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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 home page loads fast with its main banners, images and navigation items coming in almost instantly. Its fast-loading rate means that its users can navigate through their classes and booking facilities without haste. The implementation of fast load performance is critical since it promotes the creation of a good first impression and minimizes the occurrence of early drop-off in the process of browsing.

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


	Answer: The site features a broad assortment of sub-pages in the form of cookery classes, corporate team building, private tuition, gift vouchers, recipes, and contact details. The navigation is simplified with a top menu with drop-down categories labelled. Structured layouts and buttons direct users effectively through the site relying on the established principles of usability so that they will not be confused and will not give redundant clicks.


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

	Answer: Customers can use the site to make bookings. On every course page, there is an option of either Book Now or View Dates which takes one to a basic booking form. The users can pick dates, check out the details of the classes and make safe online payments. This allows user-friendliness as every step of a booking process allows easy decision-making while enhancing the entire process (Garrett 2011).

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


	Answer: Installing a live chat system would help users who have fast queries when making bookings. A large search box would assist in easy access to the types of the classes, prices, and frequently asked questions by customers. The layout of the site could be improved by adding a page with a list of classes to attend with the option to filter the information by level, date, and cuisine.

	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 site is clean, modern and appealing to the eye using high quality pictures and plain colour selections. It is easy to read the text, and pages are organised. The design is a vertical scroll displayed as a small menu on mobile, although the branding and graphics are the same. This is a responsive layout that offers smooth and positive experiences to users of different devices (Chaffey 2020).



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


	Answer: The Cooking Academy employs a high professionalism of photographs of dishes, chefs and classes to convey quality and excitement. The palette used is neutral and classy, which promotes a high-end touch. Photos remind the customers about the experience and motivate them to make a reservation, and they visually facilitate the emotional involvement required in making the decision (Lemon and Verhoeff 2016).


	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 site does not include a live chat option, making customers to either use email or contact forms, a fact that slows down the response. The implementation of live chat would enhance the quickening process of the decision-making process, minimize confusion, and assist the customers in comparing classes or dates. Online chat solutions are known to enhance customer satisfaction as well as support efficiency (McLean and Osei-Frimpong 2019).

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


	Answer: Instagram and Facebook links are present on the site that direct to active pages with real cooking sessions, dishes, and reviews. The links are used to increase the trust and make the user more involved. It is also through social media that brand identity is enhanced, and users are given an opportunity to learn more about booking, strengthening the customer experience (Chaffey 2020).


	
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: Top menu categories have clear presentation of services like Cookery Classes, Private Tuition, Corporate Events, and Gift Vouchers. The page contains description of the courses, images and prices per page. The organised structure enables users to know immediately what the company has to offer and makes informed decisions. The presentation of the service clearly is one of the components of good user experience (Garrett 2011).

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


	Answer: The reviews of customers are available both in Google reviews that are linked to the site and the comments on social media. These include new feedback of actual participants. The updated reviews create credibility and make the customer have trust in the service. It would be even more powerful to show selected reviews on the site to facilitate value perception (Laudon and Traver 2021).


	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, description of the classes, credentials of the chefs and clean layout design are some of the evidences of the quality of service. The location emphasises the practical learning, quality kitchen equipment’s, and professional training. I would suggest The Cooking Academy due to its possible practice and skills in cooking, the variety of cuisines, and friendly atmosphere of the learning process that may be offered to everyone (Lemon and Verhoef 2016).


	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: The prices are visible on every page of the classes and the available date. The prices are equal to the high-quality teaching and effectively furnished facilities. Open pricing enhances confidence and makes customers make the right value assessment. The presentation of prices matters due to the minimisation of uncertainty and the ability to decide (Laudon and Traver 2021).


	Section 4 – Searchability


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

	
	2. Cooking school UK

	
	      3. Learn to cook

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


	Answer: Yes, in case of the search of such words like cooking classes UK, or The Cooking Academy, the site is on the first page of Google. Good ranking enhances ease of visibility and customers can easily find and book courses. Digital competitiveness relies on the high performance of the search engines (Fishkin 2015).


	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:  On the one hand, websites have remained very relevant in contemporary UK business. They deliver correct data, facilitate an online reservation service, and aid in gaining customer confidence. Although social media is a necessity, websites serve as the hub of credible information, prices, and safe transactions. An excellent web site will also increase visibility in search, customer experience, and credibility of the business. The digital age continues to depend on websites as a means of communication and marketing to decision-making processes by customers (Chaffey 2020).


	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: One of the major improvements would be the introduction of a live chat feature. Customers will have several inquiries regarding the level of classes, dietary, or even appropriate dates. The interactive chat would enable this, and users would be assisted to make the correct choice on the type of class and to finalize their bookings safely. Live chats eliminate the element of hesitation and enhance a sense of satisfaction. It is known to help improve the digital customer experience and help facilitate more engagement by adding chat tools (McLean & Osei-Frimpong 2019).
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