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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 loads quickly with pages appearing in under three seconds on both desktop and mobile devices. The homepage features elevated images and concise text, which reduces lags. The navigation between sub-pages such as “classes” or “corporate events” is smooth, with minimal buffering. This efficiency develops the users experience, ensuring that potential customers do not leave the site due to delays. Fast loading times and seamless transitions contribute to a professional and user-friendly online experience.

	[bookmark: _Int_DRpUAtmK]Question 1b - Does the website contain many sub-pages? How does a prospective customer navigate these? 


	[bookmark: _Int_4DmcpsHY][bookmark: _Int_hgRDHKPq]Answer: The website contains a variety of sub-pages for cookery classes, corporate events, wellness programmes, and a shop. Navigation is simplified by a clear top menu bar and dropdown options. Customers will be able to easily access specific classes or corporate services. This intuitive layout enhances the overall user experience by making it straightforward to find the right information. The well-organised structure ensures that users can navigate the site efficiently, encouraging them to explore more and engage with the business.



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

	[bookmark: _Int_viNmKPcM]Answer: Yes, customers can make bookings directly online. Each class page on the website includes a “book now” button linked to a secure booking system. Payment options are combined, and users can select dates, class types, and applicant numbers. The functionality simplifies the customer journey reducing the need for phone or email inquiries. This smooth-running process enhances convenience, encourages more bookings, and reflects the cooking academy’s commitment to providing a user-friendly experience that meets customer satisfaction efficiently.


	[bookmark: _Int_bvGf2c1I]Question 1d - What improvements could be made to the usability of the website?


	[bookmark: _Int_JNV67PTS]Answer: While usability is strong, improvements on accessibility aspects such as text to speech or larger font options could further boost inclusivity. These features would make the website more easy to understand for individuals with visual impairments, reading difficulties, or other accessibility needs. By including such features, the cooking academy could ensure that all users, regardless of ability, can fully engage with the content. This would reflect a commitment or equality, diversity, and a more inclusive digital experience for everyone.


	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? 


	[bookmark: _Int_xqNRt3xV][bookmark: _Int_t2XgcfXK]Answer: The website appears as professional and inviting, with high quality images. On desktop the layout is expansive with large images of food and classes. Whereas on mobile, it remains functional however text spacing, and the button size could be improved. These small improvements would enhance the mobile user experience, making navigation easier and more comfortable. Improving mobile responsiveness is important, as many users access websites via smartphones, and improving these elements would ensure a consistent and accessible experience across all devices.


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


	[bookmark: _Int_DlcDFvWD]Answer: The website uses vivid food photography and warm colour to create attraction. However, the video content is scarce and could be expanded including class previews to improve interaction. Adding more video content, such as behind-the-scenes footage, instructor introductions, or short clips of live cooking sessions, would make the website more engaging and dynamic. These improvements could help potential customers better understand the experience that is available, increasing interest and trust while supporting the academy’s reputation for quality and transparency.


	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? 
 

	[bookmark: _Int_1Fp13SZZ]Answer: The website has no live chat tool. It depends on contact forms, emails, and phone. While these are useful it restricts the ability to provide immediate customer support for quick questions about class availability or dietary obligations, and it could lead to delays in addressing inquiries. Introducing a live chat feature would enhance responsiveness and customer satisfaction. It would allow real time communication, reduce waiting times, and help the cooking academy maintain a high standard of service and availability.


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


	Answer: The social media links are present and operational, directing users to platforms like Facebook and Instagram. These links are effective in showing community engagement, recipes, and event highlights. Conversely, they could be more noticeable on the homepage to expand interaction. Recurring updates on these platforms improve brand visibility and customer belief, helping to build trust, loyalty, and a stronger connection with the audience.

	
Section 3 – Perceived Value

(75 words maximum for each answer)

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


	[bookmark: _Int_1S2vhhKV]Answer: The services are clearly explained through thorough class descriptions, corporate event pages, and wellness programme outlines. On the cooking academy’s website, this clarity helps users understand the full range of offerings, from hands on culinary sessions to custom corporate packages and health focused programmes. Each section is well structured, making it simple for users to explore and compare options. This detailed presentation supports customer decision making and reflects the cooking academy’s commitment to transparency, professionalism, and delivering a high-quality experience.


