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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 website page opens quickly on both desktop and cell phones. Most pages and pictures load in two to three seconds, making it easy to use. There are no broken links or loading issues with pages. The website provides a positive impression at first glance.


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


	Answer: The website has easy links to Rooms, Offers, and Contact in a simple menu. The main navigation bar is clearly shown and the same on all pages, making it easy for customers to find their way around.


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

	Answer: The website has a "Book Now" button that leads people to a secure booking site. Even though the process works, it would be better if it matched the website's look more smoothly.


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


	Answer: A bright colour and always keeping the button in the same place could help it stand out more. The user experience would be better with a fixed navigation bar and clearer buttons that encourage action.


	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 hotel has a stylish feel, which shows in the beautiful design of its website. Some buttons and pictures may not look as nice on smaller screens, but it still looks great on computers and mobile devices.


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


	Answer: The website uses clear, soft-coloured pictures of places and things to do. There are no interactive media or movies that could make the experience better. I feel the website needs more improvement because somehow it looks dull compared to other hotel websites, such as Premier Inn, which provide better details to customers.


	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? 
 

	[bookmark: _GoBack]Answer: On the website, chat features are not available, which is a very useful tool in the current digital age. Not having chat features limits instant questions from customers, especially about events, special offers, and hotel availability. Clients need satisfaction before visiting, and chat features can be a powerful tool to increase their satisfaction.


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


	Answer: The footer and the homepage do not clearly show links to social media. Adding clear and working social media buttons would improve sharing and interaction across different platforms.


	
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: Information is found about services on pages like "Weddings" and "The Rooms." By looking at the descriptions and pictures there, customers can understand what to expect.


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


	Answer: The website doesn't seem to have a place for guest reviews. Adding real and recent reviews will make it more trustworthy and help customers make better choices.


	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: A feeling of luxury is shown through great photos, nice fonts, and refined words. The way it sounds and looks makes you feel special. I would recommend this hotel to friends looking for a unique and trendy place to stay. 


	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 can be seen on the booking page; they are not displayed on the main website. Showing example room prices can help encourage bookings and make things clearer.


	Section 4 – Searchability


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

	
	2. Highfield Town House

	
	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: The website is one of the top results when it is searched for "Highfield Town House.” However, when people search for "Boutique hotel Birmingham” and “Luxury Hotel Edgbaston”, ' it doesn't show up as high, indicating that the website should work for search engine optimization to make the website easier to access.


	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: Websites are still important for UK businesses, especially for those in the hospitality industry. A well-maintained website acts like an online shop that is always open, offering bookings and information anytime. According to Chaffey and Ellis-Chadwick (2019), more people are looking online and comparing options before they make choices. Websites help with content marketing, improve visibility on search engines, and increase interaction with customers. A well-designed website is still the most important part of a company's online plan, even with the rise of social media (Buhalis and Law, 2008).


	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 think the booking system should be built into the website. This would make it easier for users and create a smoother experience for customers. Research shows that customers like to have fewer clicks when they are browsing and booking, especially on their mobile phones (Kim and Kim, 2017).  Improving this step can lead to fewer people leaving the site quickly and more customers making reservations, which are both very important for success in the hospitality industry (VisitBritain, 2025).
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