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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? 

	The site will load fairly fast on a desktop computer on a reliable broadband connexion. Clicking on internal links is not associated with much delay and display of pages is not lagging. This real-time reactiveness is vital in maintaining theoretical customers since any lag may result in frustrations and high bouncing rates, which will refer them to a rival (Jongmans et al., 2022). The speed of loading in an efficient manner leaves a positive style and persuades a start of exploration of what the site has to offer.

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

	Sure, there are middle-range sub-pages in the site. Navigation is mainly operated by the usage of the straightforward and transparent menu bar at the very top of the page, and the logical categories such as Classes, Venue Hire and Contact. This design is user-friendly and enables a potential customer to locate a particular information with ease but not be overwhelmed by it. The uniform and same placement of menu in all the pages of the site contributes to its usability by ensuring that it is easy to navigate the site including back and forth navigation when seeking various cookery classes and experiences.

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

	Yes, the web site makes booking an order. There is a page associated with each individual class or event and a large Book Now or Add to Cart navigation button is placed. By clicking this, the customer will be carried through a step-by-step, safe booking process in which the customer is able to choose the dates, give the participants and make the payment through the internet. (Kotler et al., 2018).: 

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

	The site is functional and one of its strong areas, although it would be improved, is a more powerful filtering system on the page of Classes. At the moment, all possible options have to be scrolled through by the user. More philtres like the Cuisine Type (e.g., Italian, Thai), Skill Level (e.g., Better, Advanced), or Date would make it infinitely usable by a customer with very specific requirements. 

	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? 

	The site has a professional, neat and agreeable appearance. Its colour palette is very soothing and the quality of photography instantly gives the impression of quality and food passion. The desktop version also has a large layout. The mobile edition is responsive and reformats the content well into one not very wide column on ensuring the ease of navigation and readability on a smaller screen. (Kotler et al., 2018).

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

	The high-resolution imagery is the best visual tool that the website applies successfully. The images of tasty food, people who enjoy cooking, and a modern kitchen academy with a shiny and bright interior produce a strong desire to be part of it. The use of colour is subtle, the palette is neutral giving way to the bright food photography. The use of video materials does not seem to be exploited; short videos of classes or an introduction of the chefs might be even more engaging and help to give the academy a more lifelike impression to the online audience.

	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? 

	The site does not seem to be utilising online chat tool. It also uses a classic restorations page with a form, e-mail address, and phone number instead. Although this suffices, lack of a live chat feature is an opportunity, which a customer cannot take advantage of in real time. An instant chat service would be quite beneficial in responding to simple questions related to nutrition or ingredients choice, gift cards, or the attendance of a class in discussion, which may boost the response rate because of immediate assistance (Kotler et al., 2018).

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

	The site contains links to its social media accounts (Facebook and Instagram) with the help of the clickable icons in the bottom-right part. This is the custom of the placement. But more practically, the placement can be made more efficient by including social media feeds on the homepage, which are live. This would feature user-created content, fosters trust in social proof, and would also show that it is an active and participatory community. 

	Section 3 – Perceived Value
(75 words maximum for each answer)

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

	Dedicated well labelled sections on the site make the services very clear. There are separate categories with their own pages, namely, the Cookery Classes, the Venue Hire, the Corporate Events, and the Kids Parties. All of the services are presented as a detailed description of the format, what the participants will learn, and who will suit best. Such thorough description and categorisation is perfect in enhancing the scope and depth of what the Cooking Academy has to offer to a large audience.

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

	The reviews of the customers are not featured closely in the site itself. And there might be some positive quotes, however there is no particular special section, of the section, easily obtainable titled Testimonials, or Reviews. This is one of the considerable weaknesses since social evidence plays a crucial role in establishing the trust with the prospective buyers. Lack of the reviews posted recently by such sites as Google, Facebook, and similar indicate that the site is missing a crucial opportunity to ensure the local visitors that they are safe regarding their possessions.

	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? 

	The message conveyed about the service is that it is professional with high quality with the detailed descriptions of classes and the complete focus on the state of the art kitchen atmosphere. I can recommend or suggest The Cooking Academy because of the one-of-a-kind, practical experiences, the range of classes to attend in various occasions, and the obvious advantage of learning new skills in a social environment. 

	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? 

	The individual class and event pages present the prices in a clear manner. Pricing is set next to the information about classes, and this allows giving the meaning of the price. As an example, a half-day cooking course will be costed to represent the professional education, supplies, and the professional equipment utilisation. The pricing scheme seems to be in keeping with the quality of the service represented in the images and descriptions on the sites, and it is a valid point that bolsters the impression of a premium and value-based experience as opposed to the budget-friendly one.

	Section 4 – Searchability

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

	
	2. Cooking courses

	
	3. Team building activities London

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

	The Cooking Academy site always ranks among the top 5-6 organic search results on search engines when one uses search terms such as cookery classes or cooking courses. When it comes to more specific terms such as team building activities London, the site also does a good job ranking on the first page in most cases.

	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. 

	Yes, websites can still be used quite successfully in UK business nowadays. Although social media is great at creating awareness of the community and the brand, a web site is a central hub of all digital activities of a company that can be controlled. According to Demangeot and Broderick (2016), a retail site is a significant initial point of contact and as such, it may define the further development of a customer relationship. It is the only site that a company can publish all the detailed, detailed information without worries of an algorithm in a social media platform. In the case of an organisation dealing with services such as The Cooking Academy, a site will be needed to deliver the entire value proposal, conduct a booking system, and offer a credible and professional base to all other marketing endeavours.

	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? 

	The only personal recommendation I can make is to implement a dynamic live feed of customer reviews and user-generated content on such websites as Google and Instagram to incorporate it directly on the home page. At the moment, there is no social proof call out on the site. The testimonials and photos of satisfied customers displayed in real time will create the instant trust and credibility with newcomers and directly relate to the aspects of the perceived value of the user experience and the Pleasure. This genuine material would be much more compelling than the promotional text of the website, since it will give impartial evidence of the good qualitative and pleasant experience that will be guaranteed, thus making the possibility of a booking more saturated.
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