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Section 1 – Usability


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


	Answer: The Highfield Town House Hotel site takes quite a short time to load on both mobile and desktop devices. The first pictures and the home page open in two to three seconds, revealing a convenient user experience and a lack of delays. Nevertheless, there are certain elements of decoration as well as large images with high resolution that can cause minor slowdowns on slower connections (Sillat et al., 2021). On balance, the site is a convenient place to visit and enables prospective customers to start exploring it comfortably after a couple of minutes of loading.


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


	Answer: The number of sub-pages is moderate, with such sections in the website as Home, Rooms, Gallery, Dining, Location, and Contact. Wayfinding in the website is very easy as the top menu bar shows these words, and thus the users are able to locate themselves on this and other pages. All those pages open in the same site architecture, which is consistent (Teng et al., 2022). The design is easy to navigate, so a potential customer can navigate through the site and get the information he or she is looking for without having to scroll up and down too much.


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

	Answer: Yes, a customer is able to book through the website. The home page has a quite obvious “book your stay” button which redirects to an external booking engine where users can choose dates, kind of room, and check availability (highfieldedgbaston.co.uk, 2024). The process is also user-friendly and does not involve creating an account, which makes it more convenient both to a first-time guest and to a repeat one to not only complete their reservations but also do so straight on the site.


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


	Answer: The usability of the site may be enhanced by reducing the size of images to increase the speed of loading, particularly the websites accessed on mobile devices. Also, such elements as the addition of a search bar and a better call-to-action notice on every page would improve navigation. It would also help to support more people by incorporating such accessibility features as resizing the text and adding alt text to images (highfieldedgbaston.co.uk, 2024). Lastly, incorporating a responsive design would enhance the experience in both screen sizes and 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 webpage is simple and very classy, aiming at giving the theme of a run-down hotel, considering that it is a boutique hotel using the fine looks of colour and high-quality pictures. The design is easier on the eye on a desktop and looks less crowded. But when processing the content on mobile devices, part of it is compressed a bit, and scaling of the image is less even (highfieldedgbaston.co.uk, 2024). The mobile version is functioning well, but its responsiveness could be improved, so the overall design visual experience would not look any different on the mobile version.


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


	Answer: The page layout is successfully based on high-resolution photos that represent the interiors of the hotel, the room and the restaurants in the hotel, so the sense of luxury and comfort is also revealed. The colour palette is gentle and classy, as the colours are neutral; they complete the prestigious image of the brand (García-Vandewalle García et al., 2023). Nonetheless, videos are absent on the site, which would increase interaction and have a more comprehensive effect. The imagery and the colour have been used in a successful way to explain the fact that the hotel is a boutique and of high-end quality.


	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 online chat facility on the site, which restricts contact with the customer immediately when required. Absence of this feature implies that potential guests will have to use phone or email to make inquiries, which can be inconvenient and slow (Vuorikari et al., 2022). The inclusion of a live chat or a chatbot feature would also improve customer service by offering a fast response to frequently asked questions and the customer experience on the whole, namely, last-minute and international bookings (highfieldedgbaston.co.uk, 2024).


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


	Answer: The social media integration on the site is customer-unfriendly as they are not large and noticeable, hence not providing maximum capacity to interact with them. Although the footer has Instagram and Facebook icons, they are tiny and can barely be noticed (Masrianto et al., 2022). Usually, the site does not have any interaction with social media content on the site. More visibility and awareness by social media feeds might work better in terms of customer interaction and displaying real-time updates, reviews or promotion (highfieldedgbaston.co.uk, 2024).


	
Section 3 – Perceived Value



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


	Answer: Details of the services being provided in the Highfield Town House Hotel are well explained using special sub-pages like Rooms, Dining, and Gallery. The sections are accompanied by descriptive texts and supplemented with pictures to enable the customers to get a picture of what the accommodation, meals, and the whole experience will be like (Livingstone et al., 2023). Important offerings are also highlighted at the home page, and the button used to reaffirm the main service is the ability to book a stay at the establishment via the Book Your Stay button. Altogether, the organisation of the layout and presentation of the content of the offering helps to understand the service without difficulties (highfieldedgbaston.co.uk, 2024).


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


	Answer: Embedded Google Reviews in the dried flowers home page provide the customers with genuine reviews by past visitors. Such reviews are also updated and correspond to different customers of recent times, making them credible to the website (Reddy et al., 2023). Nevertheless, there is an existing reviews page, and filtering options are not very proficient. It may have additional information in the testimonials section or use TripAdvisor ratings, which will give detailed information and increase trust in a customer (highfieldedgbaston.co.uk, 2024).


	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: Having a complex design of the site, professional photography and luxury rooms and dining description, the service is represented as high-quality. The focus on the comfort of the boutique and individual hospitality makes the idea of exclusiveness. This hotel may be recommended due to its classy atmosphere, proximity to the city and obvious emphasis on customer satisfaction (Morgan et al., 2022). It has a calm environment and elegant design, so it fits as a relaxing and celebratory venue and provides an exclusive alternative to chain hotels.


	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 prices are not represented on the main pages of the websites directly. Rather, a user has to press the button labelled as Book Your Stay and then be redirected to another booking site where the prices appear depending on the chosen dates (Yu and Moon, 2021). This strategy can be aimed at stimulating direct bookings and regulating variable pricing. As much as it shows the personalised pricing approach, showing the rough estimates of the prices on the site would enhance transparency and also help it to be more consistent towards the image of the premium service (highfieldedgbaston.co.uk, 2024).


	Section 4 – Searchability


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

	
	2. Boutique

	
	3. Edgbaston

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


	Answer: Yes, on conducting a search of the keywords Boutique, Hotel or Edgbaston on Google, the Highfield Town House Hotel site is also within the first ten search results. It usually appears on the first page, sometimes at the same level as other booking websites such as Booking.com or TripAdvisor. This means that the site has a decent search engine visibility and it is accessible to users seeking boutique accommodation within the Edgbaston area, which helps the online findability of the business (highfieldedgbaston.co.uk, 2024).


	Section 5 – Reflection and conclusion



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

	Answer: The websites are quite valuable to the contemporary UK business because they act as the major point of contact between enterprises and customers. An effective web design builds trust, gives professional details and places online bookings or purchases, which are major requirements in a digital-first market. In the current environment of competition and consumer use of online research, companies with a lesser presence on the web lose ballast and credibility. In addition to that, websites enable companies to regulate their brand image, grant 24/7 availability, and combine online marketing resources (highfieldedgbaston.co.uk, 2024). Although social media seems to be on the rise, websites remain a significant source of connection between professionals and customers.


	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 pieces of advice that we could offer to enhance the Highfield Town House Hotel website, the inclusion of the live chat or message option must be mentioned (highfieldedgbaston.co.uk, 2024). This would play a role in communicating in real time with the prospective guests, resolving queries instantly and promoting customer service. In a modern online environment, clients demand real-time assistance, and a chat feature may help to decrease the unwillingness to make a reservation (Carlisle et al., 2023). It would also assist visitors from foreign countries or those with accessibility issues who would rather communicate in written form than by calling or email. The addition of this feature would potentially bring more conversions and user satisfaction rates.
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