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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 loads quickly and efficiently, with minimal delay when accessing pages. Key content such as offers and booking options appear almost instantly, enhancing user experience. Fast loading speeds are essential for retaining users and reducing bounce rates (Nielsen, 2012). The homepage is responsive and stable, allowing smooth navigation without noticeable lag, which supports positive first impressions and usability.



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


	Answer: The website contains several sub-pages including booking, offers, locations and activities. Navigation is clear through a structured menu and prominent “Book now” buttons. Users can easily move between sections without confusion. Clear navigation improves usability and customer satisfaction (Krug, 2014). The layout ensures that prospective customers can quickly locate relevant information such as pricing, venues and services.



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

	Answer: Yes, customers can make bookings directly through the website. A visible booking feature allows users to select location, time and package options easily. This integrated system simplifies the customer journey and encourages conversions. Online booking systems are important in improving convenience and efficiency for users (Chaffey and Ellis-Chadwick, 2019).





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


	Answer: One improvement could be simplifying the booking process by reducing the number of steps required to complete a reservation. Some users may find multiple options slightly overwhelming. Streamlining the interface would enhance usability and reduce potential drop-offs. Improving simplicity aligns with usability principles that prioritise efficiency and clarity (Nielsen, 2012).



	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 is visually appealing, with bright colours and engaging design elements. It creates a fun and energetic impression suitable for entertainment services. The mobile version is responsive and maintains similar functionality, although some elements appear more compact. Consistency across devices is important for user satisfaction (Garrett, 2011).


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


	Answer: The website uses vibrant imagery, promotional banners and colourful visuals to highlight offers and experiences. Images of bowling, food and arcade games reinforce the entertainment value. Colour schemes are bold and engaging, helping attract attention. Effective use of visuals enhances user engagement and emotional appeal (Lidwell et al., 2010).

	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 does not prominently feature a live chat tool. Instead, users rely on FAQs or contact options. While this provides some support, the absence of instant communication may reduce efficiency for enquiries. Live chat tools can improve customer satisfaction by providing immediate assistance (Chaffey and Ellis-Chadwick, 2019).


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


	Answer: Social media links are present and allow users to connect with the brand across platforms. These links help increase engagement and brand visibility. Social media integration is effective for building relationships and promoting services. However, their visibility could be improved to encourage more interaction.




	
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: Services are clearly presented through sections such as bowling, food, arcade games and special offers. The homepage highlights deals and promotions, making value evident to customers. Clear communication of services helps customers understand what is offered and supports decision-making (Kotler et al., 2017).


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


	Answer: Customer reviews are not directly displayed on the website, but external platforms such as Trustpilot provide feedback. Reviews show generally positive experiences, highlighting staff friendliness and enjoyable atmosphere. However, integrating reviews on the website could increase trust and transparency.


	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: The service is presented as high quality through modern facilities, entertainment options and promotional deals. Positive customer feedback emphasises cleanliness, atmosphere and service quality. Customers may use or recommend the service due to its family-friendly environment, variety of activities and overall enjoyable experience.


	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 partially visible through promotional offers and deals on the website. However, full pricing details may depend on booking selections. This approach allows flexibility but may reduce transparency. Pricing strategies such as dynamic pricing are sometimes used to reflect demand, which can influence perceived value. 


	Section 4 – Searchability


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

	
	2. Bowling UK

	
	3. Family activities UK

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


	Answer: Yes, when these keywords are searched, the company’s website typically appears within the top results due to strong search engine optimisation. High visibility improves accessibility and customer reach. Effective SEO is essential for digital marketing success (Chaffey and Ellis-Chadwick, 2019).



	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 remain highly relevant in modern UK business as they act as a central platform for information, marketing and transactions. They provide customers with easy access to services, pricing and booking options. Despite the growth of social media, websites offer greater control and credibility for businesses. They also support customer decision-making and brand trust. Therefore, websites continue to play a crucial role in digital business environments.


	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: One key recommendation would be to add a live chat feature to the website. This would allow customers to receive instant support when making enquiries or bookings. Real-time communication improves user experience and increases customer satisfaction. It can also help resolve issues quickly, reducing frustration and improving conversion rates. This improvement would strengthen customer engagement and enhance overall usability.
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