _Toc216759017]5.3 Comparison with two Live UK Websites. 
Websites of Greggs and Pret A Manger, the well-established food retailers in the UK, have been compared with each other. The e-store at Greggs is more focused on usability and design, as there is a bare minimum of visual detail, and their navigation is very accessible, which makes the Greggs site exceptionally efficient in terms of usability and mobile responsiveness. The Pret A Manger site, in its turn, values more on branding and visual storytelling, which made it more engaging, though with a higher cognitive load on an unknown user. Regarding access, both websites are relatively well-compliant, but Greggs has a more distinct contrast and clearer design. SEO performance also seems to be high in both of them; Pret has deeper content. The London Bites site is more straightforward like Greggs, but with the Pret aesthetic attached, which is attractive but in the right balance considering the scale of this site to a small UK restaurant.
[bookmark: _Toc216759018]6. Conclusion
This report has assessed the development of The London Bites, a responsive five-page UK restaurant website designed using HTML5 and CSS3. The analysis shows that usability, accessibility and SEO considerations used in the site are well addressed according to the recognised standards. As strengths, one can distinguish straightforward navigation, responsive design and compliance with WCAG 2.1 principles. Future enhancements may involve, however, better accessibility testing using assistive devices and richer SEO information. In general, the project demonstrates the value of implementing usability, accessibility, and SEO to provide efficient and inclusive web experiences in the UK hospitality industry.
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