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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 appears to load efficiently, presenting structured content, accessible navigation, and functioning centre pages without delays. Core pages—such as Locations, Games, and Offers—display content reliably, indicating stable performance. Additionally, the presence of a valid SSL certificate supports secure and uninterrupted loading. Although no formal speed metrics are provided, the site’s responsiveness suggests an overall smooth loading experience.


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

	Answer: Yes, the website contains many sub‑pages, and navigation is straightforward, thanks to:
· A clear and structured top menu
· A powerful location‑search tool
· Frequent “Book now” buttons
· A comprehensive footer with policy and support links
This structure allows prospective customers to quickly find the centre, activity, offer, or information they need.


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

	Answer: Yes. The webpage includes prominent “Book Now” buttons across the homepage, sub‑pages, and individual centre listings, enabling direct online reservations. Each centre page offers booking links for selecting dates, times, and group size. Some offers, such as Unlimited Bowling, explicitly require online pre‑booking, demonstrating clear integration of booking functionality.


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


	Answer: Usability could be enhanced by adding centre‑specific accessibility details, as accessibility information is currently centralised rather than location‑based. Pricing clarity could be improved by reducing reliance on “from” pricing, which varies by centre. Call‑charge information should be placed directly beside phone numbers to increase transparency. Improved consistency between consumer and corporate pages would also strengthen the user experience.



	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 webpage presents a visually coherent and aesthetically structured interface, characterised by clear navigation categories—such as Locations, Games, and Offers—and consistent use of promotional imagery, contributing to a positive user experience. Although no explicit evidence describes device‑specific differences, the site’s organised layout and menu structure suggest a responsive design that maintains visual clarity and functional accessibility across both desktop and mobile platforms.


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


	Answer: The website employs imagery and colour strategically to enhance user engagement. Promotional photographs and activity‑related visuals—such as bowling, arcade games, and food—feature prominently across pages like Games and Locations, creating an immersive and appealing atmosphere. The use of consistent brand colours and clear visual hierarchy further supports navigation and reinforces a cohesive aesthetic identity throughout the site.


	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 incorporate an online chat tool; instead, it relies on traditional contact channels such as telephone, email, postal communication, and a callback request system for customer enquiries. While these methods provide formal avenues for support, the absence of real‑time chat may limit immediacy and efficiency for users seeking quick clarification about products or services.



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


	Answer: The website integrates social media links, most prominently directing users to its Instagram presence through invitations to follow @HollywoodBowlUK, reinforcing brand engagement. While this provides a pathway for users to view promotional content and updates, the site does not emphasise multiple platforms equally, nor does it embed interactive social feeds on‑site. Consequently, the effectiveness of these links is moderate, supporting brand visibility but offering limited on‑page engagement.



	
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: The company’s services are communicated clearly through structured navigation categories such as Locations, Games, Offers, Parties, and Food & Drink, enabling users to identify available activities easily. Additionally, individual centre pages provide detailed operational information—including opening times, contact details, and booking options—further clarifying service availability. The inclusion of promotional descriptions and activity‑specific pages enhances customer understanding of the full-service range

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


	Answer: Customer reviews are not directly published or embedded on the Hollywood Bowl website; instead, the site emphasises service information, offers, and booking tools without hosting testimonial or review sections. External evaluative platforms, such as Scam Adviser, provide independent trust assessments indicating the site is legitimate and widely used. As no on‑site reviews are presented, the website does not offer an up‑to‑date internal review system for customers.



	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 its emphasis on modern facilities, diverse entertainment options, and clear promotional messaging across activity pages such as Games and Offers. Centre pages highlight extensive amenities, including food, drink, amusements, and well‑maintained lanes, reinforcing a premium experience. I would recommend the service for its nationwide accessibility, reliable booking system, and comprehensive family‑oriented leisure offering.



	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 displayed clearly through promotional sections such as “2 games and a drink from £10pp,” “Kids eat, drink and bowl from £8.50pp,” and similar structured offers. Although some prices use “from” statements, the website specifies that prices vary by centre and availability, maintaining transparency. Given the modern facilities, diverse activities, and comprehensive service offering, these prices reasonably reflect the quality presented across the site



	Section 4 – Searchability



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


	1. ten pin bowling 

	
	2. bowling centre

	
	3. family bowling

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



	Answer: Yes. When searching terms such as “ten pin bowling,” the Hollywood Bowl website appears prominently within the top search results. Evidence shows that Google listings include Hollywood Bowl’s official website among the leading results for ten‑pin bowling‑related queries, reflecting its strong online visibility and market dominance as the UK’s largest operator.






	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 continue to hold significant relevance in modern UK business because they function as authoritative, centralised platforms for service information, pricing, and customer engagement. Hollywood Bowl’s website illustrates this through its structured presentation of locations, offers, and booking systems, enabling customers to access services directly and reliably. Furthermore, the website supports trust and credibility through clear policies and corporate transparency, features essential for contemporary digital consumers. In a competitive leisure sector, online visibility remains essential; Hollywood Bowl’s strong search presence and extensive online footprint demonstrate how websites enhance discoverability and customer decision‑making. Thus, websites remain a critical component of UK business infrastructure despite the growth of social media and mobile apps.


	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: A key recommendation to improve the Hollywood Bowl website would be to provide centre‑specific accessibility information directly on each venue’s page. Although the company outlines general accessibility features—such as ramps, ball ramps, lightweight balls, and accessible toilets—this information is located on a centralised page rather than integrated into individual centre listings. Embedding this detail within each centre profile would enhance clarity, reduce uncertainty for users with specific needs, and support more inclusive customer decision‑making. This improvement aligns with usability best practices and strengthens the site’s overall customer experience by ensuring essential information is immediately visible at the point of booking.
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