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Respond to each question 

	
Section 1 – Usability

(75 words maximum for each answer)

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


	Answer: The Cooking Academy website appears to load fast on both mobile and desktop devices which normally takes less than three seconds. The pictures and menus come up quickly and there is no visible lag (Garrad-Cole, 2017). The home page and navigation bar are well displayed because of the optimization of design and hosting. Quick loading facilitates retention of the user and boosts first impressions (VENNILA and PRIYADHARSHINI, 2023). Altogether, the site has sufficient technical performance and usability concerning the modern small business websites.


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


	Answer: Yes, the site has several sub-pages which are, the Cookery Classes, Corporate Events, Gift Vouchers, and About Us. The top menu and drop downs are clear and guide the users (Lattanzi, 2023). Every part is logically structured and results into more information or the possibility to book. A breadcrumb trail enables the users to move back to the older pages with ease. The orderly arrangement also provides easy navigation and allows a user to navigate through the pages without any disturbance or dead ends (Marco, 2025).


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

	Answer: Yes, the site has got the online booking system. Available dates, times and prices are available in each class page. Users would have options, add to cart and make payment safely (Hoque, 2020). The system is compatible with the usual online checkout services including voucher codes. Instant confirmation emails are sent. It is also an efficient and easy process to conduct and provides convenience to individual and corporate clients (Krivanek and Gregos, 2020).


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


	Answer: The site might enhance the usability of the site by including a search box on every page. At the moment, to search a particular class, a user has to scroll or navigate the menus (Shih, 2023). There could be simplification of some text. Moreover, there should be a back to top button that would help in better navigation on mobile. These minor modifications would make the process more convenient and take less time to browse, which would offer a more convenient user experience (Kumar et al., 2012).


	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 appealing, corporate and uniform. It is well-utilized in white space and warm colours that are associated with a cooking theme (Asprey, Royer and Ocepek, 2013). The layout is responsive on mobile, being readable. But on smaller screens, some of the images are not entirely shown. Generally, the visual appeal is high among the devices and that represents a contemporary and credible image befitting of a high-end culinary service (Ferguson, 2024).	 


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


	Answer: The site has quality pictures of chefs, food, and classes to capture the users. It is warm, such as orange and brown which make one feel comfortable and creative. Videos present cooking experiences and lead to trust due to the reality of the picture (Garg, 2024). The lack of variety in colour palette is an ensemble to the brand identity. This aesthetic approach assists in appealing to potential buyers and supports the idea of the company being obsessed with imparting the art of the traditional way of cooking.


	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: At present, the site lacks an inbuilt chat feature. Rather it provides contact form, phone number and email address. Although these are effective channels, live chat may enhance instant interaction and communication with customers (Yiannopoulos, 2014). The inclusion of an online chat would add to the support of booking queries, gift vouchers, and class information. The inclusion of this feature would make them more responsive and satisfying to the customers.


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


	Answer: The footer has social media icons of Facebook, Instagram, LinkedIn, and YouTube. All the links guide the users appropriately to the official pages of the business. There is a lot of new content (client reviews and images of classes are constantly updated) (Doherty, 2015). The community engagement and brand visibility are effective with the integration. Nonetheless, the social links should be located close to the header to promote blogging and conversations among people.


	
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: All services are listed out on the homepage, as well as in menus. The classes of each cookery have a description, learning outcomes, schedule and profile of the instructor (Barclay, 2014). The use of brief language is used to explain corporate services and team-building packages. This transparency promotes customer faith and decision making (Connolly, 2020). The Cooking Academy is also able to convey its unique selling point, which is practical cooking training in a professional setting.


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


	Answer: The customer reviews are placed on the home page and the class pages. Testimonials are composed in brief, plausible sentences and usually include the name of the instructor in them. The reviews also come in the form of Google and Trustpilot integrations (Vasquez, 2014). Majority of the feedback is new and includes a positive experience. This strategy will install trust and demonstrate that the company cares about the opinions of customers and constantly checks the quality of the services.


	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: Professional photography, description of the classes and profiles of the instructors are the elements that demonstrate the high quality of the service. Premium value is further supported by a focus on hands-on learning and real ingredients (Cennamo, Dagnino and Zhu, 2023). There are corporate logo clients that are placed on the site which increases credibility. It is a formal and polished language, which produces an impression of knowledge and trustworthiness. Excellence and professionalism is always displayed in the site design and branding.


	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, the prices are displayed by the type of the classes and events. They differ in terms of time and proficiency. Pricing transparency will aid the customers in making informed decisions (Loizou and Himmelheber, 2023). The prices are commensurate to the high quality of the service, which implies good value of money. Transparency in pricing also helps to build trust and minimize the uncertainty in the booking period.





	Section 4 – Searchability


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

	
	2. Cooking school London

	
	3. Business-level culinary classes.

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


	Answer: Yes, on typing in cookery classes UK, or cooking school London, The Cooking Academy will be among the top ten results in Google. This indicates good search engine optimisation (SEO) (bdellium, 2024). The company employs key words, back links and local targeting in order to stay visible. The presence of strong SEO will contribute to the attraction of local and corporate clients and will prove that the website has a strong marketing strategy and competitiveness in the digital aspect (Wirtz, 2024).


	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: The websites are very significant in contemporary business in UK. They serve as the online presence of an organization and aid credibility, accessibility and sales. A site designed with a lot of research will increase brand confidence because many consumers research the web prior to buying a product (Gao, 2013). In spite of the social media popularity, a site will guarantee total control over the content and user experience. It also offers analytics, payment systems, and data security of customers. The Cooking Academy is a small business, and an efficient web site must be the main tool of connecting with new customers, taking reservations and developing a reputation (Loper, 2013). Therefore, websites remain as part of the growing and digital competitiveness.


	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 online chat system to provide immediate response to customers would be one of the enhancements. This would enable the visitors to have instant help regarding the availability of classes, dietary needs, or group bookings. Real-time communication is much more popular among users as compared to emails and forms (Loreto and Simon Pietro Romano, 2014). The use of an automated chatbot to respond to simple questions and human follow-up to complex questions can help to increase the interaction. This shift would minimise wait time of the customers, increase conversion rates and update the interaction with the users (Wirtz, 2021). It would also be highly digitally responsive, which conforms to the professional image of the company and customer-oriented values.
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