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	Evaluation
Respond to each question

	Section 1 – Usability 



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


	Answer: The Cooking Academy website loads rapidly, usually in less than three seconds on both desktop and mobile platforms. Pages load quickly, and high-resolution images show up without any latency. The portal loads quickly, and there is a big banner at the top that shows off important services like cooking lessons, team-building activities, and coupons. There isn't any buffering when you go between pages, which shows that the site is well-optimized. This speed keeps users interested, which is especially vital for clients looking at class alternatives or business services.

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

	Answer:  yes. There are many sub-pages on the website, such as "Cookery Classes," "Corporate Events," "Shop," "Wellness," and "Blog." It's easy to get around because there is a top navigation bar that stays the same on all pages (Singhal, and Tanwar, 2021). When you click on a dropdown menu, it opens up to show other choices, including private classes or chef coaching. There are also links on the site that let you quickly go to things like "Plan Your Team Event" and "Shop Now." This layout makes it easy for both new and repeat visitors to find what they're looking for.

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

	Answer:  yes. Customers can book directly through the website, yes. There is a "Book Now" or "Make an Enquiry" button on each class or event page that takes it to an online booking form. The site handles payments and class information in a safe way. Corporate clients can use inquiry forms to ask for customized events. This online feature makes the customer journey easier by letting people and businesses confirm reservations without having to phone or email.

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

	Answer: The site works well; however, the navigation hierarchy should be clearer to make it easier to use. Some dropdown menus are too full of information. They may be better organized with icons or grouped categories to make it easier to find what you need (Cimpago, and Kusuma, 2024). Also, the "Shop" checkout procedure might have progress indicators to let users know how far along they are in the payment process. Finally, adding a "Back to Top" button that is easy to see would make it easier to navigate on mobile devices.

	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 Cooking Academy website looks good and has a professional and welcoming layout. The pictures of the cuisine and classes make it feel warm and inviting. The desktop version has a full-screen ad, and the mobile version compresses sections well without sacrificing clarity. On smaller displays, certain images look like they are cut off a little, but the responsive design keeps the site usable. The sleek layout and color scheme make for a smart and comfortable browsing experience overall.

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

	Answer: Imagery is used a lot to highlight how lively the cooking experience is. Each page is filled with high-quality photographs of ingredients, cooking sessions, and group activities. The site uses small animations and video clips to get people more interested. The color scheme uses white backdrops and warm colors like orange and gold to show inventiveness and enthusiasm. Using graphics like this all the time helps to highlight the brand's focus on health and great food.

	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, there is a chat box at the bottom of the screen. It lets visitors ask inquiries right now without leaving the page. Depending on the time of day, the tool will link you to a live person or an automated assistant. This makes the system more responsive and gives users more confidence. But response times can be different, and introducing a chatbot with frequently asked questions could let people engage outside of business hours. In general, it's a good feature for customer service.

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

	Answer: There are links to social media sites like Instagram, Facebook, LinkedIn, and YouTube in the bottom and sometimes in the blog itself. They open in new tabs, which is good for users. The links work as they should, and they look like they belong on the website. These links make people want to look at additional recipes and events on social media, which makes them more interested in the company. Adding real-time social media feeds, on the other hand, could make the website feel more alive.

	



	Section 3 – Perceived Value


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

	Answer: Services are easy to find thanks to clear menu categories and interesting advertising on the homepage. There is a separate page for each major service, such as cooking courses, team-building activities, and wellness programs (Puckett, 2012). These pages list the advantages, length, and target demographic for each service. The descriptions are short and have pictures that go with them. Adding client testimonials and case studies to corporate packages makes each one seem more professional and helps potential customers know what to anticipate when they book.

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

	Answer: There is a "Testimonials" section on the homepage and a place for customer feedback. They have real reviews from both ordinary users and business clientele. There are a lot of reviews from 2024–2025, which makes them more believable. Some reviews mention the names of the companies, which makes things clearer. Adding a star rating or a link to third-party review sites like Google Reviews, on the other hand, could help build trust and make it easier for potential clients to find the business.

	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 presents itself as a premium provider through professional photography, clear course descriptions, and references to founder Kumud Gandhi’s expertise. It stands apart from regular cooking schools since it focuses on nutrition, corporate wellness, and science-based instruction. Testimonials and references in the news make it more credible. I would recommend it since it teaches you about cooking and makes you more health conscious. It's great for people or businesses that want to improve their skills and their health at the same time.

	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: Yes, most prices are clear, like £1200 for a private class that lasts one day. It's normal for corporate packages to need specific estimates because events are often unique. The costs seem fair given the high-quality facilities, experienced chefs, and unique activities that are available. Being open about the value and results, such team camaraderie or personal progress, makes the high prices more reasonable and makes customers feel more confident.

	Section 4 – Searchability

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

	
	2. Corporate cooking events UK

	
	3. Team building through cooking

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

	Answer: Yes, The Cooking Academy is always in the top ten results for search terms like "corporate cookery events UK" and "team-building cooking classes London." The site does well in search engines because it has good SEO, regular blog updates, and obvious usage of keywords in titles and meta descriptions. Its prominence shows that company has good search engine optimization tactics that match what users want and where they are.

	Section 5 – Reflection and conclusion

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

	Answer:   Yes. Even in a market driven by social media, websites are still important for UK businesses. They are a central, reliable place for corporate information, bookings, and branding. A well-designed website, like The Cooking Academy's, builds trust, helps with SEO visibility, and makes transactions safe. A company website gives you ownership and long-term control over how you communicate with customers and how you are seen online. This is not the case with social network accounts, which can alter algorithms or visibility. It also serves a wide range of customers, from individuals to businesses, who want professional service and detailed information.

	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:   An important enhancement would be to provide a better online booking calendar that shows real-time availability. Some class pages now require clients to ask questions before confirming schedules, which makes things more difficult. A dynamic calendar that shows available dates, class sizes, and rapid payment alternatives will make things easier and help people convert faster. This functionality would meet customers' needs for speed, especially for corporate clients who are planning events, while yet keeping the site's polished, professional look.
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