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 Website Chosen"Highfield Town House Hotel"Insert 
 https://www.highfieldedgbaston.co.uk/
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Question 1a - How quickly and easily does the website load?
Answer: The website pages from Highfield Town House Hotel load at a reasonable pace. The website homepage displays quickly but sections with images require additional time to complete their load. GT Metrix as described by Kinnunen (2020) provides a performance evaluation rating of 72% which translates into a B grade. The website provides efficient sub-page loading that enables potential customers to navigate easily for accommodation bookings.
Question 1b - Does the website contain many sub-pages? How does a prospective customer navigate these?
Answer:  The website includes a well-arranged hierarchy of subpages at a suitable level. Every page shows the main navigation menu which allows users to reach "Rooms," "About," "Location," and "Contact" sections consistently through the top of pages. The content includes carefully placed easy-to-follow internal links which point users to appropriate information. The website navigation system follows Nielsen's (2000) principles by providing two levels which ensure consistent accessibility across all pages while remaining easy to see.
Question 1c - Can a customer make a booking via the webpage?
Answer:  Yes, the site provides users with an uncomplicated booking method for making reservations. Visitors find it easy to book reservations by following the prominent "Book Now" buttons located on both the homepage and various other pages of the site. The booking procedure commences by letting customers choose dates followed by selecting accommodations before offering personal information and finishing the transaction. According to Cormany and Baloglu (2011), establishing real-time availability and pricing visibility enhances hospitality booking conversion rates and the system reflects this approach successfully.
Question 1d - What improvements could be made to the usability of the website?
Answer:  Different design modifications would improve the website usability. A responsive mobile design implementation would solve usability issues for increasing mobile users by resolving current alignment problems on compact screens. Adding breadcrumbs across the site would show users their present location and node within page structures. The booking form should simplify by shortening the number of mandatory fields that appear during initial inquiries. The research of Farkas and Farkas (2000) shows that reducing cognitive effort throughout navigation pathways leads to better user satisfaction and conversion success.
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Question 2a – How pleasant does the webpage look? Are there any differences in appearance on a mobile phone versus a computer?
Answer:  The website presents design elements which showcase the boutique character of the hotel while doing it elegantly. A sophisticated hotel appearance emerges through deep blues and whites which match the property's brand identity. The webpage demonstrates dissimilarities between its appearance on desktop computers and mobile devices. Some visuals on mobile devices get reduced in size at irregular edges while specific text pieces become hard to view because of spacing decreases. 
Question 2b - How does the website use imagery, video and colour?
Answer:  High-quality hotel photographs on the website present both the luxury rooms and public areas of the establishment effectively. Quality images create substantial impacts on guest perception toward hospitality services according to Deng and Poole (2012). The hotel displays a professional upscale look through its primary color scheme of navy blue with white elements that match its market positioning strategy. Visual content is presented through the rotating photos on the homepage despite lacking video material. White space strategically positioned between content sections improves readability together with keeping an aesthetically pleasing clean and unobstructed design which reflects the hotel's appearance.
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 feature an available online chat service for users at this time. The lack of an online chat feature on the website forfeits important opportunities to engage customers in real time even though Pennanen (2018) proves that live chat tools enhance hospitality conversions by up to 40%. The website uses phone together with email and a contact form instead of innovative contact options. The traditional contact methods on the site show functional capabilities yet do not provide the instant accessibility which consumers demand in today's market thus leading to possible lost booking chances while customers refine their choices.
Question 2d – How effective are the social media links on the website?
Answer:  The website contains social media links which appear in a prominent location at the footer section. Weber (2009) shows that proper integration of social media platforms leads to improved trust between brands and their clients. The hotel effectively promotes guest content and hotel promotions through Facebook and Instagram yet the website does not use this material to its full potential. Social media feeds should be made more obvious on the platform because they could show current guest interactions and create convincing evidence that builds trust for potential customers.
[bookmark: _Toc195699388]Section 3 – Perceived Value 
Question 3a - How are the services offered by the company made clear to customers?
