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	Evaluation
Respond to each question 

	
Section 1 – Usability

	Question 1a - How quickly and easily does the website load? 


	Answer: 
The Cooking Academy web site loads fast with optimised images and low lagging time between page loads. The study conducted by Jeannot et al. (2022) shows that the speed of the websites at which they load has a direct impact on the first impressions and subjective perceptions of quality. The site has been built with the use of compressed images and minimised code that allows fast delivery of content on both desktop and mobile devices. The short loading periods make user experience better by lowering bounce rates and raising the chances that the potential customers will browse various pages before committing to make a booking choice. The technical environment seems to be strong and helps with easy navigation across the customer experience.

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


	Answer: 
The site has several sub-pages that are arranged with the help of an obvious horizontal menu of navigation that shows the main categories such as Cookery Team Building, Cookery Classes, Gift Vouchers, Wellness in the Workplace, Shop, About Us, and Blog. Qualtrics (2023) also highlights that customer experiences through omnichannel should have a smooth flow whereby individuals can navigate with ease across touchpoints. The menu architecture enables the customers to find certain services easily without any misunderstanding and the inclusion of call-to-action buttons like Find A Class and Plan Your Team Event direct the visitors to areas of conversion. The footer section also has more menu links such as FAQs, contact details and social media links.

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

	Answer: 
Yes, the customers have the ability of making bookings within the site through large call-to-action buttons that are strategically positioned all over the site. Find A Class button is in the hero section of the homepage, and each of the service categories is presented with specific booking options. HubSpot (2023) suggests that about 96 percent of prospects use self-research prior to having contact with sales representatives, and thus online booking is necessary. The reservation system seems to be a part of the site design, where customers are able to view the range of classes, pick their time slot and make their reservations. The footer button "Make An Enquiry" will be another way to contact the hotel when making a complicated booking.

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


	Answer: 
A more visible search feature would be a good addition to the site that would allow users to find particular classes or services faster. According to Chaffey and Smith (2022), integrated search functionality enhances a website usage by minimising its cognitive load in search of information. Also, it would be beneficial to add a live pricing calculator or a dynamic availability checker to improve the booking experience and increase its transparency. The mobile navigation menu would be extended with the quick links to the most popular classes and the introduction of the breadcrumb navigation would allow the user to know where they are in the site structure and recover faster.

	Section 2 – Pleasure – Customer Experience

	Question 2a – How pleasant does the webpage look?  Are there any differences in appearance on a mobile phone versus a computer? 


	Answer:
The site has a pleasing eye-catching design using warm colours (mostly olive green and white) so as to offer warm culinary ambience. The visual identity is characterised by high-quality photographs of people cooking together to pass the message of energy and social connexion. Liang et al. (2022) established that visual design of websites has a positive impact on user experience by usability and a positive perception of pleasure in a sequential manner. The visual will also include various participants participating in cooking, which will support the idea that the service is inclusive and fun. The design is always consistent across the devices, but in the mobile version, the navigation is compressed into a hamburger menu while the visual brand identity is retained.

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

	Answer:
High-resolution lifestyle photography is used by the Cooking Academy to demonstrate groups of people engaged in cooking activities so that it creates emotional associations with potential clients. The colour scheme applies the olive green as the main brand colour, which is associated with freshness and natural ingredients and is combined with white space which improves the readability. Jeannot et al. (2022) claim that the use of visual design features such as colour scheme and imagery has a significant impact on consumer attitudes to websites. The home page is arranged as a carousel of photos in rotation displaying the various types of events i.e. team building to cookery classes. Professional photography is used to capture natural displays of fun, and the use of colours throughout the buttons and headings allows brand awareness to be enhanced as the time is spent browsing.

	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:
The site has an ask a question chat feature/ widget that is placed in the bottom right side of the site, which offers instant customer care. According to Gartner (2023), the recent experience of using chatbots was only applied by 8 percent of customers, and the option to advance an issue was the main factor contributing to the uptake of chatbots. The chat tool allows the visitors to make inquiries to particular classes, availability, and corporate events without interrupting the browsing process. This feature minimises the conversion barriers as they give timely answers to frequent queries. Positioning is also maintained all through the pages such that customers can use it all the way through the customer journey without interrupting the consumption of the content.

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

	Answer: 
In the footer of the site, the Cooking Academy offers the audience access to social media such as Facebook, X (Twitter), Instagram, LinkedIn, and YouTube, which allows interaction across platforms. A study conducted by Li et al. (2023) has revealed that marketing strategies using social media combined with other marketing approaches improve brand equity and customer engagement. The connexions will make sharing of content and building of communities outside the site environment where the customers are able to browse through real user-created content and reviews. The social platforms give the business an extra touch point with its customers and allows the company to display recent events, testimonials and behind-the-scenes content. The appearance of LinkedIn is specifically aimed at corporate clients who want to find a team building solution.

