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	Evaluation
Respond to each question

	Section1–Usability (75 words maximum for each answer)

	Question1a-How quickly and easily does the website load?

Cooking Academy site loads at a fairly high rate, home page presents content in timely manner, due to its clean design. Web images of cookery classes and food are optimised not to overload web usage. Navigation links and call-to-action buttons are loaded almost instantly, and visitors can start exploring without any significant setback. The site also works well with the normal broadband networks but may take a little time mobile connections to open pages with high-resolution images. 

	Answer:

	Question1b-Does the website contain manysub-pages? How does a prospective customer navigate these?

	Answer:  There are sub-pages on the site divided into categories, such as Classes, Corporate Events, Team Building, Wellness, a Blog, a Spice Shop, and Contact. The horizontal top menu bar aids in navigation with grouping these pages into logical groups. Sub-page devoted to each type of classes. The potential customers may filter by cuisine category or type of event. There is no overloading of users and internal links direct the visitor to the booking or enquiry page effectively.

	Question1c-Can a customer make a booking via the web page?

	Answer: Yes, booking can be made via the website. All the classes have booking option and e-commerce-like checkout system allowing purchasing the spot for class or a voucher. It also offers online gift vouchers of twelve months validity. The customers may choose half-day classes at 125 pounds and full-day sessions at 199 pounds, and they may also have the option of having a personal class at 1200 pounds. 

	Question1d-What improvements could be made to the usability of the website?

	Answer: The contact page seems unfinished by the developers and contains references to incomplete development notes’, including the mention of the so-called placeholders, like Form to collect email address goes here. Also, it would be useful to have a live booking calendar with real-time availability of classes so that the customers are able to plan in advance. The addition of a search or a filtering feature that classifies the classes will help to avoid friction during the customer experience.

	Section2–Pleasure –Customer Experience
(75words maximumforeachanswer)

	Question2a –How pleasant does the web page look? Are there any differences in appearance on a mobile phone versus a computer?

	Answer: It has friendly and appetising look, well-photographed food, and professional colour scheme. The layout on desktop is ample and well organized. Imagery and text are appealingly balanced. The site is responsive in mobile devices with the content adapting to a smaller screen, but there are also text-heavy parts that can be slightly compressed on mobile, and the navigation menu is condensed in the form of a hamburger button, might not be instantly noticeable by less tech-savvy visitors.

	Question2b-How does the website use imagery, video and colour?

	Answer: The site has good quality food photography to give it an appetizing and aspirational sensation. Pictures of dishes, cooking setting as well as participants of the classes enable the potential customers to imagine the experience. There is a consistent use of colour, warm and natural, which suits the culinary theme and expresses freshness and quality. Videos such as tutorials and previews of classes can be used to make it dynamic and relay the worthiness of membership and face-to-face experience

	Question2c –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 site has live chat service. For subscribers, the chat links up with a named chef (Aaron), who provides real-time guidance on cooking and offers individual advice. To regular visitors, it offers an easy means of enquiring on classes, availability, or corporate events without calling or e-mailing. The live chats have been praised by the customers and call it really helpful tool. This aspect of personal touch makes the site stand out among the competitors.

	Question2d– How effective are the social media links on the website?

	Answer: It is also active on Facebook, Instagram, and LinkedIn and has links available on the site. The Facebook page has received almost 300 reviews with a high recommendation rate. The Instagram feed helps to strengthen the brand identity by visual food content, and LinkedIn helps to strengthen the corporate aspect of the business. More social connections including live feed and the number of followers would make them more visible and prompt more people to engage with the audience.

	



	Section3– Perceived Value
(75words maximum for each answer)

	Question3a-Howarethe services offered by the company made clear to customers?

	Answer: The site easily explains its services in specific pages of cookery classes, corporate team-building events, wellness workshops, and online membership. All the types of classes have descriptive sub-pages that show what the customers will learn, the duration and the format of the classes. The home page is a summary of the offering with distinct category headings and calls to action. The message is always to focus on the special nutrition based approach and small classes. 

	Question3b –How are customer reviews made available? Are these up to date?

	Answer: Customers Testimonials are featured on home page and on other pages. It also has the Trust pilot profile and a Facebook page containing almost 300 reviews. At this stage, the amount of Trust pilot reviews is insufficient, and not always evident. It could be enhanced by adding dated reviews or including a live review feed that would increase the level of transparency and trustworthiness.

	Question3c– 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: Quality is communicated by focusing on small classes, highly trained chefs with knowledge in nutrition and culinary science and a personalised teaching style. I would not only recommend it to a friend due to unique nutritional orientation. The variety of food, the ability to make a reservation such as gift vouchers, and customer feedback all indicate that it seems to be a great value as a learning experience and a valuable present.

	Question 3d -Are prices made clear to customers? If yes, do the prices reflect the quality of service shown? Ifno, why do you think the company has chosen not to include prices?

	Answer: Class pages have priced mentioned like Half-day classes in 125 pounds per three hours session, full-day classes 199 pounds and one-on-one classes 1,200 pounds per day. These prices seem to be reasonable considering the experience of the instructors, and the small sized groups guarantee personal attention. The monthly membership subscription online is £7 per month. Overall the pricing system is clear and corresponds to the quality of the experience.

	Section4–Searchability

	Question4a-Whatthreewordswouldyou typeintoGoogletofindthistypeofservice?
	1. Cookery classes London

	
	2. Cooking school UK

	
	3. Team building cooking

	Question4b-When you type these words into google, does the company’s website appear in the top ten websites?

	Answer: Yes, because of its fifteen years of business, its blogs, and SEO-optimised landing pages, which are specific to the search query. The site has specific pages on the cooking classes London that directly target high volume keywords. In the case of team building cooking, the corporate events pages of the site also enhance the ranking of the site. Its domain authority and the active content approach places it in good position.

	Section5–Reflectionandconclusion
(120wordsmaximumforeach answer)

	Question5a –Do you feel that websites still have relevance in modern UK business? Explain your answer.

	Answer: Yes, websites are still very relevant to contemporary UK businesses and form the core aspect of their online presence. Although social media sites are becoming increasingly relevant, a site offers a business complete ownership and control of its presentation compared to the third party sites, which change algorithms or policies. A website enables a service business such as The Cooking Academy to elaborate on services, price openness, direct booking, and search engine presence. It also creates credibility; before buying a consumer usually visits the web site of the business, where they research the business. In a more competitive online environment, an updated web site remains a major source of customer acquisition and confidence.

	Question5b-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: The most effective change would be the implementation of a real-time availability calendar that allows one to book classes. As it stands, the site does not visually show what dates and types of classes have available spaces and this leaves the customers with doubt. On-the-fly booking schedule that would be combined with the checkout would enable the potential clients to immediately view open slots, minimise the use of telephone or email reservations, and maximise on direct conversions. This would also ease the administrative load on the employees. Since the business is in the experience economy where impulse and gift buying is not an exception, frictionless booking functionality is a business necessity.



