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Section 1 – Usability

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


	Answer: The Cooking Academy site is fast to load on desktop machines or mobile phones, with most of them being loaded in less than a few seconds. The video and images on the home page are designed to appear fast, and the navigation becomes easy. Nevertheless, there are instances of slight delays when viewing image-intensive parts like the gallery of courses. The overall performance of the site is predictable, and the site allows users to switch between pages without any appreciable lag, which is a positive first impression and professional online presence.  

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

	Answer: The Cooking Academy site is a simple and easy-to-navigate site. Its home page is well presented at the top of every page and has rational categories, which include cookery classes, shopping, vouchers, blog, and contact (Thecookingacademy.co.uk, 2025). The dropdown menus have direct links with certain subpages, and thus, a user can find information easily. The uniform design and the breadcrumb path help to navigate through the various sections, and allow easy navigation by a first-time user as well as a repeat user. 

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

	Answer: Through the online booking system that is integrated into the site, customers find it easy to make bookings. Every course page will have the description, schedule, and a Book Now button will be present, which will take one to a secure payment page (Yaseen et al. 2023). It is also easy to use and allows multiple payment methods. Confirmation is done instantly once the booking has been made, which increases reliability and user confidence. This effective working feature enables users to finish their transactions easily without using third-party platforms. 

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

	Answer: Whereas the site is usually user-friendly, some improvements can be made to improve usability. Downsizing would make the loading time of big pictures on cellular networks shorter. Inclusion of a visible back-to-top button and more noticeable call-to-action buttons would improve navigation on the site. An instant-answering chatbot and a search bar at the top may be simplified to help find the information more easily, particularly for first-time users who might wish to find a specific cooking course or an event. 

	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 Cooking Academy website is clean, visually consistent and modern in design, which portrays their high-end culinary brand. The white, gold and earthy colour scheme impression is sophisticated and welcoming. The fonts are professional and clear, making sure that they can be read in any section. The design is responsive to both desktop and mobile platforms, and provides visual symmetry and functionality. Photos and text can be scaled effectively and offer a good experience aesthetically, no matter what the screen size or the type of device.

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

	Answer: The site uses good images, colour and video to capture the attention of the visitors. Bright photographs of food, cooking lessons, and cooks make the environment very real and tasty. The fact that there are subdued background colours enables the food photos of vivid colours to shine. Banners and short video clips ensure an engaging viewing experience, which adds to the storytelling (Yang and Kang, 2021). In general, the equitable mix of multimedia components is what grabs the users' attention and makes the Academy a professional culinary business.

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

	Answer: At the moment, The Cooking Academy does not have an online chat tool. Rather, it offers a Contact Form and email services to make queries. These approaches are operational, but a live chat or a chatbot would be an excellent addition to the customer support, allowing them to reply quickly to inquiries concerning classes, schedules, or diet. The application of this feature would enhance convenience, trust, and current digital communication expectations, which are desired by modern customers online (Bhatia et al. 2023).

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

	Answer: The website has social media links to social platforms such as Facebook, Instagram, and LinkedIn, which are evident in the footer. Such links are operational and divert a user to the updated user pages with updates, photos and event promotions. Nevertheless, it might be better to include social icons at the top of the homepage or on the sides of the blog articles (George, 2023). Further integration that includes the integration of live feeds would promote further engagement and brand awareness by providing constant cross-platform communications. 

	Section 3 – Perceived Value

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

	Answer: The Cooking Academy has well defined its services, which include cookery, corporate team building, private dining and gift vouchers. The specific contents of every service page, the learning outcomes and time will be described in detail to allow customers to make the right choice. The course pages also indicate types of cuisine and levels of skills, which can be beginner to advanced. The language and structure are professional but brief to the point so that the visitors can find it easy to comprehend the value and the aim of every offering.

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

	Answer: The positive feedback is present on the home page and course page and is represented by the testimonials of the customer reviews, both individual and corporate. Comments about the instructor's knowledge, pleasant learning conditions and good facilities are mentioned. These recommendations make the brand authentic and reliable. Nevertheless, the majority of reviews are written in the form of brief quotes without a time stamp, and it is not clear when they were written. Incorporation of reviews done by the date or links to trusted sites such as Google or Trustpilot would make it more transparent and credible (Zwanikken and Verbeek, 2024).

	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 site has managed to create a high-quality image based on professional design, straightforward, and high-quality images. The description of the qualifications of chefs and corporate clients' relationships (with popular companies in the UK) conveys competence. The writing voice is professional but friendly, and it makes one perceive luxury and professionalism. The branding, the use of high-quality images and focusing on customer satisfaction of the site in general help to enhance the perception of a prestigious, trustworthy cooking school. 

	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: The price is indicated just under the course pages, and one can make a sensible decision prior to booking. These prices are based on the quality of teaching, special amenities, and limited classroom sizes, which warrant the high prices. The flexible nature is added with the inclusion of gift vouchers and package deals. Yet, an out-of-sight compare courses/bundle offer section may be able to help the customers even more by comparing the value-for-money offers of various types of classes.

	Section 4 – Searchability

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

	
	2. Corporate cooking training in 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: The Cooking Academy is ranked among the top five results when contacted by Google with the above keywords, which means that its performance on search engines is high in terms of search engine optimisation (SEO). The site enjoys the advantages of an appropriate domain name, keywords, and regular updates of the site via the blogs. It's good meta descriptions as well as backlinks with credible culinary and event websites that also enhance visibility. In general, the SEO approach used on the site is effective in terms of improving the online presence and raising the frequency of access to the site by potential buyers. 

	Section 5 – Reflection and conclusion

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

	Answer: Websites remain important to business in the UK today because they act as the main channel of branding, customer relationships, and online purchasing. Social media is useful in outreach and engagement, but the website is the most credible and professional online platform of the company (Luttrell, 2025). It offers full control over content, design and customer experience to ensure that there is a consistent brand identity. The Cooking Academy can use the site to allow direct bookings, show the services in detail, and gain trust with the help of customer reviews and certifications. In addition, blogs, newsletters, and email integration can enhance long-term customer relationships and improve search visibility, which makes websites invaluable assets in digital communication and brand building. 

	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 of the productive additions that The Cooking Academy could make would be to add a blog and recipe section to the site that is interactive. Such additions may include seasonal recipes, chef information, and cooking tips that will be consistent with their courses. It would not only involve the visitors outside of the booking system but would also enhance search engine optimisation (SEO) of the site through the creation of regular content that contains high-frequency keywords (Rabindranath and Singh, 2024). Moreover, it makes the brand an expert in culinary education, which motivates returning to it and referrals to social media. This feature would provide a more valuable user experience, boost organic traffic, and customer loyalty due to meaningful digital interaction. 
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