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1

Place logo in an expected place and 
have it link to Home screen.

Doubling up on the logo and then adding it 
as a nav element is confusing.



Users may expect to find content when they 
click the fake logo navigation item.  

From a branding perspective you ar 
eminimizing the value of the logo mark by 
using it as a nav elements.  

Hierarchy is important. The logo is the head 
of the family.  

Users will expect the first nav item, since its 
the brand name, to take them to the 
homepage.

2

The pages are being hidden for no 
real benefit

 Fresh beer is a categor

 Within Shop we find ‘Fresh Beer’ making 
it redundant

 Pull everything out of ‘SHOP’ and into 
the main navigation. There is no reason 
to make customers work harder

 ‘More’ is abstract as a category. Pull the 
sub navigation items up to the top level. 
Call them ‘Fresh Beer Club’ and ‘App’ or 
‘Download  App’

3

Alert Banner

We’d recommend moving the alert banner 
up to the top. It’s distracting from the 
primary objective - getting customers 
through the site

 Simplify the messag

 Reduce the font siz

 Provide a link to click on versus having a 
user need to navigate elsewhere to see 
the content - this is just making it 
difficult for the

 The alert messsage is a lower item in 
the visual hierarchy. You don’t want it 
competing with the main navigation 
items.

4

Showcase content that is accessible 
for everyone.

It’s a very cool video but many users don’t 
want to watch a video just yet or they can’t - 
maybe because they are browsing at work, 
or possibly because they are vision 
inpaired.  

Consider cretaing an intro to the category 
using text and images and then presenting 
the video further down the screen.  

You can combine the two ideas as well a 
long a there is readable content on top of 
the video.

4.1

Shop Now is the primary action

‘Shop Now’ should really be styled the way 
‘Watch Video’ is and you should move 
‘Watch Video’ over.

5

Don’t use your screen realestate to 
talk about ONE product

Your homescreen is your only opportunity 
to introduce new customers the to full 
range of products you offer.



Using all of this space to introduce one 
specific item is a lost opportunity.  

Some users won’t be ready to watch the 
video.  

Most users (new) won’t be ready to click 
‘Shop Now’ at this point in their journey 
when they don’t know what you sell yet.  

You still need to be clear, immediately, with 
what it is you sell and what makes it 
differant or unique.

7

7.1

7

Users have to scroll quite a bit without 
learning anything important.

We recommend reducing the overall height 
and amount of scrolling users must do in 
order to learn more about the product.



UX studies show a significant dropoff in 
users as they move down the page. Most 
navigating to only about 30% down from the 
top.



If you want to convert more users into 
buyers move the important information up 
as far as possible.

7.1

Remove this section, consolidate 
information into the hero area.

We recommend removing this section 
entirely and simply making your point at the 
very top of the page.  

This is the most valuable real estate of your 
website. You should try to get the most 
important overview information up here as 
possible.

12

Be specific about app benefits and 
functionality.

Consider selling the app not as a 
standalone thing but as another benefit of 
the Pinter 2. You can do this by adjusting the 
language.  

”Use our App to monitor the Pinter 2 and 
track milestones, know when your brew is 
ready.”  

Be very clear with your language vs. trying 
to be short and clever.  

Track what? 
Dicuss what? 
Discover what?  

Why should I download this?

15

Carousel Functionality Missing

Carousels must include these elements to 
be web compliant:  

- An indicator of the total # of slides and 
which slide you are viewing  

- A way to control the slides, like arrow 
buttons  

- A way to pause auto rotating carousels  

It is generally understood that auto 
scrolling carousels don’t perform well, are 
frustrating to utilize and cause confusion to 
people with vision or accessibility 
problems.

16

Shorten the height of your page

There are many opportunities to shorten 
the length of your pages which is great for 
conversion and provides a better user 
experience.  

This would be an opportunity.

Mockup

An at-home brewing 
system that produces 
award-winning beer in 
as little as 5 days

5

Watch Video

FRESH BEER         PINTER          CO-PINTER          FRESH BEER CLUB          APP

Pinter 2 Tips & Tricks   Explore Now

6

The top 900 px of your site is critical 
to telling customers what you do and 
sell.

Use this space to be very clear about your 
product.



