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	Website Chosen 
	The Acocks Green Bowling website
NB: THE WEBSITE HAS SUDDENLY GONE INTO MAINTENANCE AND RENOVATION IN THE 19th OF APRIL 2025, DURING THAT TIME, I WERE PERFORMING MY LAST REFINEMENT OF MY EVALUATION. (PLS CHECK THE DATE IN “THE COPYRIGHT STATEMENTAT” IN THE FOOTER OF THEIR WEBSITE).
BRIEF ON MY CASE:
1. Before Renovation (March 2025) 
   - I began the evaluation late March 2025, prior to the website's renovation. At that time, the website was outdated in all aspects: design, content, and functionality, retaining features reflecting the COVID-19 instructions. 
   - Desktop version was totally neglected, while the mobile version saw minor updates, as it marks an early update in 2024.  
   - Key issues included: disorganized subpages, excessive white space usage. Outdated design, imagery, marketing language, information, reviews, unclear pricing plans, and limited integration with modern social media platforms.  
   - Navigation was relatively easy but confusing due to excessive useless subpages.

2. After Renovation (April 19, 2025) 
   - During my evaluation, surprisingly I discovered that the website on its both versions 

(Desktop and Mobile) has been significantly updated. The renovation improved the design, imagery, and marketing language, providing a more modern and organised appearance.  
   - However, some subpages and call-to-action (CTA) buttons were unresponsive, indicating ongoing maintenance at the time I were writing this report.  
   - Navigation clarity and visual design show notable improvements, though the incomplete updates still hinder the overall usability and user experience.  

3. Impact of the Renovation on my Evaluation 
   - My earlier acknowledgment of weak aspects reflected the website's state prior to the renovation. The updates have addressed several of these issues, showing progress, aligning the website with modern standards. However, the unresponsive elements highlight the need for thorough completion of the renovation to fully enable usability.


	Insert hyperlink to website
	https://www.bing.com/search?q=+the+acocks+green+bowling+website&form=ANNTH1&refig=930fe0895a61420cbebc8b08ae8e9f5d&pc=U531

	

	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 of the mobile version has been updated in 2024, delivers rapid load times thanks to its responsive updated software. In contrast, the desktop version suffers from slower loadings, Which degrades the user experience (UX).
Maintaining consistent speed across platforms is critical, as studies have shown that load delays can widely reduce user retention (Parlakkilic et al.,2022). 
Recommendation: Continue monitoring performance to maintain these loading standards and address any potential issues promptly.



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

	Answer: While navigation was relatively easy on both; desktop and mobile versions, it becomes confusing due to repeated, unusable and disorganised sub-pages. Users may struggle to find precise information navigating through many useless sub-pages. Research recommends that clear and consistent navigation structures is essential to keep users engaged. 
Recommendation: Simplify and personalise the navigation structure by consolidating sub-pages and using clear, descriptive labels and add a call-to-action (CTA) buttons to ensure intuitive navigation (Desai, 2021).


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

	Answer: The Online booking’s functions are available on both platforms, however, the mobile version profits from well-integrated CTA and a straightforward online forms and phone bookings.
Modern responsive systems highlight that streamlined and straight forward transaction processes are crucial for converting potential customers into confirmed users (Parlakkilic et al., 2022).


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

	Answer: While the structure was logical, but it still functions and looks poor, outdated and unprofessional. Using interactive elements and modern user interface (UI) components is essential to avoid hindering user engagement (Priyadarshini, 2025)
Moreover, optimising the desktop version and improving its load-speed is critical, to align it at least with the mobile standard for the time being. 
Usability Improvement Recommendations:
- Loading time: Slow loading times can deter users. Optimising images and enable browser caching can enhance performance.
- Sub-pages and navigation: Simplifying the layout to reduce clutter, enhancing visual hierarchy is necessarily.  
- Online Booking: An integrated booking system and call-to-action buttons in both versions is required, to provide a seamless experience in the user journey while navigating the website.
Consistent cross-platform navigation and clear CTAs are key to reduce user frustration and increase engagement (Punchoojit, et al. 2017).


	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: Overall, the website has an unprofessional outdated design, low-quality images and lack modern interactive elements which negatively impacts the user experience (UX).
Desktop: The desktop version exhibits an outdated aesthetic, characterised by using large white spaces and inconsistent alignment. The use of large, low-resolution images and the lack of modern design elements diminish its visual appeal.
Mobile: The mobile version offers improved credibility due to responsive scaling. However, it still suffers from the same outdated design elements as the desktop version.
Recommendation: Adopt a more responsive design framework (e.g., Bootstrap) to ensure consistency across devices and implementing a grid system can enhance layout structure and visual hierarchy (William, 2022).


