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Section 1 – Usability

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

	The site loads promptly, and normally it would take 2-3 seconds. It takes users a bearable time to open the homepage, and important visual effects and information load in without any delays. Not only is the design very light with no strict animation or anything of that sort that may make loading take a long time, but it also loads faster on mobile or a slower connection.

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

	Yes, the site has several subpages such as rooms, our story, contact, and Edgbaston yes. The visiting is facilitated with a top horizontal navigation, which always appears on every page. Its structure is simple and clear, and meaningful groupings and descriptive titles enable an easy search among particular contents. All the sub-pages can be visited through a minimal and clear user interface that brings confusion to the user at all levels (Cadorniga, 2021).

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

	Yes, indeed, customers can use the site to make bookings. There is also a big bright Book Now that is prominently exposed on the home think, and is redirected to an external booking reservation system. Its booking form is also convenient, and it will enable a customer to choose dates during which they want to make a reservation, as well as availability as well and the type of rooms they would like.

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

	The site can be optimized by making it mobile-responsive, as other features start to look a bit messy when the screen size shrinks. The user drop-off can be solved by streamlining the booking process so that a user is not redirected to another platform
to complete the process, and the system is embedded on the site. Also, a search



	bar or a live chat feature would help the users to locate the information more conveniently or seek assistance more effectively.

	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?

	It is stylishly designed and beautiful in outlook, and a minimal approach to the design has been used with smooth color manipulation and fine fonts to signify that the hotel is a boutique hotel. Images on desktop are full-width. The site is usable on mobile, and some of the visual richness is sacrificed by the smaller device and more scrolling. Even though there are some cases of smaller compression, the user
experience is similar across the devices.

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

	The website is employing high-resolution photographs to show luxury and peace. The rooms are all presented in elaborate photos. No video is used; it could have been an opportunity. The colour scheme is rather neutral and soothing, including whites, greys, and mild pastels, which creates a sense of comfort and class. On the
whole, imagery and colour scheme are very consistent with the brand of the hotel.

	Question 2c – Has the website made use of an online chat tool on the website? How effective is this in enquiring about the product or service?

	No, the site does not have an online chat tool. This restricts real-time communication, particularly to prospective visitors who have pressing inquiries. The advantage of having an online chat system would make it much more responsive and gratify the customers, especially the international guests or the one who might have last-minute queries. Currently, all requests should be made through a contact form or by phone, which can also discourage users who need a response as quickly
as possible.

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

	The icons of social media, such as Instagram and Facebook pages of the business, can be found at the bottom of the webpage. These are active links, and they take the person to well-kept profiles with pictures of the hotel, updates, and interaction with the guests. Placement on the footer can, however, decrease visibility. Relocating these links upwards and/or incorporating some form of social media feed
on the homepage may boost the number of openings.

	
Section 3 – Perceived Value

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



	Answer: Under different tabs of regions and facilities, they list the services offered. All the types of rooms are on separate pages devoted to the description, features, and quality pictures. The breakfast and other local recommendations are described, making the visitors know what to expect. The simplicity of the presentation gives the prospective customers options to make an informed choice about their stay (Hanks, Mody, and Dogru, 2024).

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

	The customer reviews are not present on the site, but there are links to other external resources, namely Booking.com and TripAdvisor, where they may be browsed regularly. This provides the users with third-party feedback that is credible. Having the section of the testimonials directly on the site would contribute to even more trust, and introducing the positive experiences more openly without the users having
to leave the site.

	Question 3c – How is the service presented as high quality? For what reasons would you use the company’s service or recommend it to a friend or family member?

	The presentation of the product is a high-quality experience achieved by brand smoothness, luxury-oriented language, and beautiful style. The stress is placed on the individual character of the hotel, meticulousness, and its location in Edgbaston. The rooms and facilities are well described through the photographs and their descriptions. I would advise that the hotel should be chosen in special circumstances, such as for special events, on romantic visits, or by visitors who want to have a boutique stay.

	Question 3d - Are prices made clear to customers? If yes, do the prices reflect the quality of service shown? If not, why do you think the company has chosen not to include prices?

	The rates do not reflect directly on the site; they can be seen only after clicking the link to the booking program. This could be a calculated decision to propel straightforward involvement or dynamic pricing malleability. Even then, such a method can annoy the users who would rather have transparency. An estimated price frame might also contribute to the formation of the expectations, whereas leaving the option of customized direct booking (Ollett, 2024).

	Section 4 – Searchability

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

	
	2. Edgbaston Hotel

	
	3. Boutique Stay

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



	Yes, indeed, the site ranks in the top five search results with respect to certain terms such as Edgbaston Hotel and Highfield Townhouse Edgbaston. It is a bit lower when it comes to generic keywords as such as Luxury Accommodation Birmingham, and this means that it can be improved on SEO. On the whole, it has a good visibility in terms of local and branded search, but can use more keyword optimization to reach bigger traffic (Zhang, 2020).

	Section 5 – Reflection and conclusion

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

	Certainly, websites play a crucial role in the contemporary UK business. They act as online physical shops that are open 24/7 with access to products, services, and ways to contact them. In the case of such businesses as hotels, sites allow booking online, demonstrating the brand name and confidence via pictures and testimonials. A site also helps in visibility and credibility because of the increased use of online marketing and online reviews. This can be boosted by social media, but a purposeful site is still a highly important digital asset in terms of representing the profession and interacting with clients.

	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?

	I would suggest the implementation of live chat or messaging. Most customers like to receive live answers when booking rooms, as international or last-minute tourists/ travellers. An instant messaging tool may assist in determining the availability schedule, timing of check-ins, and other features, facilitating the need to book. It would also enhance customer service as it gives an instant human touch and raises conversion rates by ensuring human interactions with visitors before they exit the
site.
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