Answer:   
The website provides designated areas that explain all service offerings to customers. The website communicates room amenities by using images with textual descriptions which show that the rooms contain en-suite bathrooms and Wi-Fi and breakfast provisions. The website mentions extra services such as airport transportation and neighborhood guides and suggestions but it does not provide thorough information about these options. Regular visitors can access their frequently asked questions (FAQs) about check-in policies through the website. The work of Koch and Siering (2019) confirms that service transparency controls trust levels so detailed service information might boost perceived value.
Question 3b - How are customer reviews made available? Are these up to date?
Answer:  Two mechanisms integrate customer reviews on Getaway San Diego Resort: first it presents curated feedback on the "Reviews" page and secondly it displays TripAdvisor widgets containing recent ratings. Research conducted by Shaheen et al. (2020) shows that genuine customer feedback directly strengthens both customer confidence and their decision to book services. Price-conscious travelers will benefit from the most recent customer feedback collected within a three-month period. To effectively establish social proof for potential guests booking accommodations the website needs to show a larger number of reviews alongside multiple feedback sources.
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:  Visual refinement and thorough descriptions of exceptional facilities allow the establishment to market itself as a high-quality hotel to potential guests. The professional photography showcases elegant furniture items along with purposeful details found throughout guestrooms. Literature by Alfakhri et al. (2018) shows that hospitality service quality perception depends heavily on aesthetic elements in such contexts. My recommendation confirms this hotel because of its strategic position and documented personalized care standards and the evident benefits of personalized boutique services which surpass generic hotel standards.
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:  Guests can view all prices during the booking process because these prices depend on which room they select along with their chosen dates and duration of stay. The hotel publicly shows several pricing elements including base rates together with extra services and taxes which need to be paid. Based on how the hotel positions itself as a boutique option and the presentation of high-quality accommodations the hotel offers the established pricing range of £110 to £185 per night seems appropriate. The practice of making prices completely visible creates trust while decreasing booking dropouts as Griffin (2022) explains. They present pricing information in a transparent manner because they trust their price-to-value ratio above local competitors.
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Question 4a - What three words would you type into Google to find this type of service?
For locating such services you would search Google with these three specific terms.

Boutique hotel Birmingham
Luxury accommodation Edgbaston
Upscale guesthouse Birmingham city

Question 4b - When you type these words into google, does the company's website appear in the top ten websites?
Answer:   
The company website shows up among the top ten online results when search users input these keywords into Google.
The Highfield Town House Hotel appears at place 14 on the second page when someone searches for "boutique hotel Birmingham" suggesting there is scope to enhance SEO strategies. The term "luxury accommodation Edgbaston" shows up at the eighth position among the presented results. The search "upscale guesthouse Birmingham city" places the hotel in the twelfth position of the search results. The research paper by Alfiana et al. (2023) stresses that websites need ongoing SEO maintenance because it determines online visibility. The hotel needs better optimization of location-based search terms throughout its page titles and meta descriptions and throughout the website content for improved visibility when potential guests research Birmingham. 
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Question 5a - Do you feel that websites still have relevance in modern UK business? Explain your answer.
Answer:  Websites hold essential importance among UK businesses at present especially for hospitality operators who leverage them as their main digital sales channels. Hennig-Thurau (2000) argues that websites perform as fundamental platforms for both credibility creation and customer direct bookings representing more profitable alternatives than external collection channels. Digital adoption surged during pandemic times because UK consumers began to exclusively rely on online research and purchase activities. Hotels maintain full brand control through their websites because these platforms create stronger customer experiences than social media platforms can deliver. The websites act as essential data collection tools that allow businesses to acquire information for personalization activities and remarketing initiatives. Responsive websites connect user discovery to final conversion points because of increasing mobile device adoption making them crucial components in omnichannel business plans.
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: Creating a detailed plan to optimize the mobile version of the website stands as the most vital recommendation. The current mobile experience of the website faces three major issues: poor navigation and difficult-to-read text alongside image display problems. The business faces substantial risk because Google prioritizes mobile-first indexing and mobile devices generate more than 62% of hotel bookings according to Akandil and Bendary (2022). Mobile website optimization needs to integrate responsive design, touch-friendly interfaces and short booking fields and compact image files to speed up page loading. The optimization will specifically target mobile users who have become predominant so it could boost conversion rates up to 30% according to hospitality industry benchmarks while enhancing search engine rankings by improving technical performance.
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