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	Student Number
	
	Student Name
	

	

	Website Chosen 
	Highfield Town House Hotel

	Insert hyperlink to website
	https://www.highfieldedgbaston.co.uk/

	

	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: 
Both desktop and mobile load the Highfield Town House Hotel website in a few seconds. Files load up without visible lags and the primary visuals are legible. The site interface is also light and this makes it fast, preventing possible frustration by visitors. It is highly beneficial to the prospective guests who might be interested in the services the hotel offers as it has easy navigation due to its fast loading (Highfieldedgbaston, 2025).


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


	Answer: 
Yes, the site consists of several sub-pages: Rooms, Dining, Gallery and Contact. The visitors shall be able to navigate between them because the navigation menu is positioned at the top of the page. Shortcuts are also used in the footer. Such a basic design facilitates its use, since online visitors will be able to find the necessary information on accommodation or services provided as fast as possible.


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

	Answer: 
Indeed, the site offers a convenient Book Now button that is easily noticeable on all the pages. This is a link that directs the visitors to a secure reservation system where they can search available rooms, rates, and make the bookings. It is an efficient, streamlined process that is clear and user-friendly, which leads to the overall improved customer experience and promotes direct booking instead of using third-party sites (Highfieldedgbaston, 2025).


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


	Answer: 
Usability might be enhanced with more accessibility features on the web site, including larger fonts and improved colour contrast to ease reading. Alt text is not even present on some of the images, restricting the functionality of visually challenged users. A navigation menu that is fixed or rather sticky would also help provide visitors with faster access to different sections especially those using mobile devices which have the slow effect of scrolling.


	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 design of the web is classy and beautiful that mirrors the boutique character of the hotel. Browsing is a pleasure because quality visuals and clean layout will be used. The design is balanced and professional on the desktop and responsive but has a few more scrolls on mobile. All in all, it provides a more than pleasing browsing experience on either device, with the only thing that needs a few adaptations being the ease of use on a mobile phone.

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


	Answer:
The website extensively uses pro pictures of the rooms, interior and food of the hotel, generating a feeling of indulgence. The theme of the boutique is supplemented with a relaxed, impartial range of colours. Nevertheless the video content has not been used in the web site, which might have introduced more dynamic narration. Inserting small advertising videos would also increase the interaction and give the customer a better experience (Highfieldedgbaston, 2025).


	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:
Currently the online chat feature is not available on the site. This restricts the chances of instant communication, so there is no other option than to rely on the email or phone between potential customers and the hotel. Communication could be enhanced by introducing a live chat or an automatic chatbot that works fast and helps to remove obstacles to making a reservation. It would also modernise the place and match it to the digital hospitality tendencies (Highfieldedgbaston, 2025).


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


	Answer: 
The footer shows social media icons that take one to Instagram and Facebook. Although they can be effective because they directly mean active accounts, they are not placed loudly and may be missed by certain visitors. Increased prominence of the links, say, in the header will result in better engagement. However, the linked sites are changed on a regular basis assisting the online branding and online presence of the hotel.


	
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:
On the home page, the services offered at the hotel are well outlined in different categories like Rooms, Dining and Gallery. Every page contains highly detailed information with pictures of what the visitor can expect, starting with the luxury lodgements to the breakfast menu. The information presented is summarized and detailed enough so that the visitor could get an idea about the peculiarities of a style and service of the hotel to make a booking.


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


	Answer:
Reviews are not directly shown on the site itself. It instead points customers to reputable third parties, such as Booking. com and Google Reviews. The sites contain the latest reviews by visitors and therefore, are authentic and reliable. Although the credibility provided by the external reviews is much stronger, placing a live review feed on the website will make the customer feedback more exposed and raise the level of trust among new visitors (Google, 2025).


	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: 
High quality is offered on the site through elegant photographs, well-cultured text, and focus on the boutique aspects. The overall branding is done in such a way that it expresses exclusivity and perfection, which gives an impression of luxury. The hotel would pass my recommendation to my friends and family because of its luxurious rooms, appealing setting in Edgbaston, and personalised environment. These attributes render it suitable both in recreational visits and in holidays.


	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:
There are no prices directly displayed on the home page but they appear in requirement of activation of the option Book Now, connecting to a system of bookings. This method guarantees exact and real time-updated prices. The prices are in appropriate proportion to the luxury experience provided which is in line with the boutique and luxury look. It also prevents having fixed price lists and hence the hotel can handle the changes of demand and season.


	Section 4 – Searchability


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

	
	2. Highfield hotel

	
	3. Boutique hotel Birmingham

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


	Answer: 
Yes the Highfield Town House Hotel site does come up in the top results in all these searches. It is the first listing of branded keywords such as, Highfield hotel. When it comes to broader searches like, say, Boutique hotel Birmingham it appears among the first ten, remaining search engines visible. This is indicative of proper SEO which will allow potential clients to find the hotel easily on the internet.


	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: 
In the contemporary UK business environment, websites are still very important due to the fact that they serve as a central and professional platform where customers can get accurate information. In contrast to the social media that can be represented by visuals and brief information updates, websites enable organisations to introduce structured content in forms of booking systems, detailed descriptions, policies and frequently asked questions. This is particularly useful to the hospitality sector where guests would want a sure source to check on availability, the prices, and the facilities. Moreover, a web site will increase the visibility of the search engines, another aspect that aids organizations such as Highfield Town House to capture both local and international clients who seek goods and services using the internet. Mobile-adaptive websites are also conducive to rising phone booking via smartphones, which means that such websites become an invaluable tool to facilitate convenience. 


	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: 
I would suggest the introduction of a live chat to the site. This would enable visitors to get answers immediately concerning booking, facilities or services, without using the email or phone. The latter would make it more convenient, increase customer interaction and make the online experience more personalised. In the case of a small hotel, this direct communication will further support good service and may stimulate making more reservations.
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