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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: On my laptop, the Highfield Town House homepage loaded in about 2.5 seconds, which is good according to Google PageSpeed Insights (Google, 2024). On my phone, it took around four seconds. While this is not very slow, it is slightly longer than the three seconds recommended by Nielsen Norman Group (2023). Large, high-quality banner images seem to be the main cause. Reducing their size or adding caching could make the mobile version faster. 



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


	Answer: The website offers several main menu categories, such as Our Menu, Stay With Us, Gift Vouchers, Christmas, Sign Up, and Who We Are. Each has multiple sub-pages, such as Wine & Drinks List, Events, Our Rooms, Weddings, and Explore Birmingham. A fixed menu bar stays at the top, and a dropdown shows all sub-pages. However, the bottom items are partly hidden by a booking banner, which could prevent users from noticing them.



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

	Answer: Yes, the website offers two booking options: Book a Stay for accommodation and Book a Table for the restaurant. Both link to secure third-party booking pages showing availability and prices. The process is clear and easy to follow. However, each booking page opens in a new browser tab, which may be unexpected for some visitors. Despite this, the system allows quick reservations without unnecessary steps or complicated navigation.

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


	Answer: The site meets some accessibility needs but could improve in several ways. There is no search bar, text resizing option, or ALT descriptions for images, which limits access for users with visual impairments (W3C, 2023). Image optimisation could also improve mobile loading speed. Additionally, in the dropdown menu, the last items are hidden behind a booking banner, even when scrolling. Adjusting the menu layout would make all pages visible and easier to reach.



	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 website is visually appealing, using cream, dark green, and gold to create an elegant style that fits the brand. Large, high-quality images of the restaurant and dishes give a welcoming impression. The layout works well on both desktop and mobile. However, on smaller screens, banner images load slightly slower and some text appears smaller, which could affect readability. Despite this, the site maintains a consistent and attractive look across devices.




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


	Answer: The site uses professional photos of food, interiors, and outdoor areas, which match the brand colours and create a premium feel. The dark green and gold elements highlight the luxury style. However, there are no videos, which could make the content more engaging. Adding short clips of the venue, events, or seasonal dishes would bring the atmosphere to life and help potential guests visualise the experience more vividly.

	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 live chat or chatbot function. This is a missed opportunity to help visitors quickly, especially those in different time zones (Forbes, 2024). Even a simple chatbot could answer common questions about bookings, menus, or events, reducing calls and emails to staff. Adding this feature would improve response times and create a more convenient experience for potential guests.


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


	Answer: Links to Instagram and Facebook are placed in the footer. While they work, they are easy to overlook because there is no preview or live feed of recent posts. Showing guest photos, menu updates, or event promotions directly on the homepage could increase engagement. Integrating more visual content from social media would make the site feel fresher and encourage visitors to connect with the brand online.



	
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 are easy to find in the main menu. Under Stay With Us there are Our Rooms, Perks & Offers and Explore Birmingham. Our Menu has dish prices, vegetarian and plant-based labels, and an Allergy Information button. There is also a Wine & Drinks List. For events, there are sections like Weddings, Events and Outdoor Space. This makes it clear what the place offers before booking.


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


	Answer: The site doesn’t show reviews on its pages. There is a link to an outside form called Making Life Peachy, where visitors can leave feedback. However, there is no live list of comments or dates for new customers to read. Adding a few recent reviews on the homepage could help people trust the service more and stop them from leaving the website to check other platforms.

	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 looks stylish, with cream, dark green and gold colours and good-quality photos of rooms, food and event spaces. The room descriptions focus on comfort, and the menu shows seasonal dishes. To me, this makes it feel like a boutique place with a high standard. I would recommend it to anyone wanting a mix of nice accommodation and good food in Birmingham, with attention to detail.

	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: Room prices only show when you open the booking calendar and choose your dates. They change depending on the day and season, with the ones I saw between £85 and £200. The restaurant menu shows prices straight away. The costs match a premium place, but putting the price range on the room pages would make it easier for customers to decide without starting a booking first.



	Section 4 – Searchability


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

	
	2. Birmingham restaurant with rooms

	
	      3.  Luxury stay Edgbaston


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


	Answer: Yes, when I searched using these phrases, the High Field Town House website appeared on the first page of Google, often within the top five results. This makes it simple for potential guests to find the site without scrolling far. It shows that the website is effectively optimised for its key search terms.





	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: I think websites are still very important for UK businesses today. Most people, including me, usually check a company online before buying anything or visiting. A good website gives a first impression and can help someone decide whether to use the service. It’s useful because you can see prices, menus, photos, contact details, and opening hours all in one place. Even though social media is popular, it. It can doesn’t replace a clear and professional website that is updated regularly. Having a website makes the business look more serious and trustworthy also show reviews, examples of work, and make it easier to book or order. In the end, a good website can bring in more customers and help keep them coming back.

	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:. If I could suggest one change, I would add recent customer reviews to the homepage. At the moment, reviews are collected through an external form, which many visitors might not see. When I look for a service, I always check reviews first, so having them right on the homepage would make a big difference. Short comments from real customers, with a date and maybe a star rating, would help people trust the business more. It would also show that the company is active and values feedback. Updating the reviews regularly would give the impression that new customers are happy with the service. I think this small change could make the website more personal and help increase bookings or sales.
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