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	Evaluation
Respond to each question 

	Section 1 – Usability

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

	Answer: The Highfield Town House Hotel website usually loads within 3 – 4 seconds, fairly fast on both desktop and mobile on a stable internet connection. Cleanly designed images and light animations form part of its home page to yield smooth performance (Batat, 2019). Nevertheless, fine-tuning the size of images and improving the mobile responsiveness, especially for old hardware, may make a difference in load times and a constant nice time spent on the web, regardless of the interface.

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

	Answer: Yes, the website has several subpages such as rooms, gallery, dining and contact. Customers can move through these with the help of the primary menu at the top of the page, which is static while the user scrolls. The layout is easy to use with obvious menu headings and clickable buttons to navigate the user from one category to another, easy access to every department and facility offered in the hotel without the need to keep going back to the home page (Becker and Jaakkola, 2020).

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

	Answer: Yes, the website enables customers to make a booking. The ‘Book Now’ button can be prominently seen on the homepage, with the help of which the external booking system can be accessed. The process is straightforward: Customers make their choices of date, room type, and number of guests, and the system displays available options. Nonetheless, putting the booking directly on the website interface instead of using an external link would enhance the user experience even more (Chakti, 2019).

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

	Answer: The main improvement would involve improving the mobile version’s navigation and making sure that all things work out well on small screens. To date, on some mobile devices, some images and text overlap or are cut off. Furthermore, a search bar could help in usability by enabling customers to locate specific information with ease (Deepak and Jeyakumar, 2019). Finally, advertising on compressing high-resolution pictures would ensure a smooth, efficient user experience on different devices.

	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? 

	Answer: The site possesses a complex and elegant design, which is characteristic of the boutique hotel. It appears fine on a desktop with high-quality images and with subdued colours and a neat layout (Homburg, Jozić and Kuehnl, 2017). On a mobile phone, the design, although it mostly holds up, does some layout elements do not scale perfectly, resulting in a few usability issues. For instance, text wrapping and button placement do not look neat in smaller screens, slightly lowering the overall pleasantness.

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

	Answer: The website is largely based on good quality pictures to be used to display its luxurious rooms, dining places and gardens. The visual design predominates with soft, warm colours, making a cosy, warm atmosphere (Jain, Aagja and Bagdare, 2017). There aren’t any videos on the site, but the still images are well-chosen and create the required mood sufficiently. Added to this, including some short video clips or virtual tours might go a long way in better life the customer experience by bringing the hotel to life.

	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? 

	Answer: Currently, the website does not have an online chat tool. This is a lost chance because such tools are very reliable in offering instant customer support, answering questions and converting inquiries into bookings (Krug, 2018). An addition of a live chat or even chatbot for after-hours questions would increase customer engagement and improve user experience, as well as capture additional direct bookings through the site.

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

	Answer: The website features links to social media such as Instagram and Facebook in the footer section. These are working ones that redirect visitors to the hotel’s social media profiles to get more images and updates (Mwangi, Kimani and Mindila, 2018). They, however, are not quite prominent, and increasing their visibility (maybe increasing them on the main menu/home page with icons) could potentially make more people use the hotel on the social media platform.

	Section 3 – Perceived Value

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

	Answer: The site provides an easy tour of the hotel’s main services of luxury accommodation, fine dining, and personalised service (Park, 2020). Every service has its page or section, with details, amenities and supporting images. For instance, a ‘Rooms’ page offers readable facts on what type of rooms there are, what comes with them, and what makes them stand out. This clarity enables the customers to know what to expect and guides them in making sound booking decisions.

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

	Answer: The customer reviews are not highly highlighted on the main website. There are some testimonials filed here and there on some of the pages, no reviews section, and no integration with third-party review platforms such as Tripadvisor or Google reviews (Torres and Zhang, 2022). This makes it hard for potential customers to know what existing guests are satisfied with. Adding a section of regularly updated reviews or inserting feeds from credible review sites would enhance credibility and perceived value.

	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? 

	Answer: The service is advertised as top-class through professionals’ photography, elegant design, proper detailing on luxury, attention to detail and personalised service (Batat, 2019). The beauty of boutique charm, together with the hotel’s position in a significant spot, adds value to the hotel. Advise friends or family wanting to stay in a luxurious, intimate, Edgbaston property, preferably for special events, this hotel would be particularly suited, for its stylish appearance, boutique atmosphere and promise of an upscale experience.

	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? 

	Answer: Prices are not shown on the main website. Instead, visitors need to navigate the external booking system to view room prices and availability. This is likely that hotel pricing tends to be volatile depending on demand, season and special deals (Chakti, 2019). Although it is understandable, having a general price range on the website will go a long way in establishing customer expectations and creating an impression of value and visibility.

	Section 4 – Searchability

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

	
	2. Luxury hotel Birmingham

	
	3. Edgbaston accommodation

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

	Answer: Yes, looking for terms such as ‘Boutique hotel Edgbaston’ or ‘Luxury hotel Birmingham,’ the website of the Highfield Town House Hotel first appears on Google’s first page, usually in the top five. For more general terms such as ‘Edgbaston accommodation’, it holds a position lower (Krug, 2018). Increasing SEO may help visibility across more competitive search strings.

	Section 5 – Reflection and conclusion

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

	Answer: Yes, I believe websites are still very relevant to contemporary UK businesses. Although the social media and mobile app era has emerged, the website is an excellent way of having a company’s digital storefront. It contains basic information and establishes the company’s credibility (Park, 2020). It serves as a starting point of contact and a centre that integrates other digital marketing activities. Right now, for service-based and hospitality enterprises such as hotels, the presence of a workable website is paramount because of direct bookings, the slashing of third-party commission rates, and also for brand differentiation, which may not be achieved through social media platforms alone (Torres and Zhang, 2022). An expert website guarantees customers easy access to detailed information and flowing transactions, which will increase business and success in the digital era.

	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 adding a whole dedicated customer reviews page, maybe doing some sort of a live feed from the likes of TripAdvisor or Google Reviews. This improvement is essential given that present customers depend significantly on peer feedback while making decisions, especially on services such as hotel services (Chakti, 2019). Above all, posting recent, real reviews on the website would increase trust in the enterprise, transparency of the services offered and invite potential guests to book with confidence (Jain, Aagja and Bagdare, 2017). It would also help Highfield Town House Hotel distinguish itself from competitors that may not provide up-to-date customer reviews under shining lights. Through the provision of clear and understandable feedback, the hotel can gain credibility, earn trust and capture more direct bookings and improve the guest experience.
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