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	Answer:
The Cooking Academy website loads efficiently, with most pages appearing within two to three seconds on desktop. The homepage features high-resolution images together with embedded video content, which results in longer load times for users on slower mobile networks. Sharma (2023) states that websites which take a long time to load their content create a negative impact on user experience which results in higher bounce rates. The system currently operates well for its intended purpose, but mobile performance improvements together with customer retention enhancements will occur through media file compression.
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	Answer:
The website contains numerous sub-pages covering cookery classes, corporate events, nutrition programmes, a blog, an online shop, and contact information. The top menu bar with its dropdown options provides visitors with a logical pathway to explore the available services. First-time visitors might experience difficulty navigating the site because its structure remains organized but contains excessive sub-page content. A simplified navigation menu would help new users reach their desired content more quickly.
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	Answer:
Yes, customers are able to book their appointments through the website. The class page contains an obvious booking button which connects to an online booking system that enables users to choose their desired dates and course options. Online gift vouchers can be purchased by customers. The system enables users to access digital commerce platforms which establish optimal practices for small and medium-sized enterprises  (Bermeo-Giraldo et al., 2022). The system allows users to complete their reservation through a simple process that requires only a few steps.




	[image: ]

	Answer:
The homepage lacks a main search bar which creates problems for users who want to find specific courses through the website. Sharma (2023) emphasises that intuitive navigation directly influences conversion rates. The usability of the system will improve through the implementation of a search function that users can see and a top-level menu which provides easy access to all main features. The implementation of a general enquiries live chat system will enable potential customers to receive immediate responses which will help them decide whether to make a booking.
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	Answer:
The website displays visual attractiveness through its combination of warm earthy colors and professional food photography which creates an inviting atmosphere. The desktop layout provides users with a spacious design that maintains organised structure throughout the interface. The site functions properly on mobile devices by showing content that fits smaller screens. The mobile version of the website experiences slight delays when users access image-heavy sections. The professional aesthetic successfully establishes a warm atmosphere which showcases culinary skills to customers, thereby developing their trust and creating positive first impressions (Sharma, 2023).
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	Answer:
The Cooking Academy makes effective use of vibrant, professionally photographed food imagery and promotional videos throughout its pages. The brand uses natural earthy tones to support its mission of creating healthy, nutritious cooking content. Class page videos showcase the cooking space and instructor demonstration methods to assist customers in understanding their future experience. The website uses visual storytelling to build brand trustworthiness while creating emotional connections, which makes it more persuasive to potential customers.
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	Answer:
The website does not provide any visible live chat function which users can access. The website contains a live chat system which it restricts to users who have paid for their services. The main site does not provide instant communication for its visitors which results in a complete breakdown of their customer experience. The researchers Dwivedi et al. (2021) show that customers need real-time digital interaction for their engagement with businesses. The business lost an opportunity to transform website visitors into customers who would pay for their products.
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	Answer:
The website footer contains social media links that connect to Facebook, Instagram, and YouTube. The Facebook page shows active content through regular posts which have received almost 300 customer reviews, proving the page has built a strong community presence. Social media icons should be more visible because their presence needs to exist in both the header and footer to enhance platform reach and customer engagement according to Bermeo-Giraldo et al. 2022.

	Section 3 – Perceived Value     (75 words maximum for each answer)
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	Answer:
Dedicated pages show all services through their separate sections which display cookery classes and corporate events and nutrition programmes and team-building activities. Each page contains complete information about the programs which includes detailed descriptions and learning outcomes and class durations and group size details. The homepage uses bold category headlines and visual links to guide users efficiently. Customers can understand their purchased products because of this transparency which serves as the foundation for building their perceived value and purchase confidence (Sharma 2023).
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	Answer:
The homepage and corporate events pages display customer reviews in a prominent manner. The website displays five-star ratings from TripAdvisor Google and Facebook which are combined with named testimonials from people and organisations like Oracle Finance and Three UK. The testimonials that are shown to users contain content which dates back several years thus creating a minor credibility issue for customers who want to see current proof of service quality. More regularly updated reviews would strengthen trust (Dwivedi et al., 2021).
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	Answer:
The founder's credentials as a Nutritional Food Scientist and author and BBC broadcaster together with their work for FTSE 100 clients show the quality of their work. The academy stands out because it has small class sizes and a curriculum that includes nutrition education. I would recommend it to others for its unique educational approach which combines culinary skills with evidence-based nutritional science. The constant stream of positive customer testimonials supports the company's standing as a high-quality trustworthy service provider (Dwivedi et al., 2021).
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	Answer:
Class pages show their prices through direct price display. Half-day sessions cost £125 while full-day classes charge £199. The prices demonstrate premium product status because the program offers small group instruction together with expert nutritionist-chefs and a science-based curriculum. The specialist cookery school charges competitive prices for its cooking training programs. The website does not provide corporate event pricing information because it requires customers to contact them directly for customized package solutions, which serves as a standard and logical method for businesses that offer personalized services.






