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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 website provided a very smooth experience to the user this made me very satisfied because I have experienced websites that took a very long time to access. In agreement with Jacobs (2018) several businesses fail to recognise the significance of the website loading times, this can reduce customer investment and profitability of many businesses. However, the easy and fast access to the Cooking Academy website demonstrate reliability and professionalism. 


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


	Answer: The Cooking academy website has an easy approach regarding to sub-pages. For example, the website has a Cooking Team Building & Leadership Events with a sub-page containing 14 different activities, like Cookery Team Building Events or Food Innovation & Inspiration and so many others. In addition, the Cookery Classes page have 5 different sub-pages. The website also contains a Gift vouchers page where clients can Redeem and has a Wellness in the Workplace that contains 9 topics. An About us section is also available with a Blog with 5 sub-pages. Everything is well structured and divided facilitating the costumer navigation. 


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

	Answer: Although customers can enquiry through the website, I did not find the process very efficient. Client needs to fill up a form with name, email, contact number, the nature of the enquiry and a background information of the event. After providing all this information customers can submit and wait for a response. In addition, the website does not have a section for bookings instead it has a “Make an Enquiry” option. According to Le Chef Limited (2014), in The United Kingdom customers are preferring this type of service since it is easier and more practical. Customers are able to complete purchases independently without the need for direct interaction, except when assistance is required.

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


	Answer: The Website has a few improvements that need to be done in order to enhance and facilitate the customer’s overall experience. For example, the booking process can be improved by making it easier and faster. Reducing the booking process by using just a few clicks can making it more pleasant (Foris et al, 2019). Additionally, a calendar with the available dates would be beneficial for costumers to have the opportunity to choose their preferable dates. Subsequently this would give customers confidence and sense of control making them feel empowered.


	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: At the laptop a large configuration is more visible wide sections across the screen 
. Main menu easier to see information large text. Evidence at the top, more content available at once because of the large screen, text and image can be found also at the webpage can be opened more than a page and work side by side. Mobile app is Optimized for fast actions and for speed and easy accessibility. The mobile app they can be seen in a single column in vertical, content is built to suit a limited screen, customers scroll more to see information,



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


	Answer: The Cooking Academy Website they use imagery, videos, and colour to create an engaging and welcoming digital environment while supporting user understanding and connecting (Bonnardel et al, 2010). High quality image is used to showcase prepared dishes and learning spaces, allowing visitors to visualise the practical and creative aspects of the academy. Video content engages by presenting cooking processes, class activities or instructor demonstrations in real time. Colour is applied thoughtfully to create a warm and inviting atmosphere. Overall, the integration of image, video, and colour contributes to a visually rich and emotionally experience. Helping clients feel more informed and engaged with the cooking academy.


	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 website do not have a chat tool at the website, that makes the service not much effective. According to Shae et al (2007), a chat tool can improve help desk agent efficiency while improving end user satisfaction. By offering a chat service the cooking academy would interacting immediate with prospective clients, what they do have is the “Making an Enquiry”, this feature allows future and existing customers to seek clearing up regarding courses, bookings, pricings, or availability without the need for direct telephone or email communication. 


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


	Answer: The social media links at the cooking academy are an effective tool for extending clients engagement beyond the website supports communication with current and prospective clients and enhances the academy’s digital presence. These links enable customers to explore up to date content such as instructional videos and events. Social media platforms also allow for different way of interaction, a sense of community and strengthening engagement between the cooking academy and the users. 


	
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 service offered by the cooking academy are clearly and effectively through the design and content of the website, ensuring that customers can easily understand what is available to them. Clear heading to present information about courses, workshops, and booking options. This structure allows users to quickly identify services. Supporting as images and videos of classes in process. To help customers feel informed and confident in their decisions (Gehrke and Turban, 1999).


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


	Answer: Customers review at the cooking academy are made available through digital platforms, such as testimonial sections on the webpage and links to external review or social media, these reviews are visible and reachable allowing potential customers to evaluate, before making a booking decision. Regarding to informs the presence of recent date and references to current courses or events the reviews are regularly updated.


	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 services has a high quality over a combination of professional. Clear information and evidence of expertise. High quality presentation is well organised by professionals, detailed course explanations, clear learning, and evident information. There are several reasons why one would choose to use the cooking academy’s services or recommend to friends or family members. For example, the reasonable prices or the variety of services offered. 


	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 presented at the webpage are made clear to customers within dedicated course or booking section where fees are revealed beside course descriptions (The Cooking Academy, 2025). The prices presented are normally reliable with the quality of service represented on the website; by clearly displaying prices, the cooking academy exhibits honesty and confidence in the quality of these services, this approach gives customers a trust to make enquiries or commitments before understanding costs.


	Section 4 – Searchability


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

	
	2.cooking skills	 

	
	3. culinary classes

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


	Answer: The website appears in different positions for each subject. 
Academy cooking- The website appears in third place.
Cooking skills – The website does not appear in the top ten. 
Culinary classes – The website appears in fifth place. 

	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:  Overall, the website meets the necessary expectations for a modern UK business. A good promotion of the service can be seen both technological and with the consumers engagement. The website has a clear and transparent information with a good description of the services offered. In addition, it loads fast and can be accessed from different devices such has laptop, mobile and tablets. The visuals and brand identity show a professional and high-quality business (Thelwall, 2000).  However, some improvements are necessary such as more clarity about prices and a chat so costumer service can be more efficient.


	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: A valuable improvement to the website would be the introduction of a live chat feature, enabling customers to receive prompt responses to enquiries and immediate support when required. This tool would enhance communication by providing real-time assistance, which is increasingly expected in modern digital services. In addition, improving website performance and responsiveness would positively influence customer engagement by reducing loading times and ensuring smooth navigation across all devices (Bhardwaj et al, 2018). Faster and more responsive websites are associated with higher user satisfaction and lower abandonment rates. Overall, these recommendations would enhance the customer experience by supporting modern communication practices, increasing efficiency, and encouraging greater customer confidence in the service.
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