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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 images and text of Highfield Town House website appear almost instantly. Mobile and desktop users alike can smoothly check in as this direct kind of performance keeps frustration at bay, encourages positive investment, and that is crucial for retaining visitors (Demangeot & Broderick, 2016).

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


	Answer: 
Yes, the website is divided into several sub-pages such as Rooms, Dining, Vouchers, Who are they and other. The navigation is self-explanatory, with a clear menu at the top and uniform page layout. Customers can move between sections easily, best of usability and access.


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

	Answer: Yes, one can make a booking through the integrated booking engine. This feature is central to usability, as it reduces the need for third-party sites. It provides real-time availability and price checks, which tend to increase the direct conversion rate.


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


	Answer: 
Although navigation is clear, the booking button could be more prominent on all pages. A sticky button for booking would be even better – this would increase visibility and reduce steps for customers. Upgrading features to improve accessibility, such as text size adjustment and support for screen readers, would further promote inclusiveness.

	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 site has a modern and elegant design that reflects the boutique brand. On mobile, the layout still looks nice but some images are squeezed in. Overall, both devices provide a visually satisfying experience at least in terms of design appeal –  pixel-wise desktop wins out for rich images and menus.


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


	Answer:
The rooms at the hotel are made to look much larger by using high-quality imagery. Visual videos with an underwater camera show off underwater life near the resort's private beach and fishing village. A neutral color scheme of gold and green with white accents imparts this luxury but never overdoes it. However, using video content technology could add flair to an otherwise homogenous media environment.


	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:
Has the website made use of an online chat tool? There is no live chat tool. This immediately limits customer interaction. Researchers have claimed that the use of online chat services increases inquiry response and booking likelihood (Jongmans et al., 2022). Without it, this responsiveness might be affected.

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


	Answer: 
Social media icons for Facebook and Instagram can be found, though they are both placed at the bottom of the front page. They work as expected but could be more conspicuous. Closer integration with posts and reviews might increase customer engagement, manifesting trust.


	
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: 
Rooms, Dining, and other items have independent sub-pages. The material is brief and pertains to what is pictured with professional images. Customers can rapidly figure out what kind of services the hotel offers, which underscores its conversational expertise in the hotel industry.


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


	Answer:
Customer reviews do not occupy an important position on the website. Instead, it is linked to TripAdvisor. While this "tables of contents" may help qualitatively with trust origination, placing recent true words directly on the homepage can enhance trust and show that the hotel is still keeping its promises.


	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-resolution imagery, elegant branding, and polished descriptions all present the service as premium. Attention to detail in design and emphasis on luxury accommodation encourage confidence. I would recommend this hotel for a special occasion due to its boutique charm, modern facilities, and high-end atmosphere.

	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:
Yes, prices appear within the booking engine. They reflect premium positioning but appear competitive with other boutique hotels. By not listing static prices on the site, the hotel ensures flexibility for seasonal changes while maintaining value perception.


	Section 4 – Searchability


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

	
	2. dinner

	
	3. Birmingham

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


	Answer: 
When searching for these words in Google, Highfield Town House Hotel doesn't appear in the top ten. Instead, the first page seems to be dominated by larger hotels, which are trying to sell packages including dinner. This shows that search engines are, for this query, prioritizing large chain hotels and those who have their own marketing departments in place to make comparisons between 'dinner-stay' offers easier on websites.
However, more specific search phrases like “Highfield Town House dinner” or “Highfield hotel Birmingham” are likely to bring up the hotel's website, which stresses its connection with the gastropub dining experience. Brand-specific searches generally get good visibility, but the hotel is weakly ranked for more general terms such as “dinner hotel Birmingham.” This suggests an opportunity for the Highfield Town House Hotel in terms of search engine optimization: make dinner-inclusive offers clearer on the website and try to fit the content with general customer searches.


	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 here remain highly relevant in UK business. Although social media platforms attract attention, the site is the place where the business can build its credibility. For hospitality, websites provide essential functions: bookings, service display, and integrating reviews. Academic research highlights that a positive website experience directly affects customer engagement and future loyalty (Demangeot & Broderick, 2016). Therefore, websites supplement social media and are very important for customer conversion.

	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: 
This could be the most welcome of advances: adding a real-time online chat system that would let clients inquire right on the spot. As Jongmans et al. (2022) suggest, improving usability and pleasure through a greater degree of interactivity will directly increase consumer satisfaction. Installing such a thing will produce a much richer, interactive customer experience.
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