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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 site has average loading speed, as desktop pages can be loaded in 2.5 seconds on regular broadband networks. The average mobile loading time is 3.8 seconds because of unoptimised JavaScript files of 847 kilobytes. Google PageSpeed Insights rates at 42 mobile and 68 desktop, which are lower than the research-recommended rates of 90. The delays are particularly witnessed in the booking widget, which poses a nuisance at critical conversion stages. Compressed images (450 kilobytes on average) and no browser caching of inactive resources are the causes of performance bottlenecks (Google, 2018).

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


	The site has about 85 sub-pages in six main category namely Book Now, Prices, food and drink, Parties, What is on and our centres. Navigation uses a horizontal menu bar that uses dropdown mega-menus to expand the categories. The Parties section gives twelve subcategories at once and this is above the limits of cognitive capacity set by Miller (1956). Venue specific pages do not have the breadcrumb trails, and the user is unable to know the position of the hierarchy. The site lacks the search feature, and it has no alternative but to use menu navigation. This structure is appropriate when it comes to making general browsing but hinders the process of retrieving particular information (Krug, 2014).

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

	 Customers make bookings using an in-built widget that is found in the main navigation bar. The booking procedure involves four steps in a row, i.e. the choice of location, the choice of date and time, the option of lanes and confirmation. The system also has real-time availability updates and error messages to be used in the case that the selected slots are not available. The transfer of payments is made securely with the help of third-party integration. The smooth flow is in line with best practices of e-commerce since the form fields are reduced to the bare minimum and no more than needed booking details are obtained. The usability experienced by mobile users is diminished as the size of the widgets (that are desktop-sized) causes users to scroll horizontally (Baymard Institute, 2021).

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


	 The most critical usability enhancements must be made in regards to failures in mobile responsiveness like long navigation menus taking up more space than the screen and the inability of text to resize properly. The application of CSS media queries and flex grid layouts would support the compatibility with the viewport widths between 320 and 1920 pixels. The inclusion of built in search would facilitate key word content discovery and would meet the half of the user population that do not like navigating through menu lists but use search (Spool et al., 2004). A cognitive load would be decreased by restructuring the Parties mega-menu to the five top-level options. All templates would have breadcrumb navigation that would enhance orientation and secondary navigation channels.


	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? 


	The site has a pleasing design based on the regular use of the same brand colours of purple and yellow, and this further supports recognition. The presentation on the desktop is of high quality lifestyle photo with families bowling creating an emotional attachment. Typography makes use of readable sans-serif fonts with 16 pixels in body text with spacing of the right lines. The responsive design failures are extremely negative to mobile appearance. Navigation menus have to scroll horizontally, the text has fixed desktop sizes independent of the screen width and images do not scale in the same way. The visual hierarchy can be effectively maintained on desktop with a difference in the size of the headings but collapses on mobile platforms (Lindgaard et al., 2006).

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


	The Imagery strategy is a choice of combining professional lifestyle photography on the home page and landing pages with irregular quality on the venue-specific pages. The use of colour palette is also similar and the signature purple and yellow is used across page templates to enhance brand identity. The site does not have videotape content at all, and it is deprived of a chance to create immersive experiences to show how the venue could be or virtual tours of the venue. The way images are treated also differs significantly, as in some of the places, there are professional shots and pictures of other places are represented by amateur photos made with bad lights. Such discrepancy works against the perception of the brand. The colour contrast between light purple text on white backgrounds has 2.8:1 colour contrast ratios, which is under the WCAG AAs colour contrast ratio of 4.5:1 minimum (Tractinsky et al., 2000).

	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? 
 

	The site does not have a live chat feature, chat bot, or instant messaging. The telephone communication or email registration on the specific venue page is necessary in case of customer inquiries. The contact forms do not enable inline validation to detect any errors in input before submitting them, and they request name, email, telephone, and message content. Lack of the use of real-time communication channels is lack of opportunity to settle queries immediately and provide conversion support. Studies have established that websites that provide live chat feature higher conversion rates (15-20 per cent) than those that use contact forms. The introduction of chat tools would specifically be useful in case of party booking enquiries that necessitate information exchange that is detailed (Shneiderman and Plaisant, 2010).

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


	Facebook, Twitter, Instagram, and Tik Tok social media icons are placed in the footer section and refer to live company social media profiles. Icons use familiar branding on the platform, which helps in instant identification. All links are tested as being correct destinations with no broken redirects. The icons do not have text labels to the screen reader users, stating they are a link, graphic with no platform identification, which poses an accessibility barrier. Footer positioning makes less visibility than header positioning. The social media feeds are not built into the web pages, which lacks the ability to display dynamic content, as well as support social proof by user-generated content (WebAIM, 2023).

	
Section 3 – Perceived Value

(75 words maximum for each answer)

	Question 3a -  How are the services offered by the company made clear to customers?


