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Section 1 – Usability

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

	Answer: 
The Cooking Academy website loads fast and effectively, and there are no significant delays as pages require access to information like cooking classes or booking links (The Cooking Academy, 2026).  The home page has been optimised with concise sections and little heavy media so that it can be navigated using an average internet speed.  The orderly design makes the information readily available to the user. 

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

	Answer: 
The site has a variety of sub-pages such as cookery classes, blog, shop, FAQs and contact.  With a very clear top menu and links like View All or Find out more that lead customers to the particular classes and data quite effectively, users navigate around.

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

	Answer: 
Yes, customers are able to book directly on the site.  The site offers a transparent choice of classes and features of preferred sessions, and a system of booking so that any user can easily choose and reserve cookery experiences.  This enhances convenience and helps facilitate effective customer conversion.

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

	Answer: 
The site can also be made easier as the booking button is not brighter, and the call-to-action prompts are not visible enough on every page.  It would also be beneficial to make it mobile-friendly and more convenient in terms of navigation between the types of classes.  Even though there are several sections, there should be more visual hierarchy and quicker access to the important actions, as it will enhance the user experience.

	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 nice browsing experience due to the clean, modern design and appealing images of food, which makes it visually appealing.  Its design is also similar to other devices, but with contemporary responsive design principles applied to modern websites - more tightly packed to fit into the vertical scrolling of the mobile screen. 

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

	Answer:
The site employs good-quality food photos to develop visuals and depict cooking experiences.  Bright colours and a well-organised layout make the reading easier.  The brand identity is supported by visual material and promotes interest towards the classes, whereas video or media materials are sometimes used to showcase the learning experience and cooking activity (Silkalns, 2026). 

	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 exhibits minimal direct live chat option, but primarily uses enquiry forms, email and phone contacts to communicate.  Although the site has a list of other related sites that contain live chat support, the actual site does not have an apparent real-time chat facility, which can be considered to limit immediate customer contact and efficiency in queries.

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

	Answer: 
Social media links are also featured on the site, such as Instagram and Facebook, which allow users to relate to the brand outside of the site.  These media can present content, updates and interaction with customers, enhancing brand awareness and confidence.  Nevertheless, they are only effective when they are regularly updated and communicated with users (Instagram, 2026). 

	Section 3 – Perceived Value

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

	Answer:
The services indicated on the website are well presented in specific areas like the cooking classes, workshops, and the corporate events sections.  The offerings consist of short descriptions and find out more links, which make the user grasp options with ease.  The services offered are further explained by detailed descriptions of classes, skills taught and benefits. 

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

	Answer:
Customers can leave their reviews in a separate testimonials section on the site and present detailed feedback from the participants.  More reviews are available on other websites, such as TripAdvisor and Google, which implies that customers are very satisfied with the services.  Numerous reviews seem to be fresh and current, implying that the feedback is up-to-date and revised. 

	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: 
High-quality service is offered by means of professional classes, programmes, and training on practical skills.  It focuses on tangible outcomes that include positive health and self-confidence, and teamwork.  Customers would use or refer to it because they are professionally guided, have fun experiences, and are given the chance to acquire precious cooking abilities. 

	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 prices can be seen partially per the separate product and classes in pages instead of being clearly presented at the front.  The average cost of individual classes is about £199-£1200 per day and is based on the applicable type and length, which is a premium positioning (The Cooking Academy, 2023).  The costs indicate the quality of professional teaching, small classes, and the quality of learning that the academy provides. 

	Section 4 – Searchability

	Question 4a - What three words would you type into Google to find this type of service? 
	1.  Indian cooking class, Rickmansworth

	
	2.  Cookery classes, Rickmansworth, UK

	
	3.  Nutrition cookery workshop UK

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

	Answer: 
By typing these more narrow keywords, the site might not always be on the top ten pages.  This means that it has a weak search engine optimisation and reduced online presence relative to its competitors.  Although the site provides a variety of cookery classes and services, its popularity is dependent not so much on its high Google position but on word of mouth and niche.

	Section 5 – Reflection and conclusion

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

	Answer: 
Websites are also very relevant in contemporary business in the UK since they serve as a major presence of organisations in digital environments.  A website enhances company visibility, creates credibility, and enables companies to conduct business 24/7, so that customers can easily access information and services anytime (Harris, 2025).  In the UK, it is estimated that almost three-quarters of small businesses are already using websites, with the majority of them seeing websites as a key growth and perception engine (Pratt, 2026).  Besides, the levels of online search of consumers are high in the sense that companies that are not on websites should lose out on potential customers.  Hence, websites remain a key element in competitiveness and business success in the long run.

	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: 
Among the suggestions, enhancing search engine optimisation (SEO) to make the site more noticeable on Google should be the major recommendation.  As of now, the site fails to always be listed among the first search results, which limits its capacity to draw new customers.  Enhancing the use of keywords, page construction and local search would assist the enterprise to achieve a broader readership.  Studies indicate that most consumers use the internet prior to making a shopping decision, and visibility is key to growth.  Increasing the use of SEO would direct better traffic, more bookings, and a competitive advantage in the UK market, making it a viable and high-impact change in the company.
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