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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: Premier Inn has an optimised home page and is lightweight in design thus the web site loads quickly. The pages open very fast and do not have any obnoxiousness, even with devices of mobile character. The speed of loading images and simplified scripts would enable the booking tools and the most required information to be made available to the user almost immediately, which improves the overall usability and the degree of convenience.


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


	Answer: Some of the sub-pages on the site include rooms, locations, offers, Frequently Asked Questions and bookings of rooms (Premier Inn, 2025). The users move across these without strain through a transparent top menu, search bar and interactive map. Each of the sections is further subdivided and the options can be navigated with ease by clicking on one or two occasions and it will assist the customer to browse the features in an intuitive manner.


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

	Answer: Yes, the clients have a possibility to place the booking through the site. The booking tool gives one the option of the choice of location, dates, number of guests and type of room. It is dynamically provided and it provides pricing and availability which makes the activity involved in reservation complicated and easy and simple steps in internet booking.


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


	Answer: The site can be updated by adding additional customised recommendations, intuitive icons on accessibility offered and simplified home page layout. They may also be simplified down further with the addition of a floating help button or instant comparison tool regarding the hotel surrounding in order to offer a user quicker details during selecting of a hotel.


	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 modern and neat and it is balanced visually with high brand colours. The screen images on desktop are more vivid and big as opposed to the smaller ones on mobile. The functionality in the two formats is also similar as far as their style is concerned, although the desktop offers superior images and this enhances the user is a better browser.


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


	Answer: Premier Inn uses the good quality of picture room, hotel, and facilities. Purple colour scheme is used to strengthen brand identity (Khan, 2024). Minimum use of videos is used and more focused on the pictures which are inert. The overall design is welcoming, casual and corporate and this enables the customers to envision their stay as being better.


	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 site does not have any post-standard live chat tool. Instead, it only employs the capabilities of FAQs and the option to be able to contact. Though it is convenient, live chat feature would comprehend rapid response to booking request, cancellations, or special order in order to significantly enhance its customer experiences.


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


	Answer: It has social media links but it is not overwhelming. They will take users to the live sites of Premier Inn to inform and offer promotions (Hussain, Safeer and Ahmed, 2024). Still, such links can be put more visible on the home page to capture more attention and that the customers are able to view more content more easily.


	
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 have been clearly elaborated with each segment detailing on room, facility, dining foods and other attractions within the premises. The data is also short and it is supported by pictures. The search option and the hotel pages have given detailed descriptions of what is offered and the customers find it easy to know what is offered before they book in a hotel.


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


	Answer: In the form of customer reviews, the reviews are offered on Trustpilot and at the level of individual hotels (Miracula and Picone, 2023). They are up to date and allow the information regarding the cleanliness and comfort, the quality of the service. They are actual ratings and help the customers to make the correct choice and offer virtuousness to the whole brand experience.


	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 quality can be informed through photos, which are taken professionally and the cleanliness guarantees, descriptions of rooms and clear service platform. It is the standard of uniformity between the hotels that creates trust. I would recommend that the service would be reliable, affordable, and convenient that is a befitting choice among families, business travellers and tourists.


	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: Booking process specifies obviously the prices; it is type rate and date of room. Pricing appears justifiably when it comes to quality of services provided with emphasis laid on value-for-money sojourns. Open expenses should also help the customers easily make comparisons, and help to avoid the emergence of irrelevant costs, which in turn will increase trust on the service.


	Section 4 – Searchability


	Question 4a - What three words would you type into Google to find this type of service? 
	1. “Budget hotels UK”

	
	2. “Premier Inn booking”

	
	3. “Affordable hotels UK”

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


	Answer: Yes, the Premier Inn site will always be ranked as one of the ten results of Google search with the majority of the queries being related. Its huge brand image, search engine optimization and traffic ensures that it holds the top position where the customer will locate the site in the search engine (Anguera-Torrell and Langer, 2021).


	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 websites are applicable to the modern UK business since they constitute the center of authority in the UK business given the fact that they are where the customers receive the right information, comparisons and secure bookings. The social media helps in interacting with the customers whereas a web site is organized, professional and rich in content which cannot be achieved using other media on equal footing (Robert et al., 2024). Another reason behind websites in business is to achieve visibility to search engines, customer assurance and gathering of information regarding consumer behaviour. In addition web sites are amenable to accessibility, therefore, customers can shop at any hour, thereby enhancing convenience, credibility, as well as boosting brand loyalty in the long run in competitive online environments.


	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 most effective recommendations to improve the web site of the Premier Inn, one can point to the presence of live chat system that will allow the customer to pose immediate questions. So many people most of the time require a quick explanation in case it concerns booking, cancelling, demands of greater accessibility, or even the room’s availability, and it will not be enough to rely on the FAQ only. The live chat tool would reduce the wait period, offer customized response, and increase the level of confidence in their decisions by customers. It can also relieve the load on the call centres since it can answer regular inquiries in real time. This would significantly enhance the customer experience, satisfaction and access to the services by the various customer groups.
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