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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: 

The website loads swiftly, according to Pingdom Website Speed Test (2025) shows the website loads within 1.46 seconds when using a web browser which is average speed for a website to load. A fast-loading website is imperative for both potential customers and overall business performance, people can be impatient online and when engaging with a service should it take longer than a few seconds to load, many customers will leave before it finishes and may book with competitors. The mobile version adapts well although slower to load than the desktop version.


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


	Answer: 

The website contains many sub-pages via a drop-down menu which can be both beneficial and uncertain for potential customers, due to the structure and presentation of the website the information is structured with multi layers which can make it easier to find specific topics and services that the business has to offer however, having many sub-pages can make a user feel overwhelmed with the navigation as it can take longer to find the information (Howie, 2013).


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

	Answer: 

Bookings can be made via the website for both a reservation at the hotel, or a booking at the restaurant, having an accessible booking service is crucial for the business due to its reliance on bookings for the hotel and restaurant. Tourist needs can be met through the careful design and management of booking platforms, whereas dissatisfaction may be caused by sites that are less intuitive (Foris et al., 2020).


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


	Answer: 


Improvements such as the content and structure could be considered as the website content is extended across sections, for example, ‘’Our Menu’’, ‘’What’s On’’, ‘’Stay With Us’’ however lacks cohesion on what the website offers, improvements such as visually grouping tabs for dining, staying, and events keeping the format consistent to differentiate the facilities that the business offers. Usability could also be improved by making use of customer images in the blank spaces on the webpage.


	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 webpage is visually pleasing and conveys the character of the business both on mobile and computer. The images are consistent across desktop and mobile with clear, enticing high-resolution and professionally styled visuals showcasing the restaurant, interior images and food. The subsection menu differs using a mobile, the headings although still bold, the font size is smaller making it harder to read on a mobile. 


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


	Answer:

According to Jongmans et al. (2022), the visual design of a website plays a significant role in shaping user experience and influencing site evaluation. The website uses images and colour well as it shows the interior with neutral colours which provides a calming premium brand experience for potential customers; however, video content is not present on the website which can be perceived as a missed branding opportunity as video content can enable effective engagement and information delivery. 


	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 has not made use of an online chat tool, all communications are handled via telephone, email, and booking forms. This can reduced real-time customer support as users are unable to get immediate answers to questions they may have, this could lead to frustration and abandoned bookings. The use of online chat tools can enhance user support, boost bookings and reduce uncertainty according to Pennanen (2018).



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


	Answer: 

The social media links on the Highfield Town House Hotel website are only moderately effective. While they offer direct access to platforms such as Facebook and Instagram, their placement in the footer limits visibility and user interaction. The links when clicked lead to the business social media platforms with up-to-date images and content which is appealing and targets customers by promotion of the restaurant. 



	
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 website effectively communicates its services through a well organised website that portrays clear headings, navigation and visual hierarchy. The main services that the business provides such as dining, accommodation, and events are accessible via dedicated menu sections located on the main webpage, supported by descriptive text and high-quality images.


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


	Answer:

Customer reviews are available on a third-party website Trip Advisor, with reviews both visible and up to date, offering valuable insight into current user experiences and perceptions. However, the website does not have review section, meaning users must visit third-party sites for an insight on the business. By integrating reviews directly could significantly enhance transparency and provide a positive perception of credibility (Bhuiyan et al., 2021).  



	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 Highfield hotel presents its service as high quality through a combination of the professional website design, carefully selected visual content, high resolution images, well -maintained facilities creates an impression of elegance and attention to detail. 
The company can be recommended for its calming setting, quality dining, personalised guest experience and its suitability for both leisure and 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? 


	Answer:


Prices on the Highfield Town House Hotel website are partially visible, depending on service area that you are searching for. Prices are shown for the restaurant menu and include pricing for food and drink items. The pricing suggests mid to upper
-range, which aligns with the high-quality imagery, venue and service. Accommodation rooms rates are only shown once you proceed with booking a date, the prices per day are shown and includes room only rates and bed, breakfast and dinner rates. 



	Section 4 – Searchability


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

	
	2. Hotel-Edgbaston

	
	3. Restaurant-Edgbaston

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


	Answer: 

The Highfield Town House Hotel website appears second when searched in google, this shows that the SEO is effective. Websites that appear high in the search rankings are perceived as more credible and trustworthy (Cioppi et al., 2019). The website searchability is essential for digital visibility and customer engagement it can allow a business to meet customer intent by the search of the key words, therefore strategic SEO and keyword optimisation are essential. 



	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 act as the core of a business’s online presence, providing a level of trust for potential customers by maintaining an originality through the form of an official website. It is essential to develop and sustain a professional website that effectively communicates the brand identity Ageeva et al. (2019). Overall, I believe websites are extremely relevant for both businesses and from a customer’s perspective as a website provides options for a customer to explore what the business offers in a structured and authentic way. 



	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: 

Highfield Town House Hotel website would benefit from incorporating a live chat feature directly on the website to enhance engagement, to be available to answer potential customers and assist with issues that they may need to quickly discuss, rather than the traditional methods of contact a live chat feature can be fast and more effective for customers. However, gaining insight into the factors that may impact a customer’s experience during a live chat interaction is significant McLean et al. (2017) 
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