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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 of the Cooking Academy loads quickly and efficiently, with the homepage appearing within a few seconds. Images and content display smoothly without noticeable delays. The large banner image loads properly, which improves the user experience overall, the website performance is good, allowing users to access information easily without frustration or long waiting times 


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


	Answer: The website of Cooking Academy contains multiple sub-pages, including sections for cookery classes, team-building events, blog content, and wellness services. Users navigate these through the main menu at the top of the pages. The navigation bar clearly list categories, allowing users to click and access different sections easily, although the number of options may feel slightly overwhelming for first-time visitors. 


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

	Answer: Yes a customer can make a booking via the website of  The Cooking Academy. The homepage includes a clear ‘’Find a Class’’ button, which directs users to available courses. From there, customers can select a class and proceed with the booking process. This makes it convenient and efficient for users to book directly online without needing to contact the business separately. 


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


	Answer: The usability of the, The Cooking Academy website could be improved by simplifying the navigation menu, as there are many options that may confuse new users. Adding clearer categories or drop-down sections would help. Improving mobile responsiveness would also enhance usability. Additionally, making key actions like booking more prominent across all pages would allow users to complete tasks more quickly and easily.   


	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 website of The Cooking Academy is visually pleasant, using high-quality images and warm colours that create an inviting and professional feel. The layout is clear and engaging, especially with the large banner and simple text. On mobile devices, the layout may appear more compact, with menus condensed into smaller icons, which can slightly effect navigation compared to the wider, clearer layout on a computer 


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


	Answer: The website of The Cooking Academy makes strong use of imagery, particularly high-quality photos of people cooking, which makes the experience feel engaging and realistic. The colour scheme uses warm and natural tones that reflect food and creativity. While imagery is effective, there is limited visible use of video content. Overall, the visuals help attract attention and create a positive impression for users 


	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 website of The Cooking Academy does not clearly display an online chat tool on the homepage. Instead , users are directed to contact options such as enquiry forms or email. While these methods are useful, a live chat feature would improve communication by allowing customers to receive quick responses and ask questions instantly, making the overall enquiry process more efficient. 


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


	Answer: The social media links on The Cooking Academy website are effective as they allow users to easily connect with the business on other platforms. These links help customers view additional content, such as updates, photos, and reviews, which can build trust. However they could be made more interaction and ensure users notice them quickly.


	
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 offered by The Cooking Academy are made clear through well-organised sections such as cookery classes, team-building  events, and wellness programmes. Each section provides brief descriptions, helping customers understand what is available. The use of headings and images also supports clarity, making it easy for users to quickly identify the type of service that suits their needs. 


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


	Answer: customer reviews on The Cooking Academy website are available through testimonials and possibly linked external platforms. These reviews help build trust by showing real customer experiences. However, it is not always clear if they are regularly updated, which may reduce their reliability. Including more recent and clearly dated reviews would improve credibility and reassure potential customers. 


	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 service offered by The Cooking Academy is presented as high quality through professional images, detailed descriptions, and a well-designed website. The use of experienced instructors and structured classes also suggests a high standard. I would recommend this service because it appears engaging, well-organised, and suitable for both individuals and groups, making it a valuable and enjoyable experience.


	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 website of The Cooking Academy uses clear calls-to-action such as “Find a Class” to encourage users to make a purchase or booking. These prompts are placed in visible areas, making it easy for users to take the next step. However, the website could improve by adding more frequent and stronger calls-to-action across different pages to further increase customer engagement and bookings.


	Section 4 – Searchability


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

	
	2. Cookery courses UK

	
	3. Team building cooking events

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


	Answer: Yes, when these search terms are entered into Google, the website of The Cooking Academy is likely to appear within the top ten results. This is because the website uses relevant keywords related to cooking classes and events, which helps improve its visibility on search engines. However, its exact position may vary depending on competition and search engine optimisation.


	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 still have strong relevance in modern UK businesses. A website acts as a central platform where customers can find information, compare services, and make bookings at any time. For example, The Cooking Academy uses its website to promote classes and allow online booking, making it more accessible. Without a website, businesses may lose credibility and potential customers who expect a professional online presence.
The main forms of direct and digital marketing include traditional direct marketing tools and the new digital marketing tools. Traditional direct approaches are face-to-face personal selling, direct-mail marketing, catalog marketing, telemarketing, DRTV marketing, and kiosk marketing. These traditional tools are still heavily used and very important in most firms’ direct marketing efforts. In recent years, however, a dazzling new set of direct digi tal marketing tools has burst onto the marketing scene, including online marketing (websites, online ads and promotions, email, online videos, and blogs), social media marketing, and mobile marketing. The chapter first discusses the fast-growing new digital direct marketing tools and then examines the traditional tools.
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	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: One key recommendation for improving the website of The Cooking Academy would be to simplify the navigation menu. The current menu includes many options, which may confuse first-time users and make it harder to find important information quickly. By organising sections into clearer categories or using drop-down menus, the website would become easier to use. This improvement would enhance the user experience and help customers find and book classes more efficiently.
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