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	Evaluation
Respond to each question 

	
Section 1 – Usability



	Question 1a - How quickly and easily does the website load? 


	Answer: The website loading speed is very good. By just clicking on the link website easily and quickly loading.


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


	Answer: The website does have a large number of subpages that are targeted toward the public. These subpages include sections for the Menu, Stay with Us, Peach Club, Vouchers, Sign-up, Room Booking, and Table Booking.  The navigation is made easier with a clear menu that is located at the top of the home page, which enables visitors to access various sites with ease. 


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


	Answer: Yes, they can make reservations using the website.  Both the option to reserve a table and the option to book a room are available via the links that are given on the webpage.


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


	Answer: To increase usability, the website should improve mobile responsiveness to make navigating and booking easy across devices. Page loading speed optimisation may also enhance user experience, particularly on slower networks. A simpler booking experience with fewer steps and easy access to crucial information would help make it more user-friendly.


	Section 2 – Pleasure – Customer Experience



	Question 2a – How pleasant does the webpage look?  Are there any differences in appearance on a mobile phone versus a computer? 


	Answer: In appearance the webpage looks interesting. It has a clean, modern design, with a professional feel and the use of high-quality images and consistently used simple colour palette. The layout works well for mobile, adjusting images well and text is smaller than on desktop. Desktop version provides a larger layout and is easier to see contents and navigate. The mobile experience is very pleasant though some text readability adjustments could certainly be made.


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


	Answer: The website has high quality images that effectively showcase the venue’s ambiance, food and rooms. Consistent with the brand’s theme, muted elegant colours are used for colour, which helps to make it warm and welcoming. There is no video content on the website. The visuals as a whole blend well with the overall design and present in a luxurious and professional way.


	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 have an online chat tool with which users can ask questions in real-time. This chat feature is useful for quickly dealing with customer inquiries. This gives an immediate support for the users for the booking or service-related queries.

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


	Answer: The social media links on the website are easy to see and easy to reach, found in the footer and are also added on some of the pages. By doing so, they well engage the visitors to connect with Instagram and Facebook and have a good way to stay updated with what’s going on with the brand. Just by clicking on the Facebook and Instagram link we directly go to their social media pages.  

	
Section 3 – Perceived Value



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


	Answer: On the website, the services are clearly stated, and there are separate pages for dining, events, and accommodations. In detail, each service is described, including the main coverage, private dining and room bookings as well as the menu. In addition, the services can be easily identified and accessible via visual elements and enticing copy, so that customers easily understand what is offered.


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


	Answer: There are customer reviews across different sections of the website especially for service pages. The reviews are generally up to date, and there is recent feedback for customers to read. Testimonials on the website help to build trust and give you an insight into the experiences of others which are not present on the website.


	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: Elegant design, detailed description and professional imagery are presented in a way that the service looks like high quality. Exceptional dining, private events, and luxurious accommodations are the major focuses of the brand’s focus, therefor quality should be the brand's badge. I would say that for the attention to detail, the customer service, the sophisticated atmosphere, it’s great for both casual outing and special occasion, I would recommend the company.


	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: For the room or dining bookings there is no explicit pricing on the website. This could have been the company’s way of getting people to ask directly and get a quote. But it would have been a missed opportunity to demonstrate implied value up front. The premium nature of the service implies that the prices are probably priced accordingly to the kind of experience provided.


	Section 4 – Searchability


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

	
	2. Fine dining

	
	3. Luxury Events

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


	Answer: The most relevant terms such as “Fine dining” bring the company's website in the top ten search results. However, the “luxury accommodation” keyword is not always ranked in the top positions. More focused SEO work could make the website appear better, for example more targeted work, to get into long tails and local searches.

	Section 5 – Reflection and conclusion



	Question 5a - Do you feel that websites still have relevance in modern UK business? Explain your answer. 

	Answer:  Yes, there is still a large amount of importance for websites in contemporary UK business. They serve as a central tree which holds the vital information for the brand identity that includes services, its contact details, etc., and reviews by its customers. According to Qalati et al. (2021), s website increases credibility, increases discoverability and helps in managing customer interactions. Social media is indeed very important but there’s nothing like a website well optimized, as it is a way to develop trust and to provide a fully scaled digital experience.


	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: An important thing that I would suggest is for integrating clear and easy to see pricing info for the services provided. Right now, there could be a hesitation or seeking out other competitors who do show pricing. By showing prices in the listing, it puts the customer in a better position to make an informed decision and therefore buys faster. Transparent pricing not only makes it easier to trust but removes friction from the booking process and convinces customers to do not hesitate to confirm immediately. In addition, it allows the company to appear transparent, reliable, and customer oriented, which is very important now when customers expect to see clarity and honesty. This would improve the overall customer’s experience by allowing them to understand the value that they will receive for the price they will pay.
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