Get customers to categories quickly with 
category blocks. They are easy to scan and 
easy to click into. 



In this example we’re simply moving the 
category blocks out of your menu dropwn. 



These are great!

6

6.1

Consider varying imagery

The imagery of the first three categories is 
very similar. Consider switching them up so 
customers can quickly scan.

6.2

Pinter or Pinter 2?

Confusing swapping of product name in 
many places. Keep it consistent.  

It works in your favor to call it Pinter 2 in all 
places except your logo, this will create 
more clarity between what is a logo and 
what is a product link / name.

6.3

Introduce all of your product benefits 
up top and early

Givve customers a way to quickly scan and 
see the top things that make your product 
great. All without reading much at all.

6.1

6.2

12

17

Reduce footer size, clarify links

We recommend reducing the overall size of 
the footer.  

The footer links need to be optimized so 
users can quickly and easily scan for the 
link they are interested in.  

The large, closely packed links could use 
more separation.

18

Provide users more space to click the 
intended link. Links need hover 
states.

19

Use a call to action before your social 
links.

19

13

The app page is NOT currently 
accessible via the main navigation of 
footer navigation.

Other than this button, there is no other way 
to get here.

13

13.1

Buttons to download should open new 
tabs

We noticed in several places the download 
button is taking your customers off of your 
website.  

 If you do this, be strategic with when you 
do it because they may not come back.   

Consider offering to download the app post 
purchase. Perhaps in an email.  

The link MUST open up in a new window. 
This will reduce the opportunity for 
customers to loose your site.

13.1

14

Adds legitimacy. Display it.

Social proof, awards, testimonials, PR, and 
client / customer logos add a ton of 
legitimacy to your business.  

Don’t hide it.  

Get this information up to the top of the site 
and proudly display it.

14

15

16

17
18

Brew at Home in x days Simple to use and clean Award Winning Beers Monitor you brew with the Pinter app Sustainable Packaging

10

Email signup form is missing

Code issue. The input form is missing 
currently.

11

Too much scrolling.  
Not the right content.

Again, we recommend reducing the overall 
height and amount of scrolling users must 
do in order to learn more about the product.  

The purchase path needs to be refined. This 
page is all about selling the Pinter 2.  

The customer should either buy the Pinter 
2, then choose beers to buy or they already 
own a Pinter 2 and need to go to the Beer 
section instead.  

We would recommend introducing the beer 
types they can produce with the Pinter 2 but 
leave it at that.  

Give them one strong call to action on this 
page ‘BUY” and then bring them to 
purchase their beer once they’ve 
committed.

6.3

10

11

9

Great review section.

Because each section on your site is rather 
long we are recommending that some, if not 
most, of them are reduced in height. If you 
do this we would keep your review section 
as is.  

Nice!

9

! Big Issue Q Quick Fix ? Question R Recommendation $ Idea / OpportunityYOUR PAGES: Cover Intro Home Screen Pinter Category Page Summary Roadmap



1

Place logo in an expected place and 
have it link to Home screen.

Doubling up on the logo and then adding it 
as a nav element is confusing.



Users may expect to find content when they 
click the fake logo navigation item.  

From a branding perspective you ar 
eminimizing the value of the logo mark by 
using it as a nav elements.  

Hierarchy is important. The logo is the head 
of the family.  

Users will expect the first nav item, since its 
the brand name, to take them to the 
homepage.

1.1

There MUST be an indicator of which 
page you are on currently.

2

Introduce the product

The top of your site is valuable real estate.  

Make it clear to customers what Pinter is 
right away with a large clear headline.  

Don’t be clever.  

3

Bring the call to action up and 
showcase it clearly

Move your primary ‘SHOP NOW’ call to 
action up into this section as well right 
under the title.  

For many users the button is below the fold 
of their browser.

6

This content should be greatly 
reduced and presented at the top of 
the site.

The large logo size is pushing the height of 
header bar to be quite large. 



You really should minimize the height of this 
section and get customers to the product 
categories as quickly as possible.



We can demonstrate to you a better usage 
of space here.

6.1

Customers care about BENEFITS over 
features.

Show your customers MORE benefits of 
your product in a very clear, short section.  

Add things that will help them BUY. 


Examples: 
Free Shipping, Brew in 12 days, Award 
Winning Beer at home, Sustainable 
packaging, etc.  

