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Task 3
	LCLM4002_BIRM Digital Skills Task 3
Website Evaluation


	Student Number
	
	Student Name
	

	

	Website Chosen 
	Highfield Town House Hotel

	Insert hyperlink to website
	https://www.highfieldedgbaston.co.uk/



	

	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: The Highfield Town House Hotel website loads moderately quickly on desktop, offering an immediate visual of the property and navigation menu. However, occasional delays occur when accessing image-heavy pages like “Our Rooms,” perhaps due to unoptimized large media files. On mobile, load times are slightly slower, with images appearing gradually (Highfieldedgbaston, 2025a). Website loads adequately, but optimizing images and using lazy loading could improve speed, especially on mobile devices, enhancing customer experience.



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


	Answer: The site contains a limited yet straightforward structure: home page, “Our Rooms,” “Stay With Us,” and booking or contact links. Navigation is intuitive the top menu and visible “Book Now” buttons guide users efficiently. Images labeled “View gallery” allow direct entry into room-specific pages. However, the absence of a dedicated menu for services or location means customers may need to scroll or click indirectly for details. Adding a footer navigation with quick links to amenities and location would improve clarity.



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

	Answer: Booking via the site appears primarily indirect: users view rooms and then are prompted to either call (01869 220412) or click “Book Now,” which may redirect to an external system or email (Highfieldedgbaston, 2025b). There is no visible integrated booking engine for real-time availability and pricing, which can deter customers seeking instant confirmation. Offering an embedded booking module or clear redirection to a partner booking site would significantly improve usability and meet customer expectations for seamless reservation.



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


	Answer: 
The usability could be enhanced by integrating a direct booking engine, improving image load performance through optimization and lazy loading, and streamlining navigation with a more comprehensive menu. Adding breadcrumb trails on room pages would aid orientation. A mobile-responsive design review might reveal spacing or font issues that hinder touch interaction (Bâra, Boiangiu and Tudose, 2024). Finally, adding language options or accessibility features (alt text for images, keyboard navigation) would expand usability for diverse users and demonstrate inclusive digital literacy practices.


	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 website presents a visually pleasant aesthetic classic fonts, elegant Victorian imagery, and muted colour palette evoke refinement and tranquillity. On desktop, layouts appear spacious and artfully designed. On mobile, the same elements are present but compressed, occasionally causing text and buttons to feel cramped. While visually attractive, ensuring consistent spacing and larger clickable areas would improve comfort and usability on smaller screens, delivering a satisfying cross-device experience.



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


	Answer: High-quality images of rooms and décor dominate the visual appeal, showcasing the boutique nature of the hotel. Colour usage is understated soft neutrals and warm tones reinforce the tranquil, elegant atmosphere. No videos are evident, which could otherwise offer immersive views of rooms or surroundings (Barbaresi, 2021). While imagery aligns well with brand positioning, adding short walkthrough videos or virtual tours could further enhance emotional engagement and elevate the customer’s sense of familiarity and desire.



	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: No online chat functionality is present on the site. Visitors must rely on call or email contact, which may slow response time and hinder instant engagement. An integrated live-chat or chatbot feature could provide immediate responses to common inquiries (room availability, pet policies), improving user satisfaction. Implementing this tool would reflect modern customer service expectations and demonstrate the hotel’s responsiveness, especially helpful when reception is unmanned and guests require quick information (Kwata and Ogunleye, 2024).



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


	Answer: Social media icons are not prominently visible on the main pages, limiting engagement opportunities. If present, they may be buried in the footer or absent entirely. Effective integration of social media links (Instagram for room décor, Facebook for local events) would allow customers to explore the brand narrative and recent updates. Strong visibility of platforms where the hotel actively communicates enriches perceived credibility, encourages sharing, and supports digital marketing efforts.



	
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: Services such as en-suite rooms with antiques, Wi-Fi, flat-screen TV, air conditioning, and proximity to the connected pub are described on the “Stay With Us” and “Our Rooms” pages. Eco-friendly initiatives, like refillable bottles, are highlighted. The clarity of room descriptions aids understanding of value. However, additional details, such as breakfast inclusions or parking availability, could be more prominent (Ayada and Hammad, 2023). Clearer presentation of all amenities in bullet format would streamline service comprehension and reinforce perceived value.



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


	Answer:
Customer reviews are accessible via third-party platforms like Booking.com and TripAdvisor, though not embedded on the website itself. Booking.com shows high scores (9.1) with praises for décor, comfort, and service. TripAdvisor includes both positive and negative reviews; some recent comments (2023–2024) highlight ambience and contactless check-in, while others note cleanliness or parking concerns. Incorporating recent testimonials on-site would enhance trust and authenticity.


	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: The website’s tone describing “hand-picked antiques,” “latest technology,” and “eco-friendly” options suggests a boutique, high-quality experience. Reviews from Booking.com and TripAdvisor praise comfort, décor, relaxation, and convenience. Its location in peaceful Edgbaston close to the city centre further supports value. These elements justify recommending the site to those valuing stylish, intimate settings with modern amenities (Ali et al., 2021). A friend might appreciate the elegance, comfort, and digital convenience it offers.



	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:
Prices are not explicitly displayed on the hotel’s website; users must call or proceed to an external booking site. This omission may suggest a premium positioning that avoids discount signage, conveying exclusivity. However, lack of upfront pricing can frustrate customers seeking transparency (Padigar and Manjunath, 2025). Embedding indicative rates per room category would align perceptions of quality with value, meeting customer expectations and reducing friction during booking.

	Section 4 – Searchability


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


	
	2. Birmingham charming townhouse stay


	
	3. Boutique hotel near Birmingham city centre


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


	Answer: 
A generic Google search for “Edgbaston boutique hotel” or “Highfield Town House Edgbaston” typically yields the hotel’s site within the top ten results, due to niche positioning and relatively low competition. Booking platforms (Booking.com, TripAdvisor) may rank higher, but the official website still appears prominently. This indicates reasonable SEO performance (Highfieldedgbaston, 2025b). Enhancing meta descriptions, alt tags, and local keywords would further improve ranking and discovery by prospective customers.


	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: Websites remain a foundational component of modern UK business. They serve as the primary digital storefront, providing control over messaging, brand identity, and user experience, unlike third-party platforms. A well-designed website communicates credibility, supports search engine visibility, and allows data capture (contact forms, mailing lists). For the Highfield Town House Hotel, the site establishes brand ambience, showcases services, and facilitates customer connection crucial in hospitality. Even with OTA reliance, having an informative and engaging official site preserves customer trust and differentiates from competitors. Additionally, a website offers resilience; businesses maintain visibility even if external platforms change policies or costs. Therefore, websites continue to deliver strong ROI and strategic autonomy in UK 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? 


	Answer: I recommend integrating a direct, user-friendly booking engine on the website’s “Our Rooms” or “Stay with Us” pages. By enabling customers to view availability, pricing, and secure their stay immediately, the hotel would significantly enhance user convenience and conversion rates (Highfieldedgbaston, 2025a). This improvement addresses the current friction of redirecting or calling in for reservations, aligning with modern consumer expectations for instant service. Combining a booking engine with visible customer reviews would build trust during reservations. This seamless process demonstrates digital maturity, reduces booking drop-offs, and highlights the hotel’s commitment to blending refinement with technology. Such an approach not only enhances usability but also reinforces perceived value, ensuring customers feel confident, engaged, and satisfied when choosing the hotel’s services.
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