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

	Answer: The website utilises low resolution images and lacks videos material which undermines the professionalism of the website. The current colour scheme lacks cohesion with an overuse of white spaces that diminishes content prominence.
Recommendations:
 Invest in professional photography to capture high resolution images of the venue. Optimising medias for web use can improve load times and user engagement.
 Utilising colour-theory principles can influence user perception and behaviour (Ouyang, 2021).
Concluding that a well-balanced colour palette can guide user attention and enhance aesthetic appeal.


	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: Currently, neither version integrates a live chat tool. This omission limits immediate customer support which is an essential feature for modern digital customer engagement. Research indicates that adding a responsive chat function can boost user interaction and encourage quicker inquiries (Patel et al. 2022).



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

	Answer: The website fails to fully utilise the potential of modern social media’s platforms, which is a great opportunity missed for the business. Given that its target audience are of children and families, the website offers links to Facebook and twitter profiles. However, these platforms are less effective to engage the target audience of teenagers and families. For after school activities, competitions and birthday parties leveraging Instagram and TikTok platforms, encountering videos and life streaks would likely achieve better connectivity and engagement of younger audiences and families. 
Tailoring social media channels to customer demographics is the best practice in digital marketing (Dwivedi et al. 2021), (Yoganathan et al. 2020).



	
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: Perceived value states that the customer’s perception of the product or service value is based on “what is received vs what is given up” (Zeithaml, 1988).
However, the website clearly highlights service, amenities, pricing, and experiences, but customers may unconsciously associate the website’s outdated look with a lower quality of service.
Clarity in service presentation is fundamental to build customer trust and perceived value (Young et al., 2016), (Yoganathan et al. 2020).
 


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

	Answer: Customer reviews are few and mostly negative, due to parking issues mentioned on TripAdvisor platform. Although The absence of Trustpilot reviews reduces credibility.
Transparent and regularly updated reviews help establishing trust in modern digital service and enhance a service’s perceived value (Dwivedi et al. 2021).



	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 website feels visually outdated. The marketing language used is outdated and lacks engagement, fails to align with current trends and ineffectively communicates the service with the target audience. There is a missed opportunity to visually represent fun, community, and the venue’s ambiance. Therefore, potential customers may perceive the venue as lacking vibrancy or excitement lowering their likeliness to visit or recommend it.
Recommendation:
 Use lifestyle photography showing families, groups of friends or league players enjoying the place and its facilities will improve emotional engagement and brand value (Punchoojit, et al. 2017). 




	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: Although a wide variety of pricing plans are offered, desktop site fails to represent these options in an efficient, organised manner due to wide variety and confusing bundles. This results user frustration.
However, the mobile version communicates prices more clearly.
Transparent, well organised pricing is critical to customer trust and decision making (Dwivedi et al. 2021).



	Section 4 – Searchability


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

	
	2.Family bowling

	
	3.Green bowling

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

	Answer: A search for Bowling Birmingham appears the site within the top five results.
Titles tags play a crucial role in SEO, ranking just behind content, as one of the most significant on-page element (Patel et al. 2025).



	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: According to Dwivedi et al. (2021), websites remain crucial to digital branding and customer engagement in modern business, particularly in the digital era. 
For modern UK businesses, an effective website is more than just an online presence. It builds credibility, fosters user interaction, and enhances accessibility across devices. 
 Before the renovation on 19th April 2025, the website’s desktop and mobile versions failed to meet contemporary web design standards, making them outdated and disconnected from the expectations of today’s digital landscape.
 However, the renovation introduced a design that aligns with current trends. For example, it embraces Sustainable Design principles, incorporates Dark Mode, Bold and Vibrant Colors, emphasizes Minimalism and User-Friendly Interfaces… 
 These updates reflect the evolving expectations of users and the necessity for businesses to remain competitive in the digital landscape. By adhering to modern digital marketing strategies, the renovation positions the website as a powerful tool for customer engagement and branding, ensuring its relevance in the dynamic UK market (Looka, 2025; EuroDNS, 2025).

	
	



	
	




	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 ANSWER WAS BEFORE THE WEBSITE RENOVATION:
 If I were to recommend something to improve the website, I would suggest an urgent renovation for the website design, to fix key issues like: Outdated design, imagery, marketing language, disorganized subpages, excessive white spaces, unclear pricing plans, outdated booking and working hours’ information, reviews, and limited integration with modern social media platforms. 
I would prioritise this improvement to enhance the perceived value of the website and the service offered.
 In the entertainment industry, a visually appealing design and vibrant engaging content are essential elements that significantly affect the user interaction and decision-making (Young et al. 2016).
 Consequently, these factors help to shape first impressions, build trust and reflect the quality of the experience offered. 
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