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	Student Number
	
	Student Name
	

	

	Website Chosen 
	The Cooking Academy

	Insert hyperlink to website
	https://www.thecookingacademy.co.uk/ 

	

	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 is not always reliable to load. On certain pages, the page fails to display elements of design like images, backgrounds and styling, and all that appears on the page is a blank white page with the text showing navigator. This indicates slow loading of pages, probably due to poor asset optimisation or loading errors. These problems could leave a bad first impression, and this could frustrate potential clients who are more likely to abandon the site before they even look at its contents.


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


	Answer: There are numerous sub-pages in the area that are concerned with cookery classes, corporate events, wellness programmes, a blog about nutrition, a spice shop and a contact page. Making it easy and understandable is done by a top menu bar that is well labelled with dropdown links and options that provide direction to an area. This hierarchy allows it to be easy to ensure that a potential customer selects the correct category of class or service without getting lost in the search and to have a cogent and clear browsing process across the site.


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

	Answer: Yes, the customers will be able to book using the site. On each of the class pages, there is a booking option, where a user can pick a booking date, check availability, and move on to online payment. This is very convenient, which eliminates calling the business to book a place or emailing. The self-service booking system enables the process to be available at all times, enhancing the entire customer experience of the would-be customers.


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


	Answer: The first thing which needs to be done is to make the page rendering problem better. On certain sub-pages, the CSS and images are not loaded at all, and there are only white blank screens. This is a huge technical error that is detrimental to credibility. Other than this, a home page search box and live availability calendar would be more useful to make users more rapid in finding classes. The easier way of making the mobile dropdown menu structure would enhance the entire browsing experience of smartphone users as well.


	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: When the pages are loaded properly, the site looks warm and professional with a necessary touch of earth-tones and food photography that makes the site inviting. Nevertheless, there are sub-pages when design is broken down, such as the corporate division, in which some sub-pages show only a blank white screen with no other elements. This discrepancy is a major detraction from the visual experience. On cell phones, the responsive design tends to work quite well, even though the broken pages have an equivalent impact on both tablets and smartphones.


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


	Answer: The site uses quality food photography extensively to display colourful, appetising food and cosy classroom settings. The colour scheme is dominated by earthy green and brown colours, enhancing the natural, health-centred brand image. Although no outstanding embedded video tutorials can be found on the home page, the static images are used properly, conveying the mood and the quality of classes. The use of a similar visual approach on the entire page enhances the brand and also makes the experience of surfing engaging.


	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 seem to have a live chat tool for general visitors. The contact with the customers is to be addressed by means of a phone number and an email address available on the Contact page. Lack of a live chat service is an untapped potential, and potential customers who have fast questions regarding the suitability of the classes or their diets will be put off asking. An interactive system (live chat) would go a long way in increasing interaction and minimising the booking barrier.


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


	Answer: The site contains links to social media sites like Instagram, Twitter, LinkedIn and Facebook. But these links are not saliently placed on the homepage and hence can be easily ignored. The Facebook page has 4.3k followers, nearly 300 reviews, and it is an indicator of an active and engaged community. The social media links should also be positioned at a higher position, such as the header within the hero section, which would encourage visitors to subscribe to the brand and receive regular updates and offers.


	
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: Services are well displayed on their specific pages, including community cookery courses, company team building events, wellness programmes and spice shop. The classes are organised by category, where each category has its own page with the full description of the class, who it targets, and the learning segments. This carefully designed layout enables the customers to see at a glance which service is best suited to them, and there is less chance of confusion amongst them. It also shows that the business is keen on serving the customers, and as such, the communication of the offer focuses more on the customer.


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


	Answer: Customer testimonials appear throughout the site, especially on the corporate events page, including quoted testimonials from the customer organisations. The company is also visible on TripAdvisor and Trustpilot, where it has its reviews. The listing on TripAdvisor includes the positive reviews left by recent visitors, so it is reasonable to consider them to be reasonably up to date. Nevertheless, there are few reviews on the Trustpilot page, thereby restricting its usefulness as a full-fledged review site.


	Question 3c – How is the service presented as high quality? For what reasons would you use the company’s service or recommend it to a friend or family member? 


	Answer: Quality is conveyed by the qualifications of the founder, Kumud Gandhi, a Nutritional Food scientist, bestselling author and a keynote speaker. Prestige is further supported by the focus on small classes, learning experience, and science-informed nutrition. I would suggest a friend as an individual who would like to have a unique, educational and social experience that builds up real cooking skills and health knowledge, which is especially exciting as a present or as an experience with a family.


	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, prices are obviously stated on the classes page. Half-day classes cost £125 and full-day classes cost £199, and one-on-one classes cost at least £1200. Such prices can be justified by the low classes (small classes), teacher-centred learning, and food priority within each session. The value proposition will be evident to the potential customers: The level of expertise and individual approach make the prices clear and reasonable.

	Section 4 – Searchability


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

	
	2. Course 

	
	3. Hertfordshire

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


	Answer: With particular searches like cooking classes in Rickmansworth, or the Cooking Academy UK, the site will be visible in the result list. To a more general keyword, though, like Cooking course Hertfordshire, the site would be competing with some bigger sites, such as Viator and Time Out, which would relegate it to the first page. Search engine optimisation (SEO) and local listing management would also aid in enhancing a bigger, more competitive search keyword presence.

	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: Yes, websites are also very relevant to up-to-date businesses in the UK. Even with the rise of social media, a specific site is the main digital presence and provides a degree of credibility for a brand. In the case of The Cooking Academy, the website acts as a focal point of the site where customers can browse the classes and classes, learn about the company principles, book their courses and have the contact information of the company all in a single location. Interest is created on the social media platform, but customers usually visit a website after which they decide whether or not to give a purchase order. Search engine visibility is also enhanced by a well-maintained site, which will be critical for acquiring new customers unfamiliar with the brand. A business with no website runs the risk of appearing less professional and losing out to competitors as far as sales are concerned.


	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: I would suggest the introduction of a live chat on the site as one of my primary recommendations. Today, potential customers have to contact the business via mail or call to query about something, and this may postpone the decision-making process, hence losing bookings. The barrier to purchase would be reduced, and a live chat tool would enable visitors to inquire about the suitability of the classes, dietary accommodations or availability on a real-time basis. Studies indicate that enterprises that employ live chat have a far greater rate of turning visitors to their websites into customers. This is more so when establishing a business that is based on services, and the reassurance an individual gets about the organisation may be a determining factor. Such an addition would create a better customer experience, capture the current digital demands and eventually be helpful in achieving business success.
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