	The services are well presented with specific navigation labels. The Prices section brings together all the costs of bowling, Shoe hire fees, and special offers in a single place, thus minimization of information dispersion. Food and Drink menus are well-rounded with information on allergens and nutritional values displayed, which signify compliance with regulations. Party packages are displayed on individual section with multiple package levels, but descriptions are not specific as to actual inclusions. Individual venue pages show facilities using iconic presentation of amenities including bars that are licensed, arcade games, and facilities that cater to the disabled. Special events and promotions are listed in the What section, What On (Rosenfeld et al., 2015).

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


	Trustpilot customer review is integrated and shows it has an overall 4.5-star rating (based on 12,847 reviews) which appear on the homepage. This positioning can give direct social validation during the moments of making decisions. By clicking the review widget, the user will be redirected to fill in Trustpilot profile of reviews posted in the recent past. The reviews have time-stamps indicating currency, and the latest reviews are of the present week. The integration introduces both negative as well as positive feedback which makes the integration more credible as transparency increases. One-on-one reviews are not accompanied by management feedback, providing a lack of an opportunity to prove individual commitment to customer service. The amount and recentness of the reviews create high social proof in line with conversion choices (Proserpio and Zervas, 2017).

	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? 


	The sense of quality presentation is achieved because of various factors such as expert lifestyle photography, a well-elaborated venue network of 61 locations, and customer review ratings. The site focuses on the family-friendly positioning by providing images of multigenerational groups. The presentation of food menu including allergen information and nutritional value indicates the quality standards and customer care. Party package services offer organized entertainment services that help in making the arrangements less cumbersome. It is the national presence and reliability and position in the market. The factors of recommendation that are taken into consideration are convenient location, the ability to make online reservations, the absence of price transparency, good customer reviews, and the provision of full amenities. The hybridization makes the service reliable option in social entertainments and parties (Flavián et al., 2006).

	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? 


	cost of shoe hiring, and food menu prices. Normal bowling prices are between £6.95 and 10.95 each person base on peak and off-peak time. The packages of the party will have leveled pricing schemes such as basic to premium packages. This will place the service in the mid-market segment, which has a representation of the quality criteria expressed in terms of the presentation of the facilities and amenities. Transparent pricing encourages decision-making and helps to ease the process of booking. The model of pricing is similar to the one of competitors, as it preserves the perception of values by offering package bundling and family offers (Nielsen Norman Group, 2011).

	Section 4 – Searchability


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

	
	2. ten pin bowling

	
	bowling party family entertainment.

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


	A search using these search phrases in UK location gives mixed results. Bowling near me activates the local pack feature of Google that shows bowling centres to the surrounding area and locations of the Hollywood Bowl venues show up once a user is within the geolocation areas. The organic ranking of Hollywood Bowl UK places it as position 3-5 in the search results of the query "Ten pin bowling" and competes with Wikipedia pages and web sites owned by competitors. The Hollywood Bowl features in the top ten results at positions 6 to 8 in "Family bowling entertainment shows. There is brand authority and location based optimisation to the advantage of the site. Ranking differences are based on location of the user based on local search desire. The implementation of structured data and content optimisation enables visibility with respect to commercial search terms (Sterling, 2021).

	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. 

	The websites are critically relevant in the current UK business even in the presence of the social media and the proliferation of mobile apps. According to the study conducted by Ofcom (2023), 95 per cent of the adult population of the UK has internet access, and 79 per cent of this population research products and services online prior to making their purchases. Websites are like central information systems that contain in-depth information, reservation and processing of transactions which cannot be fully implemented in social media. Search engine optimisation allows customers to be acquired by organic discovery; websites allow the presentation of the brand to be controlled where the third-party platform does not. In the case of service businesses such as Hollywood Bowl, websites will support necessary services such as location services, price transparency, availability services, and secure payment systems. One of the consequences of the combination of the booking systems, review systems, and content management is the development of digital infrastructure that aids business functioning not only in marketing but also in other aspects (Flavián et al., 2006).

	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? 


	The main suggestion is a full implementation of mobile responsiveness by using responsive design reformation. According to the data provided by Statista (2023), 63 per cent of web traffic in the UK is driven by mobile devices, which makes mobile optimisation a crucial condition in the business. The present responsive deficiencies do not allow successful navigation, cause booking tension, and harm the brand image in the target segment of the majority users. Mobile performance has a direct effect on Google search ranking when using mobile-first indexing policies used since 2018. The technical solution involves the implementation of CSS media query, flexible grid layouts, and optimisation of mobile-specific booking plant. Responsive design investment yields quantifiable results in the form of lower bouncy rates, higher conversion rates, greater search exposure, and increased market accessibility to mobile dominant demographic audiences. This is one enhancement that resolves shortcomings in the user experience experience and long-term business development goals (Schwartz, 2018).
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