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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? 


	The website loads quickly overall. The “Find a Table” option opens within 2–3 seconds, which is fairly fast. However, the “Good Stuff” tab is slower, taking about 4–5 seconds to load. While this delay is small, improving loading speed for all sections could make the browsing experience smoother and keep users engaged without waiting too long for specific pages to open.

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


	Answer: Yes, the website contains several sub-pages. Navigation is straight forward for users on both computers and modern devices. However, for older customers who may be less comfortable with technology, it might be easier to call directly for reservations rather than navigate online. Clearer icons and simplified menus could make it even more accessible for all users regardless of age or technical skills.


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

	Answer: Yes, customers can make bookings directly through the website. Options such as available timings are provided. However, it is sometimes unclear which slots are available, which could cause confusion. Adding a more transparent availability display or a real-time booking system would make the process easier and ensure customers can confirm their reservations with confidence. “True hospitality consists of giving the best of yourself to your guests.” (Eleanor Roosevelt, 2019) 

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


	Answer: Weekday timings should remain consistent to avoid confusing customers with varying closing hours. Similarly, weekend hours should also be uniform. It is recommended to print an advisory directly on the menu for customer clarity. The restaurant’s website could highlight peak hours, helping guests plan visits better. Additionally, when accessed via mobile, the navigation menu causes an overlap between the bookings tab and the list of services, making it difficult to use effectively and needing improvement.

	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 features a neutral, subtle color palette with appealing visuals. On a laptop, it opens and navigates smoothly, offering a better overall experience. On mobile devices, although still functional, navigation can feel slightly cramped and less user-friendly. Minor adjustments for mobile layouts would ensure the same pleasant browsing experience across all platforms. It should display the same feature in proper structured form on both mobile phones as well as computers.

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


	The site uses high-quality, relevant images of the dining area and meals, creating a welcoming atmosphere. Colours are soft and professional, complementing the imagery. Additionally, “Bringing the world to your table through seasonal entertaining ideas, insider travel guides and cuisine deep-dives” Oliver J. (2018) a hyperlink connects users to Olive Magazine’s Instagram reel, adding engaging video content. This combination of visuals and subtle colours effectively represents the restaurant’s style and enhances the customer’s first impression. 

	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 hasn’t made use of any online chatbots or chat tools. However, the website does have a feedback form for the users to gather firsthand information. The tool is highly effective as it asks customers about their experience and level of satisfaction. But the dietary preferences, allergens and other restrictions mentioned on the feedback form is irrelevant and should have been mentioned on the menu instead.


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


	Answer: The social media links are generally effective. Instagram provides location, contact details, and links for bookings, events, and job opportunities. The feed is lively and engaging. However, the Facebook link requires login before viewing, which can limit accessibility. Directly embedding social media previews or ensuring open access links would make it easier for all users to explore their content and this will enable easy access using social media.

	
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: Clicking the menu icon (three lines on the right-hand corner) shows services such as food menus, wine lists, event hosting, outdoor spaces, celebrations, and private dining. This layout makes it easy for customers to see what is available. A clearer presentation on the homepage or a dedicated “Our Services” as mentioned in the hotel website section could help users quickly find this information without needing to navigate through menus.

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


	Answer: Customer reviews are not directly displayed on the website. Instead, visitors are encouraged to share feedback via a form. Customers are limited to answering only the questions provided on the review page. While this is good for gathering fresh reviews, displaying selected recent reviews on the site would help build trust and give potential customers an idea of the quality of service before booking or visiting.

	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: In my opinion the services provided by the restaurant as average rather than high as Compared to my experience in other hotels. The only reason I would use their service would be because they provide both little and big private dinning options which have 12 seats and 22 seats respectively. Furthermore, for business meetings bookings benefit due to Free Wi-Fi, Union Hand-Roasted Coffee, and delicious food served all day.


	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: Prices are not mentioned on the room availability page. It appears in a page when browsed into the specific hotel room. Still the prices are not very clear as the prices might include or exclude taxes and other charge. As per me, the company has wisely not shown the prices of the rooms as it might have an impact on price sensitive customers.

	Section 4 – Searchability


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

	
	2.London’s best hotel

	
	3.London Airport Hotel

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


	Answer: 
No. The company’s website does not appear in the top ten Google search results for the suggested keywords.


	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: Yes, websites are still important for UK businesses today. They give customers a place to find clear and trusted information about a company, its products, or services. A website makes a business look more professional and helps people check if it is real. It can be open all the time, so customers can visit whenever they want. Websites can also help people find the business through Google searches, which can bring in more customers. In the UK, many people shop online or book services through websites, so having one can increase sales. While social media is good for talking to customers, a website gives a business its own space and control. This tool is important for success.


	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 recommend that the company add clearer and more consistent information, especially regarding prices, available booking slots, and operating hours. From my review, the timings vary across weekdays and weekends, which can confuse customers. Prices are also not displayed in a straightforward way, and it is unclear if they include taxes or other charges. Making this information easy to find and uniform would improve customer trust and help people make faster booking decisions, reducing the need to call or search elsewhere. Aged people still go with the practice of using phones to make reservation while younger generations mostly use modern gadgets are more efficient in making booking through websites and links provided.
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