	Section 4 – Searchability

	Question 4a – What three words would you type into Google to find this type of service?
1.  Cooking classes London
2.  Indian cookery class UK
3.  Corporate team building cooking
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	Answer:
The Cooking Academy shows strong SEO performance, because it appears in the top ten Google results for both 'cooking classes London' and 'Indian cookery class UK' search queries. The website uses keyword-optimized content which creates multiple location-specific pages and receives positive reviews from users who visit third-party sites like TripAdvisor and Google. To achieve consistent top-ten visibility on competitive search terms such as 'corporate team building cooking', businesses must invest in both paid advertising and content marketing.

	Section 5 – Reflection and Conclusion     (120 words maximum for each answer)
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	Answer:
Yes, British businesses must maintain their website presence because it remains necessary for their operations in 2026. The platform functions as a primary online location which enables customers to find information and assess business trustworthiness and make purchases. Social media platforms have become increasingly important yet they fail to match the credibility and substance which a well-constructed website delivers. The research conducted by Dwivedi et al. (2021) shows that businesses must establish their digital identity through professional websites which function as the fundamental element for their sustainable business development. The Cooking Academy needs a website because it provides service businesses with detailed information that customers can search which social media platforms cannot deliver. According to Bermeo-Giraldo et al. (2022) small and medium enterprises that build strong online presences achieve superior customer acquisition results when compared to enterprises that rely only on social media.
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	Answer:
The website requires a live chat function which must be placed in an easily seen area to provide all users with access to the service. The customer experience becomes difficult because prospective customers need to contact us through email or telephone before they can make a booking. Sharma (2023) shows that business websites increase their conversion rates when they use instant communication tools which help customers resolve their doubts during their inquiry process. The Cooking Academy needs to establish a live chat button on class listing pages and the homepage to provide real-time answers to visitor questions which will increase customer trust and result in more confirmed bookings.





Reference List

Bermeo-Giraldo, M.C., Valencia-Arias, A., Ramos de Rosas, J.D., Benjumea-Arias, M. and Villanueva Calderón, J.A. (2022) ‘Factors influencing the use of digital marketing by small and medium-sized enterprises during COVID-19’, Informatics, 9(4). Available at: https://doi.org/10.3390/informatics9040086 (Accessed: 19 March 2026).

Dwivedi, Y.K., Ismagilova, E., Hughes, D.L., Carlson, J., Filieri, R., Jacobson, J., Jain, V., Karjaluoto, H., Kefi, H., Krishen, A.S., Kumar, V., Rahman, M.M., Raman, R., Rauschnabel, P.A., Rowley, J., Salo, J., Tran, G.A. and Wang, Y. (2021) ‘Setting the future of digital and social media marketing research: Perspectives and research propositions’, International Journal of Information Management, 59, p.102168. Available at: https://doi.org/10.1016/j.ijinfomgt.2020.102168 (Accessed: 19 March 2026).

Sharma, H. (2023) ‘The importance of website usability in digital marketing: a review’, London Journal of Research in Computer Science and Technology, 23(3), pp. 25–32. Available at: https://journalspress.uk/index.php/LJRCST/article/view/194 (Accessed: 19 March 2026).

The Cooking Academy. (2025). Cooking Academy. [online] Available at: https://www.thecookingacademy.co.uk. (Accessed: 19 March 2026).


‌

image6.jpeg
Section 2 — Pleasure — Customer Experience (75 words maximum for each answer)
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Question 2a — How pleasant does the webpage look? Are there any differences in
appearance on a mobile phone versus a computer?
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Question 2b — How does the website use imagery, video and colour?




image9.jpeg
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?
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Question 2d — How effective are the social media links on the website?




image11.jpeg
Question 3a - How are the services offered by the company made clear to customers?
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Question 3b — How are customer reviews made available? Are these up to date?
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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?
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Question 3d - Are prices made clear to customers? If yes, do the prices reflect the quality of
e




image15.jpeg
Question 4b — When you type these words into Google, does the company's website appear
in the top ten websites?
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Question 5a — Do you feel that websites still have relevance in modern UK business?
A ———
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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?
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Section 1 — Usabil

ity (75 words maximum for each answer)
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Question 1a — How quickly and easily does the website load?
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Question 1b — Does the website contain many sub-pages? How does a prospective
customer navigate these?
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Question 1¢ — Can a customer make a booking via the webpage?
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Question 1d — What improvements could be made to the usability of the website?




