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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 site loads quickly and reacts well to both desktop web and mobile platforms with most of the pages being loaded in a few seconds. The page-to-page navigation is also rapid and no apparent delays or malfunctions occur in the browsing process. Pictures and content will be loaded easily without reducing the performance. In totality, the speed of loading is fast and makes the site user-friendly and enjoyable to the users (The Cooking Academy, 2025).


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


	Answer: The web site contains several sub-pages such as course descriptions, reservation pages, and contact information. The navigation works well because the menu bar is clearly presented on the uppermost part of the home page. Customers will be in a position to choose categories to navigate through some portions. The design is arranged, and it is possible to navigate the site easily and find the needed information as it is not mixed with other details and is not disorganized.


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

	Answer: Yes, the customers can make a booking on the site. The courses in cooking have their own page where they could see the description of the course and can select the dates. The reservation process is fairly simple and comfortable, and a customer has an opportunity to choose a dish and pay it through online resources. This will improve convenience, reduce manual enquiries and make it easy and quick to create a reservation.


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


	Answer: The introduction of the search bar will make the site more usable as the user will be able to locate the specific courses or the information fast. The system of booking could be simplified through the reduction of the number of steps. It would also be easier to increase the mobile friendliness of the experience using smaller screens. Furthermore, the call-to-action buttons would be more understandable, and the labels used on the navigation would be enhanced.


	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 designed in a clean modern and visually appealing way in the form of the use of attractive colours and quality images which draws the impression of professionalism. The design is also user-friendly and the contents are easily accessible. On the cell phone, the layout is responsive and will fit the smaller screens, albeit some parts seem to be somewhat crowded. On the whole, there is no significant difference in the appearance between the desktop and mobile experience that gives the customer a positive experience (Cleofas, 2026).


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


	Answer: The site employs the quality pictures of food and cooking classes to develop an attractive and interesting visual impression. Such pictures assist the customers to get an idea about what sort of courses it is and the content is more appealing. Colour palette is very welcoming and warm and uses colours that depict food and creativity. But the site is not utilizing much of video material and this further can augment the use of web namely by offering users interactive and informative content about the classes.


	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 is not seen to have an online chat tool and this restricts real time interaction with the customers. This can make this less convenient to users with urgent queries regarding courses or reservations. Customers would experience more online chat that would offer fast service and enhance customer interaction. Having a live chat or chatbot would improve communication, establish trust and promote quicker decision-making of the potential customers (Ling et al., 2023).


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


	Answer: The social media links on the site are relatively successful in linking the user to the online presence of the company. They can also offer access to platforms upon which customers can watch updates, promotions and reviews. Nevertheless, they are not placed in a very conspicuous manner, which can decrease the attention of the users. They should be increased in prominence and have their contents updated regularly as a way of making them more effective.


	
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 course listings and descriptions are arranged in a well-organized list on every page and clearly show the services. The customers can observe information regarding course content, duration, level of skills and learning outcomes. One can easily know what each course has to offer because the headings and sections are organized in an easy to understand manner. Visual elements like images are also used in enhancing clarity.


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


	Answer: Customer review is also present on the site; it appears in the form of the testimonial sections where former participants leave their reviews. This type of reviews helps to show the level of customer satisfaction and the quality of services offered which can be employed to gain the trust of the potential customers. However, the time when these reviews were written on the site is not always self-evident, and it is difficult to know when it was done.


	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: It is a high quality service in the sense that it is offered through clarity in description of its courses as well as professional web design and attractive pictures which accentuate the learning process. Customer feedback is also favourable which enhances credibility and trust. The rigorous form and the informational characteristics are signs of reliability and professionalism. I would also recommend the use of this service because it is well organized, provides hands-on learning (Rose, Hair and Clark, 2011).


	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 costs of all courses are clearly listed on the site and hence the customers can know the cost beforehand even before they make a reservation. This openness leads to building up of fidelity and informed decision making. The prices appear to be determined by the quality of service as course descriptions, professional presentation, and positive customers reviews show that the learning process is worth spending money on.


	Section 4 – Searchability


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

	
	2. Cooking courses London

	
	3. Learn cooking classes

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


	Answer: The site is not always ranked in the top ten search result list when relevant terms like the following are used: cooking classes UK or cooking courses London. This implies that the search engine optimization (SEO) on the site might be minimal.


	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, the Web sites are very important in the contemporary UK business. They serve as a hub where companies have a chance to showcase in-depth information on their commodities and services, establish brand recognition, and engage customers in a personal contact. Websites have complete control of the content and design, unlike social media, which improves professionalism and credibility. They also facilitate online bookings, purchases and customer enquiries, enhancing convenience and efficiency. Besides this, websites also aid in digital marketing by providing visibility in search engines making businesses more accessible to a broader audience. A professionally designed and convenient site is still crucial in capturing customers, business development, and strong online presence even in a competitive digital environment (Mitterfellner, 2024).


	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: Improving the search engine optimization (SEO) is one of the main suggestions that can be made to improve the website. Through the more applicable keywords, refined page titles, and meta description, the site can be ranked higher in search engines like Google. This would boost the visibility and draw in more prospective customers who search the internet to find cooking courses. Moreover, the frequent refreshment of material, e.g. blogs or new course content will enhance the experience and make the site dynamic. I recommend this enhancement since increased search ranking has a direct impact on traffic to the website that may result in more booking and business development (Paulo Botelho Pires, José Duarte Santos and Inês Veiga Pereira, 2024).
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