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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? 


	The High Field website generally loads within 3–5 seconds, which is an acceptable speed for most users. Research shows that fast-loading websites improve customer trust and reduce bounce rates (Bansal, 2024). While the images are large and high quality, they appear to be well-optimised, preventing significant delays. The site could benefit from further compression for mobile users, but overall it provides a smooth first impression.


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


	Yes, the website has multiple subpages, including Book a Table, Our Menu, Wine List, Peach Club, and Order to Table (The High Field, 2025). Navigation is intuitive, with a clear top menu and call-to-action buttons that guide users quickly. Nielsen (2012) highlights that clear menu structures improve usability, and The High Field applies this principle effectively by making content accessible within one or two clicks.


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

	Yes, customers can make bookings directly through the website’s Book a Table section. A calendar tool allows users to select dates and times, supported by integration with Peach Pubs’ booking system (The High Field, 2025). This ensures smooth reservation management while also displaying dining schedules and offers. Providing this functionality within the website reduces friction, a key factor in user satisfaction (Nielsen, 2012).


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


	The site would benefit from adding accessibility features such as text-to-speech tools or high-contrast options to support visually impaired users. In addition, incorporating seasonal offers or influencer reviews could boost customer engagement. According to Law, Buhalis and Cobanoglu (2014), multimedia content enhances hospitality websites by building trust and creating emotional appeal. Adding these elements would strengthen usability and attractiveness.


	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? 


	The website’s design is visually appealing, featuring large, stylish images that reflect the boutique hotel and gastropub setting. On mobile devices, the layout is simplified, with content stacking vertically. While generally responsive, some menus require extra scrolling compared to desktop. Mobile optimisation is vital as over 70% of UK hospitality searches come from mobile devices (Statista, 2024). Overall, the site maintains a consistent brand experience across platforms.


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


	Currently, the website does not include an online chat tool. Instead, customers must rely on forms, email, or phone. This may slow down communication, as feedback forms are lengthy. In contrast, research shows AI-driven chatbots can significantly improve customer service responsiveness (Andrade and Tumelero, 2022). Therefore, implementing a live chat or chatbot would improve efficiency, enhance trust, and support real-time engagement.


	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? 
 

	The website makes strong use of photography showcasing food, drinks, and the venue’s décor. Colour palettes reflect warmth and sophistication, matching the physical ambience of the restaurant. Occasional videos highlighting events and weddings add dynamism. This aligns with Law et al. (2014), who argue that imagery in hospitality websites significantly influences customer decision-making by creating emotional connection and conveying quality.


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


	The website includes links to Facebook and Instagram, which redirect users to active brand pages. These channels showcase events, menu updates, and seasonal promotions. BrightLocal (2023) reports that consumers increasingly rely on social media for hospitality decisions, meaning these links are effective in building engagement. However, integrating live feeds directly onto the website could further increase visibility and reduce the risk of users leaving the site permanently.


	
Section 3 – Perceived Value

(75 words maximum for each answer)

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


	The website clearly outlines its services through dedicated sections, including menus, wine lists, private dining, and accommodation details (The High Field, 2025). The inclusion of staff introductions underlines hospitality and professionalism. Transparency is key in perceived service value, and by displaying offerings upfront, the business reinforces customer trust (Law et al., 2014).


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


	Customer reviews are collected through feedback forms and external sites such as Google and TripAdvisor. These reviews are generally recent and reflect current experiences. According to BrightLocal (2023), 88% of consumers trust online reviews as much as personal recommendations. While The High Field encourages feedback, making reviews more visible on the homepage could enhance credibility further.


	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? 


	High quality is communicated through professional photography, menu descriptions, and emphasis on locally sourced, seasonal produce. The elegant interior design, highlighted in visuals, further conveys premium service. Reviews reinforce this impression. Personally, I would recommend The High Field to friends and family for its balance of modern dining with boutique comfort. The combination of atmosphere, quality food, and clear presentation makes it attractive for special occasions.


	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? 


	Yes, the website provides clear menu pricing, with dishes ranging from moderately priced meals to premium options, such as the five-cheese platter at £16 (The High Field, 2025). These prices reflect both the quality and presentation of the food. Transparency in pricing builds trust, as customers can make informed choices before visiting. This matches Nielsen’s (2012) view that clear pricing is a cornerstone of usability and customer satisfaction.



	Section 4 – Searchability


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

	
	2. Boutique hotel Birmingham

	
	3. Gastropub Edgbaston

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


	Yes, the website appears in the top results for all three searches, often ranking first when using “Highfield Edgbaston.” This indicates strong search engine optimisation (SEO). According to Bansal (2024), optimised keywords and content structure are key to maintaining high visibility, which The High Field demonstrates successfully.


	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. 

	 Yes, websites remain central to UK business despite the rise of apps and social media. They provide an official digital presence, ensure brand credibility, and centralise booking systems, as seen with The High Field. Isibor et al. (2021) argue that while social media enhances engagement, websites remain crucial for trust and information control. For hospitality in particular, websites combine convenience, branding, and customer reassurance, making them highly relevant in modern business.


	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? 


	I recommend integrating an AI-driven chatbot. This tool would provide instant, 24/7 responses to customer queries, improving user satisfaction and reducing delays. Andrade and Tumelero (2022) found that chatbots significantly enhance efficiency in customer service while building engagement. For The High Field, this could increase booking rates and reduce missed opportunities, particularly when customers are browsing outside business hours.
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