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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 is fully accessible, with all content loading correctly. However, it isn’t fully optimised for speed, as features like compression are missing. Pages load reasonably quickly on typical broadband, but slower networks may experience delays. Performance improvements could make browsing faster and smoother.


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


	Answer: The Cooking Academy website has multiple sub-pages for classes, team-building events, workshops, shop items, and blog content. Prospective customers navigate using the top menu, on-page buttons like ‘Book Now’ or ‘Find Out More,’ and footer links, allowing easy access to detailed information and booking options across the site.


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

	Answer: Yes, the customers can book classes, workshops, and team-building events directly through The Cooking Academy website. ‘Book Now’ buttons lead to online forms where users select dates, class types, and participants, complete payment, and receive confirmation. Gift vouchers can also be purchased and redeemed online for bookings.


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


	Answer: The website could improve usability by simplifying navigation, highlighting clear “Book Now” calls-to-action, improving mobile responsiveness, and reducing page clutter. Adding filters for classes, clearer layouts, stronger visual hierarchy, and more prominent testimonials would help users find information quickly and feel confident booking.


	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 looks pleasant and professional, with high-quality food imagery and a clean, neutral colour scheme that suits a cookery school. However, it can feel busy and text-heavy, which slightly reduces visual clarity.

On a computer, the layout appears fuller and easier to scan. On a mobile phone, content stacks vertically, menus are collapsed, and some pages feel long, requiring more scrolling and making navigation slightly less convenient.


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


	Answer: The website uses high-quality food and cooking imagery to create an appetising and professional feel, helping users visualise the classes. Images support the content but are sometimes numerous, making pages feel busy. There is limited use of video, which could otherwise add engagement. The colour palette is neutral and understated, reinforcing a professional brand but offering limited contrast to highlight key actions.


	Question 2c – Has the website made use of an online chat tool on the website? How effective is this in enquiring about the product or service? 
 

	Answer: The website does not appear to use an online live chat tool. Enquiries are handled through contact forms, email, or phone instead. While this works, it is less immediate than live chat. An online chat feature could improve effectiveness by allowing users to ask quick questions and receive instant responses, encouraging faster booking decisions


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


	Answer: 
The social media links on the website are easy to find and work correctly, helping users connect with The Cooking Academy on platforms such as Instagram and Facebook. They add credibility and support brand awareness. However, they are mainly passive links; integrating live feeds, customer posts, or reviews would make them more engaging and 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 services are made clear through well-labelled navigation menus and dedicated pages for cookery classes, corporate events, gift vouchers, and the shop. Descriptive text and images explain what is offered, but clearer summaries and stronger calls-to-action on key pages would help customers understand options more quickly.


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


	Answer: Customer reviews are available through testimonials on the website and via external platforms such as Trustpilot, which are linked from the site. These reviews appear recent and regularly updated, helping build trust and credibility. However, displaying more reviews directly on key pages would improve visibility.


	Question 3c – How is the service presented as high quality? For what reasons would you use the company’s service or recommend it to a friend or family member? 


	Answer: The service is presented as high quality through professional food imagery, clear class descriptions, and experienced chef profiles, which suggest expertise and care. Positive customer reviews and the variety of specialised classes add credibility. You would use or recommend the service because it offers well-structured, hands-on cooking experiences, expert tuition, and makes a unique, enjoyable gift for friends or family.


	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, prices are made clear to customers. Each cookery class and service listing includes a visible price alongside the description. The prices reflect the high quality of service shown, as they match the professional instruction, specialist equipment, small group experiences, and overall premium presentation of the classes.


	Section 4 – Searchability


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

	
	2. Cookery classes London 

	
	3. Cooking school London

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


	Answer: When these search terms are typed into Google, the company’s website does not always appear in the top ten results. Larger or more widely advertised cookery schools and booking platforms often rank higher. This suggests the website could benefit from improved search engine optimisation to increase it’s visibility in search results.


	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, websites are still highly relevant in modern UK businesses because they act as a central hub for information and services. A professional website allows customers to learn about a company, view prices, read reviews, and make bookings at any time. Unlike social media, websites give businesses full control over their content and branding, which helps build trust and credibility. Websites also support search engine visibility, making it easier for new customers to find a business online. In addition, they work alongside social media and advertising to provide a complete and reliable online presence for both customers and businesses.


	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 recommendation to improve the website would be to simplify the navigation and highlight a clear “Book a Class” call-to-action. At present, the website contains a lot of information, which can feel overwhelming for new users. Simplifying the menu structure would help visitors quickly understand the services offered and find what they need. A more visible call-to-action would guide users toward making a booking without confusion. This improvement would enhance the overall user experience, reduce frustration, and increase the likelihood of customers completing a booking, benefiting both users and the business.
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