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	Evaluation
Respond to each question

	
Section 1 – Usability



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


	Answer: The homepage loads quickly even with full-resolution images. The content appears on my screen almost instantly, so it encourages me to continue exploring without any difficulties. Although there are some pauses when moving into class descriptions, page transitions function similarly. The layout settles smoothly as the content finishes rendering. All these pauses do not last long enough to be annoying.


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


	Answer: Corporate events, private classes, gift vouchers, school programs, and individual course listings are just a few of the many subpages that make up the website. A top navigation bar that stays visible while scrolling directs visitors to these sections. I have to skim a number of the lengthy lists of course categories before I can identify the correct one. Although customers who browse quickly must pay close attention to the lengthy menus, the page structure remains comprehensible.


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


	Answer: Customers can make bookings directly. Clear dates and an availability indicator are shown on every course page. After choosing a date, I immediately see a shift to the booking form. The process is kept straightforward by the linear flow of payment screens. Customers can proceed from interest to payment without contacting staff because there are no hidden steps.


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


	Answer: The menus in the navigation bar could be tightened. Customers may be confused about which of the overlapping categories is the right one. Users would be able to narrow results in fewer steps with a filter tool for price, cuisine, and skill level. When comparing dates, a streamlined booking calendar could cut down on page flipping.


	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 desktop layout seems well-balanced with plenty of space between text and images. The promotional tone is softened by the colors' tendency toward warm neutrals. Compression alters the spacing and makes the banner text much smaller when I view the website on a phone. Even though some photos are cropped to obscure details, the overall aesthetic is consistent. Longer scrolling somewhat detracts from the desktop version's fluid feel.


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


	Answer: A large portion of the screen is filled with images, frequently of plated food, ingredients, or students at workstations. Color does not change like a serene identity is created by combining darker greens with gentle beige backgrounds. Videos play without jarring movement and appear sparsely. These selections foster trust in the teaching style by evoking the sensory impression of serene kitchens and careful cooking.


	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: There is a small chat icon in the lower corner. The automated welcome message appears quickly and poses simple questions. The tool provides basic information, but for more detailed questions about availability, email contact is still required. For more complex planning, such as corporate reservations, the chat cannot replace a human conversation, even though it is a good place to start.


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


	Answer: Social media icons are located at the bottom of each page. Because of their placement, customers might not notice them unless they scroll all the way down, but they link to active accounts. The profiles include event photos, class updates, and recipes. These links increase the brand's visibility even though a more prominent placement might promote higher engagement.


	
Section 3 – Perceived Value



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


	Answer: Service categories reappear on the homepage as sections with brief summaries and in the navigation menus. A brief description is used for each category to let customers know exactly what kind of class or event they can anticipate. When Carella, Chen, and Shao note that UK enterprise benefits from "clear signals that reduce uncertainty," the tone reflects their practical clarity (Carella et al., 2023, p. 41).


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


	Answer: Reviews appear within course pages and through embedded Google review panels. Dates on the comments show activity within recent months. Many reviews mention staff friendliness and organisation. Fresh reviews strengthen trust, as they show current activity rather than archived praise alone.


	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 photography, thorough course descriptions, and a focus on experiential learning are all indicators of quality. Similar to the strategy Kyriakopoulos mentions when discussing UK social enterprises that establish credibility through "visible competence and narrative clarity," the company positions itself as an expert-driven academy (Kyriakopoulos, 2023, p. 77). Because of the service's clear and comforting structure, instruction, and safety information, I would suggest it.


	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: Prices are shown next to the reservation calendar on each course page. Although the price seems higher than that of informal cooking classes, the small group size, thorough curriculum, and knowledgeable teachers make up for the difference. This website supports the claim made by Olabode and associates that consumers react favorably to businesses that offer "value propositions backed by capability signals" (Olabode et al., 2022, p. 1224).


	Section 4 – Searchability


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

	
	2. Corporate cooking events

	
	3. Cookery school UK

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


	Answer: The website appears in the top cluster of results when these terms are typed. On the first page, the phrase "The Cooking Academy" appears repeatedly. The website's strong optimisation and brand recognition are evident in its search visibility.


	Section 5 – Reflection and conclusion


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

	Answer: The other important role played by websites regards customers’ continued use of them as the means through which they confirm the legitimacy as well as the identity associated with the business. The social media moves too fast, leaving no time for details as it fills people’s entire feeds continuously. The UK businesses operate in a context that, as discussed by Carella, Chen, and Shao, “remains one where structured points of contact that anchor investment decisions continue to be important” (2023, p.54). The website provides this anchor. My perception is that the customers use websites as the last reference before the booking, even in the event they had located the business in another place.
I feel as if consumers are evaluating the company not just for the product it offers, but also for the confidence it exudes in its web presence in terms of its purpose. The website acts as a means to prove the intention, no matter if the product exists in the formative stages prior to the consumer acquiring it. The UK marketplace becomes more saturated every year, so consumers seek minute evidence of legitimacy before parting funds in any form. The website acts as this minute evidence as it pauses the consumer long enough to create a well-organised platform where the information coalesces in an understandable manner. According to Kyriakopoulos, “a great deal of UK organisations enhance trust when they create ‘spaces where the mission becomes visible’” (2023, p. 112), so it certainly appears as if the website has this quality to it.

	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 website could use a simplified menu structure. There are some menus lined up vertically, with long lists of courses that look similar to each other. Customers could use a filter option or menus organised by type, skill level, or time, which would reduce the decision time. Customers tend to be annoyed when there's too much to choose from if they are just browsing the website. According to Olabode et al., a simplified menu structure helps businesses to “simplify user pathways to decision points” (2022, p. 1221). I am struck by the speed at which the expectations of customers change as habits in the digital world shift.
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