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	Evaluation
Respond to each question 

	
Section 1 – Usability

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


	Answer: 
The Cooking Academy home page loads in about three seconds on a typical broadband connection which is at the high-end of reasonable performance of retail sites. Maguire (2023) confirms evidence that minimising page load time is a fundamental usability need since slower pages undermine user trust and conversion. Full rendering is slowed a little by image-intensive banners on the landing page. Guo, Zhang and Xia (2023) posit that the quality of the website design has a direct impact on perceived usability, which complies with the opinion that the current site is not performing highly but satisfactorily.

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


	Answer: 
The site has a large number of sub-pages with classes, corporate events, gift vouchers, blog content and a shop. These are organized in categories with drop-down choices on a horizontal top menu and duplicated at the footer links. According to Rosania and Wilujeng (2023), trust is formed in commercial websites when they have clear navigation. The organization is very logical but due to the number of pages of cuisine specific classes, the customers have to scroll. Maguire (2023) advises to assist the navigation with clear page layouts, which this site adheres to flawlessly since overlap of categories appears.

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

	Answer: 
Customers reserve classes via separate product pages using a date picker, quantity box, and add-to-basket option to a checkout. The payment is made online without any coercion to open an account. Daoud, Sharabati, Samarah and Alqurashi (2024) emphasize that a lack of friction in the checkout process increases the conversion rates of SMEs significantly. Guo, Zhang and Xia (2023) also associate the simplicity of booking with customer satisfaction. The booking experience is desktop and mobile, but the process of choosing a gift voucher is shown in a different window and introduces an additional small cognitive load to new customers.

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


	Answer: 
They could be improved by aggregating the cuisine class pages under the filter-based browsing instead of individual URLs and compressing hero images to minimize load time and a sticky booking button on extended product pages. Maguire (2023) states that the central usability priorities are effective page layouts and reduced load times. According to Daoud, Sharabati, Samarah and Alqurashi (2024), small enterprises are not always fully-committed to technical assistance and generate precisely such inefficiencies. The first-time visitors would be better guided to book by having a clearer primary call-to-action above the fold.

	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 version has a warm color cadence of cream, terracotta and green that supports the food-oriented brand. Mobile rendering renders content to fit into a single column containing a hamburger menu and is readable. According to Guo, Zhang and Xia (2023), visual consistency among devices enhances loyalty. Märtin, Bissinger and Asta (2023) claim that the elements of emotional design make the digital customer journey personal. Some minor mobile problems are a bit cramped product thumbnails and less whitespace, but typography scales well and buttons match touch-target standards.

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


	Answer:
The food photos are of high resolution throughout the home page and class pages and there is limited video content that has been embedded. There is a space between colour blocks and no domination of the design. Märtin, Bissinger and Asta (2023) associate curated imagery with more intense emotional involvement in the process of browsing. Credibility signals like professional photography as Maguire (2023) reaffirms aid in the purchase intent. The perceived value would be further boosted by adding short instructional video clips of chefs performing techniques, especially to potential customers who would be comparing cookery schools online before committing to a booking fee.

	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 lack of live chat widget on the Cooking Academy, which uses email and telephone number to make enquiries. According to Rosania and Wilujeng (2023), instant communication channels establish trust and reduce the sales cycle. Daoud, Sharabati, Samarah and Alqurashi (2024) note that small businesses that employ chat tools experience tangible benefits in terms of engagement. The lack of chat feature implies that evening enquires remain unresponded until the office hours which undermines conversion of the time-sensitive gift purchases and even corporate event bookings that fall outside of the typical working hours.

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


	Answer: 
Footer icons lead to Facebook, Instagram, LinkedIn, YouTube and Twitter accounts active and updated. Martertin, Bissinger and Asta (2023) validate cross-channel social presence personalisation of customer touchpoints. Guo, Zhang and Xia (2023) relate integrated social signals to repeat-purchase loyalty. The Instagram has been the most active with the most engagement through class photos and profiles of the chefs. The links are not in tabs, but they open in the same browser-tab and this exposes the visitor to losing the booking before it is finalized.

