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	Evaluation

	Section 1 – Usability

	Question 1(a) - How quickly and easily does the website load?
 

	
From a fresh load, the home page lands within 5-7 seconds. This is more than acceptable considering the large amount of photo media contained within the main page. Switching between the page links on the homepage is snappy and direct, making navigation back and forth between sub-pages easy to follow. Alongside the homepage links there is a simplistic burger menu, which keeps loading times down by offering condensed access to sub-pages.


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


	
On the homepage there are seven major sub-page links above a scrolling photo banner. When hovering the cursor over these, a drop-down menu of all the minor sub-pages contained within that major link appears. This approach is useful if the customer wants to quickly navigate directly to an exact sub-page. The same results are also achievable through the burger menu; however, the options featured are broader compared to the home page links.


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

	
Yes, a potential customer may book several cooking courses, either for individuals or even entire groups. There are five main categories with sub-sections that build in technicality, from knife skills to chef tutoring. Customers simply select the course(s) they wish to start, then, choosing a fixed date or open usage availability. Finally, there are options for use of promotional codes and gifting during payment. Multiple courses can be purchased at once using the cart system.


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


	
The homepage has lots of repeated advertisements for the services available, this is nullified by the sub-page links at the top of the webpage. Instead, the homepage could retain the sub-page links but have a company ethos or descriptor paragraph. This would reinforce customers about how they deliver a high-quality product and what opportunities they present upon completion. Doing this would also remove the need for an ‘about us’ sub-page, keeping the site more streamlined.


	
Section 2 – Pleasure – Customer Experience


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


	
The webpage has a very stripped back clinical look; however, this works in the favour of the business as it offers simplicity and an air of professionalism through the choice of fonts and images. The website is Identical between devices except for the major links at the top of the page. These major links have been migrated into the burger menu, which is a typical phone optimization to help with navigation.



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


	
The website has a contemporary and clean, simplistic design. The colour scheme is easy on the eyes using greys and black as the main background colours. This is contrasted by white text and a pale yellow for accents and buttons. Using this approach ensures the customer has everything important highlighted across the pages. Professional photos of completed dishes and classes convey the experiences and outcomes a prospective customer could expect when undertaking a course.



	
Question 2(c) – Has the website made use of an online chat tool on the website? How effective is this to enquire about the product or service? 
 

	
The website has a chat bubble that follows the user in the bottom right hand corner. This is useful for instant access to any required information the customer may have. The chat system uses an A.I. bot to quickly return enquires about services in a numbered list format. It used the 2025 consumer brochure and FAQs as internal sources to give effective answers concisely; this means the customer can readily rely on the information given.



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


	

The social media links are laid out in a group together on the website and are mostly interlinked on their prospective sites. The Cooking Academy favours their Facebook and Instagram sites for exposure and promotion. Unfortunately, there are three weaknesses, the LinkedIn page is un-noteworthy, there are no posts on their X account (formerly twitter), and their YouTube channel is in its infancy with under 2,000 subscribers and only thirty-nine videos uploaded to date.




	
Section 3 – Perceived Value


	
Question 3(a) - How are the services offered by the company made clear to customers?


	
All the services offered are explained in depth on the “Cookery Classes” page where individual courses are displayed in a grid view with a small descriptor. This works in tandem with the “About us” page which gives and overview of the values and qualities the cooking academy follows when taking on customers. They also refer to a business affiliate to show the quality of their herbs and spices which are also used on the courses.


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


	
Reviews are also found at the bottom of the “About us” page, it shows a passage from the customer; the customer’s name or group and the class they attended. The Cooking Academy have chosen not to show dates on any reviews; however, this is favourable. By not aging the review it gives the impression that the experiences had are consistent with that course and that there are no specifically advantageous periods to attempt a course.


	
Question 3(c) – 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? 


	
The Cooking Academy uses the imagery on the website to present clean, tailored kitchens led by experienced chefs. They also use the imagery of completed dishes to show the standard of results that any customer may achieve. I would recommend the private friends and family service to potential customers to receive the best package value as a reduced cost trial that may encourage others to find further value in extra classes.


	
Question 3(d) - 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? 


	
No, prices are not made outwardly obvious to a prospective customer, it is only after a particular course has been selected that pricing is displayed. The Cooking Academy has probably taken this approach to help customers find courses that they are passionate about. The only pricing that is shown openly is a private friends and family class for £1,200 for between 5-7 participants this gives better value per customer compared to individual courses.  


	
Section 4 – Searchability


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

	
	2. Education

	
	3. Classes   

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


	
When all three words are typed into Google as the phrase ‘culinary education classes’ The Cooking Academy does not appear in the top ten results, or even the first page of results. However, this is not an accurate representation of a phrase-based search as Google’s location integration returns local searches based on the I.P. address of a user. Unfortunately, this location feature cannot be turned off and will skew any searches made using non-location-based phrasing.


	
Section 5 – Reflection and conclusion

	
Question 5(a) - Do you feel that websites still have relevance in modern UK business? Explain your answer.


	
Yes, I would contend any serious business looking for longevity would have a user friendly and reliable website as an anchor point for its brand. This anchor point also involves any social media links used as marketing or brand outreach. Furthermore, both social media and the main website should be a two-way street to each other. Principles of marketing states; “The digital age has fundamentally changed customers’ notions of convenience, speed, price, product information, service, and brand interactions.” Kotler, Armstrong and Opresnik (2018, p.515). Finally, producing a website with an in-built storefront or reservation system allows any business to turn traffic into customers or potential referrals, especially when coupled with on-site promotions and gifting options.


	
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? 

	
My recommendation for improving The Cooking Academy website would be to implement a short three-minute video narrated by the company founder on the homepage. It should show detailed footage from one class of each difficulty tier to show the diverse cooking adventure to be experienced by customers. The narration should not only explain purpose and differences made through the classes, but it should also promote the benefits of the friends and family class and what value it offers. Principles of marketing continues; “All kinds of videos can go viral, producing engagement and positive exposure for a brand.” Kotler, Armstrong and Opresnik (2018, p.519). This means that you get a reuseable resource that can be used across different platforms. 
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