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	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 site loads quickly on desktop and mobile, with uptime of two to three seconds. Images and banners appear instantly, reflecting responsive design benefits highlighted by Horbinski, Cybulski, and Medynska‑Gulij (2021), which reduce waiting time and improve satisfaction. Fast access to menus, pictures, and booking lowers bounce rates and increases engagement. Quick loading also supports inclusivity for slower connections (Apostolidou & Fokaides, 2023) while boosting search competitiveness, enhancing visibility, and strengthening overall online presence.


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


	Answer: The Cooking Academy website contains 15 sub‑pages organized into categories such as Cookery Courses, Corporate Events, Private Tuition, Team Building, Gift Vouchers, and a Blog. Each course page presents outcomes, dates, prices, and booking links. Navigation relies on dropdowns, though some with 10–15 items appear crowded. Breadcrumbs, in‑page links, sidebars, headings, and consistent layouts aid orientation. Reducing visible dropdowns could improve clarity, ensuring first‑time visitors enjoy a smoother, less frustrating browsing experience.

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

	Answer: Yes, the online booking system enables customers to reserve cooking classes directly through the site. Each course page displays available dates, prices, and a booking button, while checkout is simple, allowing reservations and payments online. Clear call‑to‑action buttons guide users step‑by‑step, with confirmation messages and secure payment gateways enhancing trust. Flexible payment options and visible cancellation policies further increase confidence, encouraging commitment. Overall, the system improves usability, supports customer assurance, and strengthens the Academy’s professional service.

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


	Answer Although The Cooking Academy site is well designed, several tweaks could improve usability. Dropdown menus, especially for Cookery Courses, appear cluttered and could be simplified by sub‑categorizing options such as Beginner Classes or World Cuisine. A larger, more visible search bar and filters by cuisine, dietary needs, class length, or proficiency would streamline browsing. Accessibility enhancements like bigger fonts, stronger color contrast, and booking progress indicators would ensure efficiency and inclusivity..


	Section 2 – Pleasure – Customer Experience

(75 words maximum for each answer)

	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, modern, and visually attractive, with high‑quality images and well‑spaced content on desktop. Mobile design is engaging, though menus and images appear slightly compressed due to smaller screens. Unified branding across devices enhances recognition and credibility. While mobile optimization is effective, refining spacing and font sizes would improve readability. A consistent cross‑platform visual experience is crucial, as many users first browse via mobile before booking on desktop or tablet.


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


	Answer: The Cooking Academy’s user experience relies heavily on imagery, with bright photos of food, ingredients, and classes effectively conveying course practicality. A friendly colour scheme of whites, greens, and earth tones reinforces brand identity. Minimal video use adds value without compromising speed or simplicity. Imagery fosters emotional involvement by showcasing real experiences and outcomes, creating interactive storytelling. Consistent colours enhance professionalism, while balanced media ensures engagement without sacrificing performance or accessibility



	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: The Cooking Academy’s chat tool responds quickly to enquiries, enabling customers to ask about classes or suitability before booking. While initial replies are sometimes automated, the feature enhances communication and builds confidence. Compared with email, live chat reduces response time and provides instant reassurance. Satisfaction could be improved by smoother transitions between automated and human responses. Overall, the tool supports decision‑making and adds a personal touch to the online experience


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


	Answer: Social media icons link to active platforms like Instagram, Facebook, and LinkedIn, where photos, videos, reviews, and updates reveal a brand’s personality. These accessible channels keep customers in constant contact with the company while showcasing authentic interactions as social proof. Frequent updates highlight that the brand is alert and dynamic. By promoting sharing, these platforms attract new customers and foster a more engaged community than the website alone..

	
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 site clearly presents its services, including cooking classes, corporate events, food consultancy, and personal tuition. Each segment provides descriptions, advantages, and pricing, with logically divided categories that clarify learning outcomes (Wagh et al., 2024). This structure enables comparisons, reducing customer uncertainty. Clear explanations of outcomes and benefits enhance perceived value, while transparency supports decision‑making. Overall, the site conveys professionalism and credibility, strengthening its position in the competitive culinary education industry.

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


	Answer: Customer reviews are displayed across course pages, with testimonials featured throughout the Cooking Academy site. Many are recent, reflecting participant satisfaction and verified sources that build trust and aid decision‑making. Reviews positioned near booking areas provide reassurance, while timely feedback enhances credibility and reduces perceived risk. Extended testimonials allow prospective clients to identify with past participants, boosting confidence and encouraging reservations beyond casual browsing, thereby strengthening the Academy’s professional image and customer engagement.

	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 promotes itself as a quality institution through expert chefs, small classes, and practical learning. Professional photos and detailed course descriptions reinforce this image. The service offers systematic instruction, sociable settings, and valuable skills appealing to both novice and experienced cooks. Emphasis on professional chefs conveys exclusivity and value, while small groups ensure personalized attention. Combining education, leisure, and social interaction, the Academy provides an attractive experience for personal growth and enjoyment

	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, on course pages and at the time of checkout, the prices are clearly displayed. They seem to correlate with the high-end experience provided in the light of the experts in their guidance and the quality facilities. The visibility soothes the customers to believe in the quality they get. Showing prices clearly will enable the customers to plan their spending and prevent any unforeseen expenses. Such transparency symbolizes confidence in quality of service. Customers they are ready to pay more when the prices are aligned with professional presentation and expert teaching, as they will be considered as right as a result the relatively premium experience they will be provided with.

	Section 4 – Searchability


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

The keywords are easy to spell and are among frequently used key words that would find in search engines that a potential customer path may take when seeking culinary education. The wider but still applicable words used will enhance the possibility of identifying the Cooking Academy amid other rival vendors in the same sector.
	1. Cooking classes


	
	2. Cookery school


	
	3. Food courses


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


	Answer: Yes. The Cooking Academy has been ranked highly on search engine optimisation as it is visible in Google ranking when these terms are consulted. The success in the top ten search results suggests the good usage of SEO techniques like key word optimisation, good quality or content, and good performance of the site. Top rankings enhance exposure, confidence, and traffic, and eventually more chances of booking and more brand recognition in the competitive digital environment.

	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: The Cooking Academy website remains central as an online sales outlet, offering information, reservations, customer communication, and promotions. Despite increased social media use, customers rely on credible sites for trust and detail. Effective websites enhance search visibility, reaching wider audiences professionally (Simmons et al., 2023). Serving as focal points, they integrate social media and email marketing while ensuring brand ownership. In the UK, online research drives purchase decisions, making professional sites vital for credibility, competitiveness, and engagement.

	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: My suggestion is to have more obvious filtering options in courses about cooking. Users have the chance of wasting time scrolling to locate the correct class among numerous possibilities. Cuisine, skill level, dietary requirements or date filters would improve the navigation and decrease the work of the customers. This enhancement would offer a better booking experience and enhance customer satisfaction overall. This suggestion is according to what is known as user-centred design, it is efficient and convenient to the user. Better filtering would help minimise frustration, particularly on repeat users. By making it easier to discover courses, the Cooking Academy may get higher conversion rates, more recurrently booked, and become known as a place to get an easy online experience.
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