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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: Access to the Highfield Town House Hotel website fast, loading between 2 and 4 seconds on a common Wi-Fi connection. This made navigation smooth, thanks to the fast loading of images and the presentation of relevant to the search, highlighting the efficiency of the site in terms of loading speed. "Consumers are also more demanding than they've ever been, and when they experience your website, they aren't only comparing you with your competitors, they're rating you against the best-in-class services they use every day". (web.dev, 2023)


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


	Answer: The hotel website features organised and intuitive categories, allowing users to easily find the information they need with just a few clicks on the home page and subpages located in the upper right corner of the screen, complemented by images of the hotel and restaurant with a clean design. The clarity of the words used to divide the categories contributes to pleasant and efficient navigation and ensures that potential customers quickly find what they are looking for, as well as clear details and prices of the services offered, so that they have a positive and satisfying experience in their search.



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

	Answer: When accessing the hotel's official website, customers will find the option to make reservations for the hotel and restaurant via two large icons on the right-hand side, one for booking a room and the other for booking a table. By choosing the option to book a room at the High Fieldedg Baston Hotel, customers will have 8 accommodation options for different tastes and styles, and when selecting availability, the calendar of available dates will open, as well as the price per night and the number of adult and child guests.



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


	Answer: They could improve usability by providing a search function that takes users directly to what they need, both on the website and when accessing it via mobile phone. Adapt the site to meet the needs of users with disabilities, such as blind people or people with reduced mobility. They could also improve access to feedback received, because visitors to the site need to fill out a form with questions to access the opinions of those who have already used the hotel's services. According to Shneiderman (2005, p.17), a well designed interface makes everything easier, more enjoyable to use and more appealing.


	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 hotel's website has a good appearance, with soft colours and with important informations well organised. The navigation is easy and enjoyable, both on a computer and on a mobile phone, offering a great experience on both devices. "Aesthetic design is important because users often judge a site by its look and feel before they use it. A clean, simple, and attractive design helps users feel comfortable and confident while navigating the site." (Nielsen, 1999, p. 45)


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


	Answer: The hotel's website uses light, neutral colors to convey the tranquility of the hotel and restaurant. In my opinion, these colors convey a sense of cleanliness, calm, and comfort, which makes a positive impression on those seeking accommodations. In the photos of the restaurant's dishes, bolder colors were used to attract attention and arouse curiosity. This can influence a person's decision, whether to dine, book a stay, or both. I couldn't find any videos on the website, but there is a direct link to the hotel's Instagram, where we can see some videos about the services and the space.

	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 offer an online chat option, which is a negative point. The only means of contact available are email and telephone, which can make it difficult to ask quick questions. This makes the process more time consuming, as the person has to choose between sending an email and waiting for a reply or calling. Nowadays, people want immediate answers, and this type of communication can end up causing the customer to give up.


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


	Answer: The links to social media are extremely useful, since almost everyone is connected to some network nowadays. On the hotel's website, the buttons that link to Facebook and Instagram work very well to promote the hotel and restaurant. They help to showcase the place, keep in touch with customers and also attract the attention of those who don't know it yet. As they post photos, videos and events there, it's easier for us to get a real idea of what to expect. And best of all are the profiles are up to date and active, which inspires more confidence. Many people even trust what they see on social media more than the information on the website itself.


	
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 services offered by the hotel are explained very clearly on the website, on social media, via telephone and also by email. On the website itself, you can click on links to areas that you interest, such as accommodation or restaurants. There, you can see prices, availability for reservations and other important information. In the restaurant section, the website shows the menu with the ingredients of each dish, which is great for those with allergies or dietary restrictions. This shows that the hotel cares about making everything clear to the customer. According to Stone and Woodcock (2002), it is essential to present products and services in a personalized manner, tailored to each client's needs. Furthermore, it is important to offer support during the contracting process and monitor the use of these services to identify the best solutions. This entire process must be conducted with high-quality service.


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


	Answer: On the hotel website, I found it a little complicated to access other customers' comments. To view the comments, you have to fill out a form with several questions before you can access the reviews, which makes the process more time-consuming and less practical. It would be much better if the reviews were visible directly, with one click, without having to go through this step. This would speed up navigation and facilitate decision making for hotel research.

On social media, such as Instagram, the hotel's page (@_thehighfield) displays comments directly below photos and videos, allowing you to quickly and easily view people's opinions. In addition, the content is more up-to-date and reflects guests' real-life experiences in near real-time. Comparing the two, accessing comments on social media is much easier and more straightforward than on the official website, which ends up requiring more steps and time to obtain the same information.

	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: From what I saw on the website, the hotel looks very nice. The photos show beautiful decor with a refined touch. In some rooms, you can see that they mix well-preserved antique furniture with more modern pieces, creating an elegant atmosphere. You can also notice that they care about quality—both in the materials used in the bathroom and in the room and restaurant tables. Everything seems well thought out to ensure guest comfort. Yes, I would use the hotel's services. When I researched the website, I felt confident both in the images and in the clear information I found. Everything conveys the feeling of a serious place, well-maintained and prepared to offer a pleasant stay. This reassured me that I would have a good experience staying there.


	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, the website displays prices very clearly. You can see the daily rates, for both one and two people, and even with the option to include children. The restaurant menu also lists detailed prices for both dishes and drinks. I thought it was nice that they also include important notes, such as information about ingredients, for those with allergies. Given the way everything is presented and the quality of the menu, I think the prices make sense and reflect good service. It gives the impression of an organized, transparent hotel that cares about the well-being of its guests.


	Section 4 – Searchability


	Question 4a - What three words would you type into Google to find this type of service? 
	1. Comfortable hotel with restaurant.

	
	2. Hotels to relax in Birmingham

	
	3. Quality hotel service

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


	Answer: No, the company's website appears in position 46 in the ranking of accommodation recommendations, according to Tripadvisor.


	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, websites are still incredibly important for businesses worldwide, including in the UK. They're incredibly helpful in promoting products and services, as most people research everything online. With a website, your business can be found anywhere, anytime, as long as you have internet access. Furthermore, websites allow customers to ask questions without having to go to the location, buy online, make reservations, or even sign up for courses. It's a practical and quick way to connect with your audience and build trust. And when the customer arrives, they'll already have almost all their questions answered because they've already found the answers on the website during their research.


	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 website's accessibility for people with visual impairments. I would also invest in improving loading speed, updating content more frequently, and better organizing information, making everything clearer and easier to access. I would do this because many people with visual impairments use screen readers to navigate, but not all websites are designed for this. Making the website accessible shows that the company cares about all types of audiences. Furthermore, no one likes to wait a long time for a page to load—a faster website improves the experience and maintains visitor interest.

I also think it's important to present information directly, without requiring the customer to fill out forms just to access what they need. This avoids frustration, makes navigation easier, and increases the chances of the person returning and becoming a loyal customer.
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