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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 generally loads quite efficiently, usually within 2–3 seconds on both desktop and mobile connections. Even with numerous high-quality food images and content-heavy sections, there were no significant delays or loading issues during my evaluation. This quick performance creates a positive first impression and supports a good user experience for potential customers browsing on different devices.


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


	Answer: Yes, the site contains a considerable number of sub-pages organised under main categories such as Corporate Cooking, Wellness in the Workplace, Cookery Classes, and the Shop. Navigation is primarily through a clear top menu with dropdown options and “View All” links. A search bar is also available, which helps users find specific classes or events. However, some deeper pages could benefit from breadcrumb trails for better orientation.


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

	Answer: Customers cannot complete a full booking with payment directly on the website. Instead, prominent “Book now” and “Plan Your Team Event” calls-to-action direct users to enquiry or contact forms. For individual classes, users are encouraged to get in touch via the contact page. While this starts the booking process effectively, the absence of an integrated online booking system makes it feel less seamless than some competitors.


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


	Answer: Improvements could include implementing a more advanced online booking calendar with real-time availability and payment options. Adding breadcrumb navigation on deeper sub-pages and simplifying some of the longer text sections would also enhance usability. These changes would make the site feel more modern and user-friendly, especially for busy professionals looking to book quickly.


	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 has a pleasant and appetising appearance, using warm, inviting colours and high-quality food photography that creates an engaging atmosphere. On a computer, the layout feels spacious and well-balanced. On mobile devices, the design remains responsive, although some images compress slightly and text stacking occurs. Overall, it still looks attractive and professional across both platforms.


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


	Answer: The website relies heavily on vibrant, close-up imagery of prepared dishes and people actively cooking, which effectively conveys energy and enjoyment. Warm colour palettes (oranges, greens, and earthy tones) reinforce a fresh and welcoming feel. There are limited embedded videos, with the focus mainly on static high-quality photographs and some blog content. This visual strategy successfully builds an inspiring and sensory customer experience.


	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: No live chat tool or chatbot is present on the website. Enquiries must be made through the contact form or by email. While the contact page is straightforward, the lack of real-time chat means customers may experience delays in receiving responses. Adding a simple live chat feature could significantly improve accessibility and make initial enquiries feel more immediate and customer-focused.


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


	Answer: Social media links are not prominently displayed or easily visible across the main pages of the website. This limits their effectiveness, as potential customers cannot quickly connect to The Cooking Academy’s Instagram or Facebook content for additional photos, class highlights, or recent reviews. Improving visibility of these links in the header or footer would strengthen social proof and community 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 services are presented clearly through well-structured sections covering cookery classes (e.g., Asian, European, skill-based), corporate team-building events (including themed experiences like The Hunger Games or Bake Off), and wellness workshops focused on nutrition, gut health, and menopause. Detailed descriptions, target audience information, and “View All” options make the range of offerings easy to understand and explore.


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


	Answer: Customer reviews are displayed in a “What people say” section featuring testimonials from both corporate clients (BMW, Barclays, etc.) and individual participants. The feedback is generally very positive, highlighting fun, skill development, and team bonding. However, most testimonials do not include dates, which makes it difficult to assess how current they are. More recent dated reviews would increase credibility.


	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: High quality is conveyed through emphasis on expert-led sessions, small group sizes (maximum 8 participants), hands-on practical learning, and over a decade of experience since 2010. I would use or recommend the service for its professional yet enjoyable approach to team building or learning new culinary skills, as the testimonials suggest memorable, confidence-building experiences that deliver real value.


	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 not displayed anywhere on the website for classes, workshops, or corporate events. This is likely a deliberate choice to allow for custom quotations based on group size, location, or specific requirements. While this offers flexibility, it may create uncertainty for individual customers. Given the premium positioning and quality indicators, prices are probably aligned with the high-end experience offered.


	Section 4 – Searchability


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

	
	2. Team building cookery events

	
	3. Wellness cooking workshops

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


	Answer: Yes, the website appears prominently in search results. Searching for the company name or terms like “cookery classes Hertfordshire” or “team building cooking events” brings The Cooking Academy to the top positions, often in the first few results. This indicates effective local SEO for their target audience.


	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: Yes, websites continue to hold strong relevance in modern UK business. While social media and apps are popular, a dedicated website acts as a central professional hub that provides comprehensive information, builds credibility, and supports the full customer journey from discovery to enquiry. For specialist businesses like The Cooking Academy, it allows detailed presentation of services that Instagram posts alone cannot fully achieve.


	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: My main recommendation would be to introduce transparent pricing information, such as starting prices or price ranges for standard classes and events. Currently, the enquiry-only approach may discourage some potential customers who prefer to understand costs upfront before contacting the company. Adding this would increase transparency, reduce hesitation, and better match the professional, high-quality image the website aims to project, potentially leading to higher conversion rates.
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