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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 website loads efficiently, with images and menus appearing instantly. Pages transition smoothly, which supports good usability principles such as a quick response time and minimal friction for users (Nielsen, 2020).
Allowing clients to not be discouraged when browsing the website, and potential customer referrals.


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


	Answer: 
Yes, the website contains multitude of sub‑pages, including cookery classes, corporate events, and wellness services. Customers can navigate using a clear top menu with dropdowns, supported by buttons such as “Find a Class.” This aligns with recommended navigation structures for user‑friendly websites (Nielsen, 2020). The subpages can easily be accessed by either the three lines on the top left-hand corner or by simply dragging your mouse over the words at the top.

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

	Answer: 
Yes, customers can book directly through the website. Each class page includes a “More Info + Booking” button that leads to a booking form where users can select dates and secure a place (The Cooking Academy, 2026). However, I would say that even though a few of the buttons were throughout the home page instead of one button that leads to a drop-down menu would be simpler.

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


	Answer: The homepage could be simplified, as it contains repeated banners and large sections that require extensive scrolling. Streamlining the layout and adding a prominent search bar would improve overall service of the website and reduce cognitive load (Nielsen, 2020). Additionally, I also think that the website could benefit from using a clearer calendar to book classes in from such as a table structure, this would not only save scrolling time but also customer retention. 


	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 webpage is visually appealing, using high‑quality  imagery on a clean layout. On desktop, the design feels spacious, while on mobile the content stacks vertically, requiring more scrolling. Despite this, the visual experience remains consistent and professional (The Cooking Academy, 2026). The website uses a variety of imagery to pique customers interest, drawing them in using compelling visuals from previously hosted events. 


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


	Answer:
The site uses vibrant photos of food to highlight classes and events. Warm colours create an inviting atmosphere, and images help customers to visualise the experience. Although video is limited, the strong imagery effectively communicates quality and professionalism (The Cooking Academy, 2026).

	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 website does not appear to use an online chat tool. While information is clear, a chat function can improve customer experience by offering instant responses, which is a common expectation in digital services (Nielsen, 2020).

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


	Answer: Social media links are present but not highly visible, appearing in the footer. Making them more prominent could improve engagement and help customers explore other content, reviews, and updates (The Cooking Academy, 2026).


	
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 presented through labelled sections such as “Cookery Classes,” “Corporate Events,” and “Wellness in the Workplace.” Each section offers descriptions and links to detailed pages, helping customers understand what is included (The Cooking Academy, 2026). Such a pattern of presenting organised and categorised information would be attractive to clients as they are clearly signposted to relevant services. This saves time and enhances customer’s experience. 


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


	Answer: Customer reviews are available on class pages and are given dedicated sections. Although not all reviews show dates, they appear genuine and relevant. Reviews build trust and support perceived value (Nielsen, 2020). Therefore, businesses with helpful reviews tend to be more trusted and attractive to clients than businesses or websites with no reviews. 


	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: 
High‑quality imagery, expert‑led class descriptions, and a focus on nutrition and wellbeing present the service as premium. The professional tone and detailed information reinforce this. I recommend the service as it offers hands‑on learning and expert instruction on various skills to learn  (The Cooking Academy, 2026).

	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:
Prices are clearly displayed on class pages during the booking process. They reflect the premium nature of the service, considering the specialist class themes and expert instructors. This aligns with customer expectations for high‑quality experiences (The Cooking Academy, 2026).

	Section 4 – Searchability


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

	
	2.cookery classes

	
	3. team building cooking 

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


	Answer: Yes, when searching the terms such as the cooking academy it tends to appear instantly at the top of the page however anything similar tends to be a bit of scrolling through the lists.


	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: 
Websites remain highly relevant in modern UK business, acting as a central hub for information, branding, and customer interaction. Despite the growth of social media, customers still expect a professional website to check prices, explore services, read reviews, and make bookings. Research shows that most UK business maintain a website as it boosts credibility and supports customer decision making (Statista, 2024). For organisations like the cooking academy , a website is essential for displaying classes, explaining services, and enabling online bookings. It also helps improves the search engine visibility, helping attract new customers, while providing key details such as contact information. Social media links, management insights , and any achievements or awards.

	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 key improvement would be to streamline the homepage layout. Currently, the page contains multiple large banners and repeated sections, which can make navigation feel overwhelming. Reducing repetition and organising content into clearer sections would help customers find information more quickly. Adding a prominent search bar at the top of the page would also improve usability, allowing visitors to locate classes or services instantly. This change aligns with usability principles that emphasise simplicity and ease of navigation (Nielsen, 2020). A cleaner, more structured homepage would better reflect the professionalism and high quality of The Cooking Academy’s services as well as making the user experience feel more streamlined and concise.
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