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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 Suited Cars site is comparatively fast and the majority of the information is retrieved in three seconds on the desktop. The load time is bit slower on the mobile devices because of the image intense content. The speed at which a website loads plays an important role in keeping the user because the UK is a country with a high expectation when it comes to digital services (Van Deursen and Van Dijk, 2014).


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


	Answer: The web resource is not over-loaded with sub-pages and includes such pages as the Home, Services, Weddings, and Contact. A top menu is used to make navigation. Though it works, there is no site map or drop-down options, which, to some extent, can obstruct the user flow among the new visitors (Van Laar et al., 2017).


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

	Answer: Indeed, the customers can place a booking request by filling in the forms Book Now and Contact. The form is however rudimentary meaning that the company has to manually confirm it. Through live scheduling, the customer would have more autonomy, and this would meet the needs of digital services in the UK (Haddon et al., 2020).


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


	Answer: The site can be improved by the additional responsiveness, renewed procedure of booking, and menu organization. Such enhancements would enhance the user navigation and their digital inclusivity in compliance with the best practices regarding the development of digital competences (Iordache et al., 2017).


	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 web page visually beautiful in desktop mode that is minimalistic through black and whites. Nevertheless, image scaling and spacing are some of the design aspects that seem inconsistent in mobile. In order to stimulate a positive digital engagement it is very important to have a responsive design on all devices (Van Laar et al., 2020).


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


	Answer: Good pictures of executive cars build up a top quality brand image. Nonetheless, the creator does not make use of videos, and there is monochrome colour scheme. Although this makes them professional, colouring or video shot introduction might sound better to attract customer attention (Bulganina et al., 2021).


	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: There is no option of online chat. It lacks the live chat feature that limits real-time communication, which grows in the number of UK consumers requiring quick answers about the service (Tomczyk, 2021). The inclusion of such a tool may make the customers more trustful and convertable.


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


	Answer: At the bottom of the site are symbols of such social media as Facebook and Instagram. Yet, there are few pages which are updated often. Proper use of social platforms has the potential to increase the interaction with customers and make them build trusts with the company, particularly those who are in the younger groups in the UK (Van Deursen et al., 2014).


	
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 which include airport transfers, executive cars, and wedding transport are well categorized under services and wedding tabs. All pages are short and helpful, and there are professional images that indicate the product offered by the company.


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


	Answer: The reviews by the customer can be found on the home page. However, they tell no dates and links on platforms, they present only blocks of text. Recent reviews or links to external sources, Google, or Trustpilot, would make the content more real and build trust among the customers (Manco-Chavez et al., 2020).


	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 site has luxurious presentation by means of classy design, pictures of fancy cars and sensible wording. This location matches with what is expected in executive travels. It seems logical to recommend such service to a client on the basis of brand promise, as it concerns such events as a wedding or an airport pickup.


	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: They do not give out prices. This could be because of the different prices charged on services and personalisation. The same does not augur well with the pricing policy as pricing transparency might chase away the price-seeking UK customers. It would be beneficial to provide the range of prices as this would increase the trust of the user and comply with the rules of digital transparency (Santoalha et al., 2021).


	Section 4 – Searchability


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

	
	2. Executive car hire in United Kingdom

	
	3. Airport Luxury transfers

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


	Answer: No, Suited Cars does not make it to the first ten of such popular UK searches on the web. This means that there is no search engine optimisation (SEO) that leaves them obscure online and imposes a visibility barrier (Van Laar et al., 2020).


	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: The internet websites are also very useful in the UK business environment particularly in small and medium enterprises. Although the social media presence is necessary, a well-designed site should serve as the point of origin of the brand identity, service description and contact with the customers. Van Laar et al. (2020) explain that websites are critical online resources, which help strengthen credibility and promote the transaction process. Trust and clarity are the two most important things required in the transport industry that is why a responsive and accessible site is the one of priorities in customer-got and customer-retention.


	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: Among the recommendations, it is possible to introduce the feature of a real-time chat or an automated chatbot. Potential customers would visit this tool and ask questions, request quotes and solve concerns in the shortest time possible. In the same digital economy that can be characterized by a high value of convenience and quick responsiveness, such as the one in the UK, this would enhance its customer experience, involvement and possibly its bookings (Van Deursen and Van Dijk, 2014).
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