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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 in approximately five seconds, which is reasonably quick for a business webpage. Once it has loaded, everything is immediately accessible without errors or delays. The homepage is clean and uncluttered, making it easy for customers to locate information. Fast loading is important as it improves the overall user experience, reduces frustration, and encourages visitors to stay on the page rather than leave due to slow performance or poor accessibility.


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


	Answer:  The website has an appropriate number of subpages, making navigating straightforward and effective for prospective customers. The menu items are prominently presented at the top of the website, allowing visitors to easily navigate between categories such as eating, booking a room and contact information.  Customers can immediately discover the correct link without any hesitation. The design lets consumers navigate effectively so they don't have to waste time seeking for information.


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

	Answer:  Actually, the booking option is one of the first things visitors see when they visit the website. A unique "Book Now" button is present, making the procedure simple and effective. This feature allows consumers to secure bookings without having to phone or email which helps to increasing efficiency. The booking tool is well integrated and user friendly, saving time and encouraging clients to commit right away, which is especially crucial for a restaurant or hotel business like Highfield Edgbaston.


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


	Answer: The overall usability of the website is strong, with calming colours, attractive images and a clear layout. However, there are a few small improvements that could make it even more user friendly. The menu currently contains several options that could be streamlined to reduce complexity. A slightly faster loading speed would also improve the first impression. Adding features like a live chat function could further support usability by making customer enquiries quicker and more interactive.


	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 has a beautiful and professional look with high quality photographs and an elegant layout which reflects the company's luxury identity. On a computer the structure seems open with large photos and text parts which makes it aesthetically pleasing. On a mobile device the design instantly adjusts to accommodate the smaller screen with a simplified menu for easy navigation. While the experience is significantly simplified on mobile, it is still appealing and enjoyable to use.


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


	Answer: The website makes strong use of high-resolution imagery particularly of food, drinks and the venue itself. These images instantly create a sense of quality and atmosphere. Colour choices are calm and elegant with neutral tones that create a sophisticated feel. The images highlight the restaurant’s unique features without overwhelming visitors. Although no videos are present the photography alone communicates the brand’s luxury style effectively helping to draw customers in by appealing visually.


	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 does not currently feature an online chat tool. Instead, it provides phone numbers and email options for customers to make enquiries or reservations. While these are effective they are less instant than live chat. Adding a chat tool would allow quick interaction with staff, helping prospective customers make decisions faster and with more confidence. It would also make the website more interactive, improving customer experience overall.


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


	Answer: The social media links are placed in the footer of the webpage and are easy to access. They connect directly to the company’s active accounts which show additional photos and event updates. This strengthens credibility, keeps customers engaged, and encourages them to follow the brand for ongoing news.


	
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 clearly presented on separate pages dedicated to dining, private hire, and weddings. Each section provides descriptive information, supported by attractive images that highlight the venue and atmosphere. The framework guarantees that clients can quickly determine what is available and if it suits their requirements. The use of titles, short descriptions, and booking choices makes the services easy to find, showing the company as professional and well-organised in approach.


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


	Answer: Customer reviews are not directly displayed on the homepage or main pages, but links to TripAdvisor are provided. TripAdvisor reviews are up to date, which helps prospective customers read real, independent experiences from previous guests. This boosts trust and credibility, as customers value authentic opinions before making a booking. Although the reviews are current and reliable, integrating a small review section directly on the website would make customer feedback more reliable as the business cares for their clients feedback.


	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 service is presented as high quality through luxury photography, elegant branding, and emphasis on fine dining and exclusive private events. The website offers stunning eating areas, high-quality food presentation, and a warm but professional atmosphere. I would suggest the service to friends and family for big events like birthdays, weddings, and formal parties. It shows trustworthiness and sophistication, making it an excellent choice for clients looking for unforgettable memories.


	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: The website does not display exact prices for its services and th is most likely intentional since many luxurious establishments avoid advertising rates to retain exclusivity and promote direct queries. This strategy implies that the experience is personalised to the consumer, which contributes to the perception of premium value. The lack of prices does not feel poor because the visuals and branding indicate high quality and support assumptions of a higher price.


	Section 4 – Searchability


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

	
	2. Luxury

	
	3.  Edgbaston

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


	Answer:  Yes, when searching for terms such as these three words the Highfield Edgbaston website appears within the top ten search results. This shows the company’s search engine optimisation (SEO) is strong and effective. Appearing in the top results ensures potential customers are more likely to discover the business. This visibility is important in a competitive industry, as it gives the company an advantage when customers are searching online.


	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 remain highly relevant for modern UK businesses, even with the growth of social media. A professional website acts as a central hub where customers can learn about services, view images, and make bookings. Unlike social platforms, a website provides full control over branding and ensures consistent professionalism. It also builds trust, as customers often view a dedicated website as more reliable than only a social media presence. For hospitality businesses, websites are essential.


	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:  My main recommendation would be to introduce an online chat feature. This would give customers the chance to ask quick questions in real time, reducing the need for phone calls or waiting for email replies. For a business focused on bookings and events, faster communication can encourage immediate reservations and improve customer confidence. The website is already professional and well-structured, so this additional interactive feature would take usability and customer experience to the next level.
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