	LCLM4002_BIRM Digital Skills Task 3
Website Evaluation  


	Student Number
	2435676
	Student Name
	Ibrahima Diop Diaban

	

	Website Chosen 
	

	Insert hyperlink to website
	

	

	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 web page is efficient and does not take much time to load. Its home page is very reactive, and navigation between the various sections is smooth, uninterrupted,despite the various images and media content that are also added. The minimal and properly arranged design helps boost the speed even more,meaning a prompt load time (Jacobs,2022).The site overall offers a smooth and pleasant experience of navigation to the users, whether using the desktop or mobile versions.


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


	Answer: Yes,its site has multiple sub-pages,such as the offerings of the various types of cooking classes,corporate events,and gift vouchers.Navigations is easy ,having a top menu bar and dropdown options that navigate to easy defined sections.There is also a search bar that allows the user to easily find certain information (Kowalczyk and Szandala,2024).The design is user-friendly,and the key services,such as reservation and contact,can be accesed very easily.


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


	Answer: Yes,the customers can also book classes through the site.It provides an easy-to-use booking service that lets one select the most preferred type of class,date ,and time,and proceed with the payment.The checkout process is also clear and follows a clear explanation that lets the user easily complete their reservation,as there is no need to leave the site or visit any other webpage.


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


	Answer: Altough the site is typically user-friendly,it could be in such a way that it will be impoved by incorporating a feature that will enable users to use the classification of the different types of classes offered,like experience level or dietary choices.This would enhance easy access among the users in classes that best suit them (Cimpago and Kusuma,2024).Also,providing live chat services when booking into the system would also enhance the user experience.


	Section 2 – Pleasure – Customer Experience

(75 words maximum for each answer)

	Question 2a – How pleasant does thewebpage look? Are there any differences in appearance on a mobile phone versus a computer? 


	Answer: The Cooking Academy site is well-designed,modern and focused on quality photos as well as simple layout.The colour palette is also welcoming and has a warm and appetising accent that echoes the culinary theme (Kuo et al.,2022). The site is able to scale slowly. The desktop version is better because it gives more spaciousness with bigger images that complete the whole experience.


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


	Answer:The site is appropriate for use of imagery,representing high-quality images of the cooking classes and food.The site is also dynamic in terms of videos,where they emphasise class experiences and customer testimonials.Its colour sheme is composed of warm colours such as oranges and reds,wich are also warm and appetising,yet with professionalism (kuo et al.,2022). The visual arts.video and colour also aid in producting a warm and favourable mood for the visitors.


	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:An online chat tool is lacking on the site.Although customers have the option to contact them trough email or phone,a live chat option would be better to improve the user experience and assist them in the process of booking classes or asking questions faster and more conveniently,since it will be in real time.The inclusion of such a tool would probably enhance customers satisfaction as it would provide immediate answers to the questions.


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


	Answer: Referrals to social media on the site are good at stimulating user activity. They are vividly displayed in the header and footer,where a visitor is redirected to such platforms as Instagram,Facebook,and Twitter.These connections will offer an easy means through wich customers will be connected and updated about the classes provided,promotionsand food content (Blazheska et al.,2022).Its active social media accessibility increases brand awareness and creates a community around business .


	
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 Cooking Academy provides clear services that are displayed in well-organised pages featuring the display of various classes (e.g.,team-building,corporate events,private classes).All classes will have an excellent description of the classes,like the duration,what is included and the intented audience ( Wirtz et al.,2023).It is also through this transparency that customers are awre of what they will get by taking the specified classes,so that they can easily decide on what service will best suit their interest .


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


	Answer:The reviews section of customers is posted on the site,especially on the class booking and testimonials pages.They are current and contain numerous favourable reviews from previous users.The review section sometimes contains precise information on experience that includes how good the trainers are,how valuable the lesson is and the overall ambience that can assist the prospective clientele to understand what kind of service delivery they are likely to receive .


	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: The Cooking Academy positions itself as quality service based on good branding and professional chefs,as well as an extensive selection of classes (Li et al.,2021).I would suggest the service because of its great teaching,the variety of classes that is has,and its reputation,wich is maintained,making the service perfect for people who want to learn and look forward to hands-on learning in appositive environment .


	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:Yes,each of the classes has had its prices clearly stated on the site,hence providing customers with transparency of what to expect (Nabella,2021). The prices are also in line with the quality of the service provided since the prices are a reflection of the experience of the chefs,the quality of the food,and the nature of the classes,wich are immersive .Such transparency makesit easy to gain customers confidence and trust in the product they buy.


	Section 4 – Searchability


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

	
	2.Private cooking lessons 

	
	3. Team-building cooking events

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


	Answer: Yes,the prices of each of the classes have been indicated clearly on the site,therefore giving the customers the impression of what to expect.The prices are also aligned to the qualityof service offered,as the prices are a projectionof the experience of the chefs,the quality of the food,and the classes are immersive (Alby and Jaschke,2022).Customer trust and belief towards the product one purchases are easily achieved due to this kind of transparency .


	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,websites remain highly relevant in the context of the contemporary UK-based business as they serve as on online point of sale,displaying the necessary information,facilitating online purchases,and enhancing the brand name.The development of the professionally designed website is a crucial toolin getting and communicating with customers,providing easy navigation,wide access and the ability to disseminate the latest information and services ( Collier et al., 2022). A high online presence in the current technology-oriented world is essential in enhancing the customer experience,enhancing brand credibility,and enhancing sales.This as been particularly important in competitive industries like food services in that a stable website can help differentiate a business and,in the process,make a significant contribution towards its overall success.


	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: To enhance customer interaction,I would recommend the use of the online chat feature on the The Cooking Academy’s webpage. Though the site is already user-friendly,one would create a live chat feature so that a potential client can easily seek clarifications about the information on classes,their availability and the booking process,as the live chat makes them be assisted in real-time ( Purnomo,2023). This should help to reduce response time,increase the conversation rate,and improve customer satisfaction .Real-time guidance would make the booking experience even smoother and more convenient,and ultimately,the user experience,as well as make more customers willing to finalise the reservations.
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