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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 loaded quite fast during the several times that I have opened it on my laptop while using the university’s Wi-Fi. I would say the load time was between 1.5 and 2.5 seconds, given that several factors, such as the internet signal and the number of visitors accessing the website at a particular time, can affect the loading speed. I accessed it through my mobile phone, and it was easy to load.



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


	Answer: 

The website does contain many sub-pages, generally they plan cookery team building and leadership events where they present (personal development and reward scheme, food innovation and inspiration, corporate Christmas cookery parties and a whole lot more). and other segments such as wellness in the workplace, gift vouchers and bespoke classes.
A prospective client can navigate through the links on the main page or in the footer to access sections of interest.



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

	Answer: 

According to the information on the webpage, it is very possible that a customer can make a booking through the website. They must click on the cookery classes link to access various class listings on the subpages, such as Beginner's classes to Knife Skills MasterChef and different country cuisines, which include European and Asian dishes. Each class has details which include their schedule, booking and pricing options.



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


	Answer: 
The usability of this website is almost at a near-perfect position, but there are a few potential improvements that could be applied, such as adapting to a different presentation to the mobile interface. As we advance into the age of mobile devices for work and leisure, I would advice if they would have fewer steps to avoid spending so much time navigating through the webpage as this can deter potential customer from patronising the company.


	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:

I would say the webpage looks very pleasant as it contains very clear visible fonts and format, very modern and high-quality images, also contains attractive images of food and the scenery is one to look forward to participating. 
However, there is no differences in the appearance on a mobile phone contrast to a computer and that makes it not very user friendly as it looks overpacked on a mobile phone.

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


	Answer:

The company used warm delicious colour, somewhat associated with cooking and food which looks savoury and probably used to present an inviting ambiance, additionally it was used to highlight key information. Imagery showcased the mood of the participants, and the quality and luxurious presentation of the food. The video is a brief introduction to cooking classes and some explanations of what to expect on the day and various skills to learn and develop.

	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:

Yes, the website has an online chatbot which is always available on the webpage and can answer most frequently asked questions. On giving it a trial when asked if I could speak to an agent, I got a reply with their direct phone number and email address which I could use to contact them with my queries, but not mentioning the time or days available to be contacted which can be a bit confusing.


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


	Answer: 

They seem to have a large presence on social media platforms which is an advantage for their marketing goals, amassing thousands of subscribers across Facebook, X, YouTube, LinkedIn and Instagram. The links directs the customer directly to their intended platform where are have more information and insights of the goods and services they provide, which is very effective towards the growth of the Brand. Each of the links are recently updated and active.

	
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 Cooking Academy made its services clear to customers firstly by boldly listing all the services they render on the navigation menu displayed on the main page which contains subpages to more detailed descriptions of what customers should expect when using their services. Secondly, they made their audience aware they are the main targets and was clear with the descriptions. Finally, they added testimonials from past clients to give details on their own experiences. 


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


	Answer:

Customers reviews are made available on the website by navigating through to the testimonial’s subpage on the main page, with each customer giving positive feedback as shown on the website. The customers talk about the experience they had and reflections on how they were warmly welcomed and guided through the cooking classes. Unfortunately, the dates of the reviews and testimony have not been published on the website, and this could discourage potential clients.

	


	

	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 for the cooking class reservation and payment are very clear to the customers, and they can access this on the website by clicking on the cooking class link where they would be directed to choose from learning as a beginner to preparing European and Asia food. It does not look expensive for the services to be received on the event day, therefore I would say the price reflects the quality of service.



	Section 4 – Searchability


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

	
	2. Cookery Team Building

	
	3. Corporate Cooking

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


	Answer: 

The cooking Academy website appeared in the top ten websites when I typed Cooking Academy because this is a general term for various cooking institutions, or online courses about cooking, making it most likely to appear on top of the google search list. Furthermore, it also appeared in the top ten when I typed Cookery Team Building And Corporate cooking as these are terms used to search for corporate cooking events, and they are both relevant to the website. 

	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, I think that websites are still relevant for modern UK businesses, most websites are the first sales point in our ever-growing digital age. Professional websites are where consumers first encounter before diversifying to their various social media platforms. Most people use google to access businesses and companies’ information because they still have trust in the company’s main access point, as it gives consumers a sense of trust and confidence.
However, consumer tend to focus on the social media of UK businesses for further services as they tend to spend lots of time on socials and prefer communicating with Brands real time through private messaging and viewing feedback from other customers that constantly posts videos or pictures online.

	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: 

As I mentioned earlier, it would be developing the website for a more mobile user-friendly interface as the current display is exactly as the accessing the webpage through a desktop or laptop. There are so many links and subpages that would discourage consumers from scrolling and reading so much information briefly, therefore I would suggest more food and appetizing videos and pictures on the navigation system. 
As analysed by (Jongsman et al 2022) that when the user of a website experiences good visual, pleasure and usability it tends to promote their intention to reuse. (pp 2078-2113). As a result of that, I would make a recommendation to improve the mobile phone visual accessibility features.
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