Get it up high on the screen.

1 1.1

32

6

6.1

7

4

Introduce the category

Use this space to be very clear about your 
product.



Help customers understand what the 
product is and explain the benefits of the 
product.  

The purpose of this page is to educate them 
to a point where they feel encouraged to 
take the next step - BUY

5

You need breadcrumbs

Breadcrumbs help users navigate your site 
and orient them to where they are in 
relationship to their path.

Mockup

FRESH BEER         PINTER          CO-PINTER          FRESH BEER CLUB          APP

Pinter 2 Tips & Tricks   Explore Now

4

5

8

10

Features over benefits. Don’t redirect 
away from purchase path.

This content is a feature of the Pinter 2.   

You need to focus on benefits first.  

Do not create buttons and links that 
unnecessarily take customers out of a 
purchase path.  

you are distracting them by giving them 
opportunities to exit this page.



The single action they should be directed to 
take on this page is to ‘BUY NOW’

10.1

Call to action overload

Customers need to be shown the path you 
want them to take.



If you present them too many options it gets 
confusing.  

The goal of any product category page is to 
take customer into a specific product NOT 
move them into another category.  

The categories need to be very disctinct 
form one another.  

Again, not clear if this is another product or 
not. If it is, you are moving a customer out of 
one product purchase path into another 
enitrely.   

You must complete the selling process on 
this page first.

10.2

Another Product? Or a feature?

If the Pinter Pack is a separate product it 
needs to be reachable via the main 
navigation.  

Do not cross sell on this page.

12

Great statistic. Too wordy.

This is great content for this page and a 
product detail page but should be reduced 
significantly for maximum readability 
(scanning).  

This is also a benefit of the product.  

Consider mentioning this at the top of the 
page.

13

Keep on the product details page

This information is so specific to the 
product. Consider keeping it only on the 
details page.

16

Stack FAQs

With varying line lengths scanning the faqs 
right now is a bit difficult. This organization 
also lends itself to difficulties for people 
with vision impairments.   

Stack the questions one after another.  

Do not hide the set of questions within a 
dropdown. It’s okay to hide the answers to 
each question, however.

11

Readbility - Contrast Issue

The contrast of dark text against dark 
background is very hard to read and doesn’t 
meet web compliance standards

 Change the text to white

9

10

11

10.2

10

10.1

9

This language would make sense in 
your hero section at the top of the 
site.

Beautiful video but it’s not doing any real 
work for you or your customers.



If you added a strong call to action that 
would be better, but we feel this isn’t the 
right place for this great visual.

12

13

14

14
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17

18

7

Communicate Simplicity with a simple 
design

While you are trying to communicate 
simplicity you are in fact creating 
complexity in the minds of customers - first 
time shoppers.



If you reduce this process down into 6 
scannable graphic sections that don’t need 
many words and present them in a 
horizontal orientation you can achieve a 
much more simple, scannable 
representation of this same concept.



Saving space on the homepage is critical.

8

Same content?

The content is very similar. Both sections 
are talking about steps or a process to do 
something.

7.2

Pinter + Pinter Pack?

Do they come together?



What is the dirrerence between the Pinter 
Pack and the Fresh Beer shown on the 
product detail page?

7.2

8.1

Can I only get the Pinter Pack from 
the App? Why? Can I buy it here? 
Where is it?

These are questions your customers will be 
having.

8.2

Beautiful design, but the experience is 
a bit of a challenge.

These types of forced scroll sections do feel 
really modern and cool but there are some 
inherent issues with usability.



Including:  

- Customer doesn’t know how many steps 
they are about to scroll through  

- There is no way to get past this section if 
they need to access the footer quickly.



Consider:  

- Making this section a carousel. It will 
allow users to explore IF they want to. 


-Users will be able to bypass the 
information if they NEED to  

- Use indicators to show how many slides 
there are in total

8.1
8.2

?1

?1

?1

Confusion.

We spent several hours reviewing and 
studying this site.  

The Co-pinter was a point of confusion for 
us because it wasn’t clear what exactly a 
customer is buying.  

Our assumption after much study is that the 
Co-pinter is a Pinter without a tap.  