	
Section 3 – Perceived Value

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


	Answer:
Services are presented by a top-level menu between publicly available classes and corporate events, one-to-one tuition and gift vouchers. Every category is presented with its own landing page including descriptive copy and prices. According to Guo, Zhang and Xia (2023), clear service architecture eases the cognitive load and enhances perceived value. Maguire (2023) suggests home pages, which contain clear calls to action explaining what the business proposes. The Cooking Academy organization, though not new, meets this, but a one-page summary of all the types of classes would be beneficial to new visitors.

	Question 3b -  How are customer reviews made available? Are these up to date? 
The testimonials will be included on each page of the classes and in the reviews section, which will be complemented by the independent Tripadvisor and Facebook ratings. Most quotes include the names attributed, but not the dates, which dilute their freshness messages. The study by Rosania and Wilujeng (2023) indicates that trust mediates purchase intention via recent and dated reviews. According to Daoud, Sharabati, Samarah and Alqurashi (2024), SMEs do not take advantage of review-display technology. The credibility would be enhanced by including timestamps and totaling the number of stars on each individual product page, especially when it comes to the more expensive corporate packages where consumers would be interested in having a verifiable quality to rely on.

	Answer:


	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: 
Quality signs consist of credentials of the founder as a Nutritional food scientist, small groups, high-quality ingredients and professional kitchen equipment. Credibility cues are also included by Maguire (2023) as some of the most significant factors of website usability. Martertin, Bissinger and Asta (2023) associate emotional storytelling with perceived service excellence. The mix of professional chef profiles, practical format and Hertfordshire location is attractive to the learners who are interested in authenticity. It would be recommended based on the breadth of the curriculum in Indian, Thai, Korean and Mediterranean cuisines as well as the authentic education of nutrition, which would separate the school among the purely recreational competitors.

	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:
Each product page will show prices in pounds sterling and class costs will be between about £39 (Virtual classes) and many hundreds of pounds (Full-day in-person tuition). Guo, Zhang and Xia (2023) ascertain that transparent pricing enhances usability and trust. Daoud, Sharabati, Samarah and Alqurashi (2024) confirm that transparent costs decrease abandonment among SME buyers. Pricing indicates the high end positioning, but pricing of corporate events must be inquired. Indicating price ranges of corporate packages would lessen the friction of comparing suppliers with the buyers who are procurement oriented.

	Section 4 – Searchability


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

	
	2. cooking school Rickmansworth

	
	3. learn to cook Indian UK.

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


	Answer: 
In the case of cookery classes Hertfordshire, and cooking school Rickmansworth, the site is ranked in the top three organic results with the location based ranking signs. Daoud, Sharabati, Samarah and Alqurashi (2024) affirm that local SEO leads to discovery among SMEs that have physical premises. Rosania and Wilujeng (2023) associate visibility and perceived legitimacy. On larger queries like learn Indian cooking UK, the site is further down the list since larger national competitors are taking over. Enhancing location-specific keywords and posting new content regularly in the blog would solidify the top-ten results in a greater number of search terms.

	Section 5 – Reflection and conclusion

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

	Answer: 
Websites continue to play the key role in UK business credibility as they are owned and are under the control of the company as opposed to rented availability on the third-party platforms. Maguire (2023) believes that e-commerce web pages continue to be the main conversion space of the considered purchases. Guo, Zhang and Xia (2023) show that site design has a direct impact on satisfaction and loyalty that cannot be reproduced by social media. According to Daoud, Sharabati, Samarah and Alqurashi (2024), SMEs that invest in SEO and analytics will achieve tangible revenue advantages. In the case of a service such as The Cooking Academy where consumers do their research and then make premium-pricing, booking, trust and brand functions which are performed on the web are complimentary to those on mobile applications and social media.

	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 most useful addition would be to add a chatbot or live chat tool where an immediate reply is received during browsing. Rosania and Wilujeng (2023) demonstrate that real-time interaction enhances the mediation of trust between the reading of the reviews and the confirmation of the booking. Märtin, Bissinger and Asta (2023) associate conversational interfaces with emotional experience throughout the customer experience. Daoud, Sharabati, Samarah and Alqurashi (2024) observe small businesses implementing chat technology regain other enquiries that would have been missed during out of office hours. In a cookery school, where corporate buyers and gift purchasers frequently make decisions on the spur of the moment, real time replies to questions about diets, dates or numbers in a group would reduce the distance between interest and confirmed booking.
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