	
Section 3 – Perceived Value

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


	Answer:
The Cooking Academy offers its services using cards that are visually differentiated on the home page that have descriptive pictures and brief explanations. The four primary products are Cookery Team Building Events, Gift Vouchers, Cookery Classes, and Wellness in the Workplace with separate landing pages that contain detailed information. According to Qualtrics (2023), digital customer experience will refer to all web-related interactions such as product information presentation that influences consumer perceptions. Every category of the services contains specifications of the benefits, target audiences, and unique selling propositions. Some of the aspects that are specifically featured in the corporate events section include interactive team sites, professional chef lessons and tailor-made event times consisting of two hours or a full-day experience.

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

	Answer:
The site quotes more than 500 of five-star reviews on Google and TripAdvisor and carries testimonial quotes of corporate clients like Three UK and Tudor UK that appear on all the relevant pages. BrightLocal (2023) notes that 87% of consumers have used Google to analyse local businesses in 2022, which demonstrates the significance of being reviewed. The testimonials section includes real people and companies affiliation which bring legitimacy and authenticity to the customer testimonials. Nevertheless, the site has a potential of integrating a live review feed or showing dedicated review dates to show how satisfied the customers are. The repeat client rate of 85% stands out clearly, which implies that it has been able to maintain quality delivery.

	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 indicators of quality are spread throughout the site in terms of professional qualifications, references in high-ranking customers, and coverage in the press by The Times, The Telegraph, and BBC. The business focuses on the idea that professional Chefs, Food Scientists, and Nutritionists are the leaders of the events, and not entertainers, unlike competitors. According to Beck et al. (2023), the credibility of the source has a positive impact on consumer trust in businesses and interaction. The venue images show that the kitchen facilities are of modern standards and are located in the best places such as Rickmansworth and the Farringdon in London. I would suggest this service to the corporate team building since the mixture of professional training, non-discriminatory participation, and applicable skills training evokes memorable experiences and genuine workplace relationships in the non-office setting.

	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:
The site does not show any particular prices on the service pages, as they are on the main pages, and the customer has to ask / request the quotation in order to be provided with the cost information. Nevertheless, the footer states that it offers One Day private and exclusive cookery classes to friends and family at a price of 1200 pounds, which implies that it is high-end. One of the studies carried out by Hsu and Lin (2023) has implied that businesses hold price back to allow them to provide customised quotations depending on given requirements. The strategy will enable The Cooking Academy to offer packages to different groups of sizes, dietary needs, and time of event without limiting the expectations of the customers. The building of relationships also comes through direct communication within the strategy whereas the positioning of services as customised experience instead of standardised products.

	Section 4 – Searchability


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

	
	2.Corporate cookery classes

	
	3. Cookery events London 

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


	Answer: 
Upon typing in cooking team building UK, and corporate cookery classes, the Cooking Academy will be found among the first results and this shows a good optimisation in search engines. The business has a high organic presence as compared to competitors like Jamie Oliver Cookery School, School of Wok and Team Tactics. Chaffey and Smith (2022) insist that ranking significantly affects customer acquisition since the higher the location of the search engine, the higher the click-through rate. The ability to be listed in various location-based searches such as Rickmansworth cooking classes and London corporate cookery reveals that the company has fully implemented the local SEO. Their Google My Business profile assists in terms of visibility in the map-based search and the aggregation of reviews.

	Section 5 – Reflection and conclusion

	Question 5a - Do you feel that websites still have relevance in modern UK business? Explain your answer. 

	Answer: 
The websites will always be essential to the UK businesses since they are the digital window through which consumers create an initial impression of the brand and have a pre-purchase research. The number of users on the internet in 2022 reached 4.88 billion all over the world (Statista, 2023), which indicates the enormous scale of the potential audience that websites can reach. In the case of service companies such as The Cooking Academy, websites serve as 24-hour informational centres where customers find out what is available, how to cheque on credibility by means of testimonials and open their booking without thinking of time zone or business hours. According to the study by Qualtrics (2023), brands that had strong omnichannel strategies retained customers at 89 percent to 33 percent in brands with weak omnichannel strategies, signifying the extent of integration between websites and wider customer experience systems. Although social media platforms have risen in the limelight, websites offer controlled space where companies can emit consistent narratives of their brands, have reliable service information and own customer relationship data with no algorithmic influence. These features of booking, detail and professional presentation make the websites invaluable in terms of transfer of interest to revenue.

	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: 
The Cooking Academy is advised to adopt open pricing where the prices are indicated on service pages with the clear beginning of various package prices. At this point, customer requests have to be made individually to get pricing information, which puts strain on the conversion process and may end up demoralising the customer. According to a study conducted by BrightLocal (2023), 76% of customers read online reviews when searching online local businesses, which implies that they expect sufficient information when doing their research and do not necessarily need to get in touch with the local business. Pricing would also decrease the doubt in customers since they would be able to evaluate their budget immediately and compare it with competitors. The improvement would be more beneficial especially to corporate buyers who have to provide cost estimates within their organisation before making enquiries. Clear pricing also instils trust because it shows a level of confidence in delivering value and decreases the amount of workload to be done by sales people in fielding ordinary pricing enquiries. This will correspond with the consumer needs of having instant access to information and leave the possibility of having tailored quotations on sophisticated needs with the current enquiry system.
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