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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 site loads fast, and the home page and the main navigation can be seen within a few seconds on a desktop and mobile. Photos can be loaded in a seamless manner with no apparent delay, implying that web pages are optimised to be user-friendly. The general loading performance leaves a positive impression at the beginning and facilitates the free navigation of the categories of classes and service pages (The Cooking Academy, 2025).


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


	Answer: Yes, the site has numerous sub-pages such as cookery classes, corporate events, private bookings, gift vouchers and testimonials. A top menu that is supported by drop-downs easily divides content categories, aiding navigation. Labelled links allow users to access corresponding pages in a short time, so navigation throughout the site is simple and easy to use by a first-time or repeat visitor (The Cooking Academy, 2025).


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

	Answer: Enquiries are made directly on individual class pages by using online forms, and full booking with immediate online payment is not necessarily offered to customers. Certain classes have an enquiry form, rather than a direct checkout. It implies that customers may show interest online, yet the final booking confirmation usually has to be done via email or telephone instead of being completed online (The Cooking Academy, 2025).


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


	Answer: The introduction of the full online booking and payment system could enhance usability as customers will be able to reserve places immediately. A search bar would also improve navigation as it would allow users to find certain cuisines or classes more easily. Enhanced presence of social media links would also facilitate easier access to outside content and overall customer interaction.


	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 is aesthetically pleasing with good design, powerful imagery and regular layout. The mobile one is responsive, though menus are smaller, and one has to tap more to navigate as compared to the desktop one. Nonetheless, branding, colour palette and spacing are appealing to use across devices, which helps in giving a nice and professional shopping experience to the customers (The Cooking Academy, 2025).


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


	Answer: The use of imagery is performed efficiently, and the quality of photos of food preparation, class settings, and cooking outcomes supports a stimulating and professional mood. The colour palette is warm and befits the company identity, and gives a friendly appearance. Video content is limited, and the overall visual representation is good for creating customer awareness and emotional attachment to the services provided.


	Question 2c – Has the website made use of an online chat tool on the website? How effective is this in enquiring about the product or service? 
 

	Answer: The site lacks an online live chat tool to provide real-time communication. Rather, it depends on email and telephone inquiries, which may delay the response time of customers seeking immediate clarification prior to booking. An interactive live chat would make it more accessible, and it might be possible to make the customer experience quicker and easier in making a decision (The Cooking Academy, 2025).


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


	Answer: Some of the pages have social media links, such as icons representing platforms such as Facebook and Instagram, although they are not always presented in the same place throughout the site. Their low visibility removes chances of customers interacting with dynamic content like videos, updates or highlights of the classes. Greater saliency and congruency would assist in achieving a more integrated customer experience.


	
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 site explains services explicitly with specific menu items, which include cookery classes, individual tutoring, corporate functions, wellness programs and gift vouchers. Every service has descriptions which describe the learning outcomes and class themes. This assists customers in getting a fast grasp of what the company sells and makes choices by displaying variety and expertise (The Cooking Academy, 2025).


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


	Answer: The testimonials section contains customer reviews, which are given by individuals and organisations that attended classes or events. These reviews give a feel of customer satisfaction, though most of them lack timestamps, and it is hard to identify how recent they are. Recent reviews would add credibility and perceived openness (The Cooking Academy, 2025).


	Question 3c – How is the service presented as high quality? For what reasons would you use the company’s service or recommend it to a friend or family member? 


	Answer: The service seems to be of high quality because of the participation of expert chefs, professional facilities and a great emphasis on nutrition and culinary expertise. The site lays stress on individualised learning and advanced teaching. I would refer the company due to specialised experiences which combine cooking, wellbeing and education, which generates high value both to individual and corporate clients (The Cooking Academy, 2025).


	Question 3d -   Are prices made clear to customers? If yes, do the prices reflect the quality of service shown? If not, why do you think the company has chosen not to include prices? 


	Answer: There are also obvious prices, like £1,200 for private classes with up to five participants. However, most classes do not show prices, but ask the customers to enquire. The business might decide to implement this method to provide custom pricing depending on the group size or needs, particularly when it comes to corporate or custom bookings (The Cooking Academy, 2025).


	Section 4 – Searchability


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

	
	2. Corporate Cooking events UK

	
	3. The Cooking Academy

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


	Answer: When one types in these search terms in Google, The Cooking Academy is found in the top ten list, particularly when the business name or location is added. This proves the good brand visibility and efficient search engines. High ranking facilitates easy access by new clients to the site as they research cooking classes or corporate cooking events.


	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 will continue to play a vital role in the modern UK business as they serve as a key point of communication, marketing, customer interaction and selling. A website is credible, has digital visibility and accessibility whereby customers can get to learn about services whenever they want. In the case of service-oriented organisations such as cookery schools, websites enable a thorough description of the services, online inquiries and brand narration. Customers are becoming more dependent on websites to judge professionalism, compare providers and find trustworthy information prior to buying services as digital expectations rise (Chaffey and Ellis-Chadwick, 2019).


	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 primary suggestion is to introduce an all-online-booking and safe payment system. This would make customers' work less, make it more convenient and turn interest into confirmed sales more productively. Availability of instant booking would eliminate the process of email-based enquiries, which postpones the decision of customers. Reduced digital working would also enhance the competitiveness and modernity of the company. This upgrade positively affects user experience and contributes to business expansion and to the customer expectations to make a purchase fast and easily online (Laudon and Traver, 2021).
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