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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 Cooking Academy site loads quite rapidly with the possibility of the opening page becoming visible within a couple of few seconds. Photos and texts are loaded without any issues, and the loading of the pages with a lot of visuals can take somewhat longer. The general loading rate is good and makes the user get a good first impression. (Jongmans et al., 2022).



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


	Answer: Yes, the website has a few sub-pages like courses, booking, gift vouchers, and contact information. The top menu will allow the customers to navigate. The navigation is easy and straightforward since there are drop-down menus and clear headings that help the user navigate the different sections easily.



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

	Answer: Yes, the customers might make bookings online. Courses have clear options to pick up, perceive available dates and do the booking process online (Kumar et al., 2022). This ensures this is easy because the user has the ability of booking a place without contacting the company individually.



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


	Answer: To enhance the usability, the site must be made more mobile responsive and easy to navigate by the first-time viewers. Inclusion of a search bar would assist the users to find courses more easily. It might also help to optimise the image size because it may minimise the load time, better CTA buttons would also help to make reservation easier and accessible to users (Kumar et al., 2023).



	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 site is visually appealing and well organised, and the fonts used are readable. The layout is broader and more comprehensive on a computer and is reduced to a simpler vertical format on mobile devices (Amoako, Doe, and Neequaye, 2023). There are smaller elements that can be stacked or placed but generally the experience remains user friendly.



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


	Answer: The site has high quality images and uniform colour schemes to give it a nice vivid professional look. Colours are selected to reproduce the brand image and visually harmonise. Using pictures enhances the presentation of a product or service and sometimes the use of videos provides more information to users (Sohail, Tariq, and Tariq, 2023).



	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 can also contain a web based live chat service where customers can ask questions live. This is a good feature since it has fast responses and enhanced customer support. It assists the users in solving the queries immediately and it is more interactive and convenient than the old ways of reaching out to them such as email.



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


	Answer:  The social media links are effective since they bring the users in contact with the companies profiles. They can also be easily located on the home page or footer and are typically displayed there. These connections enable its customers to keep up to date, interact with their profiles, and develop a sense of trust by displaying reviews, updates, and brand activity on platforms (Nuseir et al., 2023).



	
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 provision of the services is evident in the form of specific sections and headings on the Web site. Every service has terse descriptions, features and, in some cases, photos to assist the customers know what to expect. Simple language and organised layout makes sure that users can quickly find services they want without getting confused.



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


	Answer: The testimonials or other connected review sites show customer reviews on the site. They are commonly displayed on the home page or on a review page. When periodically updated, they capture the experiences of current customers, which creates trust. However, very old reviews can decrease credibility and make the information appear less credible.



	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:  Professional design, favourable reviews, and accurate outlines of benefits represent the service as of high quality. High resolution photos and outstanding information support credibility. The service consist of user-friendly webpage, credible presentation, and positive customer reviews that imply a reliable and satisfactory experience (Hewei, and Youngsook, 2022).



	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: Service prices tend to be well posted next to services so that customers make a wise choice. In the presence of visibility, they tend to reflect the quality that is depicted by presentation and reviews (Lucas, Lunardi, and Dolci, 2023). In case prices are omitted it may be because the services are tailor made and one has to inquire directly or the company would want to negotiate on prices relating to the needs to suit the customer in a better way.



	Section 4 – Searchability


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

	
	2. Cookery courses London 

	
	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: Yes, the site ranks among the first results when the name of the company is searched. On broader terms such as “cooking classes UK”, it might still be present but tends to be down-the-line as there is high competition. This indicates the middle season of the SEO performance and the better performance in case of branded search compared with general service related terms.



	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: Indeed, the websites are very relevant to contemporary business in the UK since they serve as a key information, branding, and customer touch point. Social media is trending, but a site offers accolade and complete power on content. Before choosing services shops, customers tend to visit the websites and cheque their services, pricing, and review. Online bookings and e-commerce are also made possible with the aid of web sites making it more convenient (Wu, and Huang, 2023). They also ensure that businesses find new customers as they increase the visibility of their searches through SEO. 



	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 recommendations that can be made is the increased mobile responsiveness and optimisation of the site to allow speedier loading on smart phones. Several users browse websites using mobile devices and thus a slow or poorly formatted mobile concept can result in frustration and loss of business (Blazheska, Ristovska, and Gramatnikovski, 2022). Improving mobile usability guarantees to make navigation easier, faster and more engaging. This would help to generate customer satisfaction and possibly can upgrade bookings or enquiries. The company can remain competitive and address the demands of the current users who often browse using a mobile device because of the mobile optimisation. 
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