If this is the case we feel it needs to be 
made that clear. “Pinter without a tap - so 
you can keep brewing”  

Also - if this assumption is correct we would 
suggest that this product is available on the 
Pinter product detail page.

?1

Is the Pinter Pack a stand alone 
product?

We’re wondering why a customer can’t 
purchase the Pinter Pack from the website?  

Is this a hook to get customers to utilize the 
app?  

Is this just a starter kit for the Pinter?

Home / Pinter

14

Focus on benefits over features

People won’t care about what your product 
is made of if they don’t understand clearly 
what this product does for them.  

Make sure you prioritize benefit content 
over features.  

Consider movinf feature information to the 
product detail page.

15

Content should be on the Club page

Move this content into the Club page, it’s 
not directly related to selling the product at 
this point and can redirect a user’s 
concentration away from the purchase 
path.

17

Introduce the beers they can brew. 
Don’t sell the beers here.

The purchase path needs to be refined. This 
page is all about selling the Pinter 2.  

The customer should either buy the Pinter 
2, then choose beers to buy or they already 
own a Pinter 2 and need to go to the Beer 
section instead.  

(Give them a subtle, text link to get there, 
not a button)  

We would recommend introducing the beer 
types they can produce with the Pinter 2 but 
leave it at that.  

Give them one strong call to action on this 
page ‘BUY” and then bring them to 
purchase their beer once they’ve 
committed.

18

Sell the Pinter 2 not the app on this 
page.

Stop distracting your customers.  

Move this information to the homepage, 
and also after they checkout introduce them 
to the app.  

Consider selling the app not as a 
standalone thing but as another benefit of 
the Pinter 2. You can do this by adjusting the 
language.  

”Use our App to monitor the Pinter 2 and 
track milestones, know when your brew is 
ready.”  

Less about downloading at this moment in 
the shopping journey.

17

This is one of the Benefits

The types of beer a customer can brew is 
one of the core benefits. This information 
should be as high up the page as possible.

17

Show all the beer types they can brew 
without a customer needing to scroll 
horizontally

Be very clear about the types. Showcase all 
the types in a way that is easy to scan.  

You are selling the Pinter 2 on this page, not 
the beer.
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ROADMAP
pinter.co.uk

YOUR PAGES: Cover Intro Home Screen Summary Roadmap

Our review didn’t dive into any of the product detail pages or sub pages but 
during a quick pass noticed they also suffered from some of the same issues 
we pointed out in the Summary.  

Our roadmap for you would be to consult with a CRO specialist as well as an 
eCommerce design studio to:  

- Reconfigure the site architecture 
- Define goals for each page 
- Streamline the messaging to inform and entice users into customers 
- Reduce page lengths and section lengths 
- Fix small UIUX issues that are impacting experience and performance 
- Really let the Pinter brand name / logo stand on their own   

Overall, the branding and visual design look solid. They just need to be 
reigned in to support the needs of an eCommerce shopping experience.  

Reducing, simplifying and clarifying your message and products will be 
critical in propelling your great product and brand forward.



SUMMARY
pinter.co.uk

Overall the visual design is great. it’s bold, it’s fresh and the photo / video 
resources are phenomenal. 



The big issues we see are the overall page lengths being burdensome for 
users. People just don’t scroll that much. We’d recommend you cut the page 
lengths in half at least.  

Many sections are just too tall or take too many scrolls to get through.  

Customers may want to bypass certain sections or access the footer quickly, 
you are preventing them.  

Sections that force customers into a scroll when they could be carousels 
should also be reconsidered. (we didn’t review mobile yet).



The architecture of the site needs to be reworked. There is confusion around 
which page is the Home page vs which pages are product pages. This can be 
resolved by bringing the true, full logo into the header and linking it to the 
home screen. You could also label the current ‘Pinter’ page name as ‘Pinter 2’.  

When the product name is the same as the brand name its easy to cause 
confusion. The logo needs to stand out as it’s own thing.  

Breadcrumbs will also help clarify which page a customer is on.  

Another way to keep things clear and simple is to focus on one goal per page.



Category pages should be ONLY about that product category with no cross 
sells, and especially no linking customers away from the site or into another 
purchase flow.



YOUR PAGES: Cover Intro Home Screen Pinter Category Page Summary Roadmap