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


	[bookmark: _Int_jZJkZ3ub]Answer: The customer reviews are shown on the website. The reviews appear current, with references to latest events and classes. This clearness builds credibility and reassures potential customers of service quality. On the cooking academy’s website, these reviews reflect real experiences from attendees, reassuring others to feel confident in booking classes or events. Highlighting positive feedback from recent sessions also helps the cooking academy’s reputation for excellence, encouraging trust and engagement from both new visitors and returning customers.

	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? 


	[bookmark: _Int_ZdIWDLHK]Answer: I would recommend this website for its variation, professionalism, and exceptional wellness focus. The website highlights specialist chefs, authentic dishes, and professional services. The cooking academy’s online website displays its culinary expertise through vibrant visuals and detailed service pages, reflecting a dedication to quality and customer care. The inclusion of wellness programmes alongside traditional classes adds a unique element. Overall, the website effectively communicates the academy’s values, making it a trustworthy and appealing choice for prospective customers.


	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? 


	[bookmark: _Int_yGOzjBtV][bookmark: _Int_b9o1tWXe][bookmark: _Int_XCiLxoaH]Answer: Yes, the prices are displayed on class pages, with transparency about costs for private and corporate events. For example, private classes are priced at £1200. On the cooking academy’s website, this clear pricing structure helps build trust with potential customers, these prices display the premium quality of services containing specialist instruction, high-quality ingredients, and tailored experiences, allowing them to make informed decisions while reinforcing the cooking academy’s reputation for professionalism, value, and exceptional culinary service.

	Section 4 – Searchability


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

	
	2. Team development cooking.

	
	3. Wellness workshops.

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


	Answer: Yes, the website appears within the top results for relevant searches. This strong search engine visibility ensures that the cooking academy is easily accessible for potential customers looking for catering classes, team development cooking, or wellness programmes. Ranking highly on search engines like google increases web traffic and improves brand credibility. It also reflects effective search engine optimisation (SEO) strategies, which is essential for keeping a competitive edge in the digital space and attracting a wider audience.


	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. 

	[bookmark: _Int_uPAW3r63]Answer: Yes, websites are still highly relevant in modern UK business. They act as the central hub for knowledge, bookings, and brand credibility. In today’s fast-paced environment, having a website allows businesses to present their services and information in a clear, and professional manner. It serves as a reliable source where customers can learn about the company, explore offerings, and make decisions. Even with the increase of social media, websites provide convenience. Social platforms are useful for engagement and visibility, but they often lack the depth and structure that a website can offer. A website gives businesses full control over how their brand is represented, how content is organised, and how users interact with their services. This level of customisation and consistency is essential for keeping a strong and trustworthy online presence. For service-based businesses like the cooking academy, a website is necessary for displaying services, managing bookings, and building trust. It allows potential customers to browse available classes, read about instructors, view testimonials, and book sessions directly through an integrated system. This not only improves the customer experience but also keeps things well organised for the business itself. Without a professional website, companies risk losing authority and visibility in competitive markets. In a time where customers often research online before making a purchase or booking a service, not having a website can lead to missed opportunities and reduced credibility. A well-designed website enhances search engine visibility, strengthens brand identity, and helps businesses stand out amongst competitors.


	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? 


	[bookmark: _Int_FFNOOFE0][bookmark: _Int_j1zqpftW][bookmark: _Int_qMjsheSJ]Answer: A recommendation I would make to improve this website is by adding a live chat feature. I have suggested this as it would allow direct communications with potential customers, addressing requests about class availability, dietary requests, and corporate packages. Live chat improves customer satisfaction by reducing response times and increasing accessibility. Given the premium nature of the cooking academy’s expertise, personalised and immediate support would further strengthen its reputation for quality and customer protection. To add to this, live chat has become a standard expectation amongst users who look for quick and practical ways to interact with businesses online. Unlike the traditional contact forms or email inquiries, live chat offers real-time engagement, which can significantly change the user experience. Customers are more likely to feel valued and supported when they receive instant answers to their questions, especially when considering premium services such as those offered by the cooking academy. Moreover, live chat can be used to help visitors as they browse the site. For example, if someone is viewing a particular class or package, a chat prompt could offer help or suggest related services. This not only improves conversion but also shows professionalism. It can also serve as a tool for gathering feedback, resolving concerns quickly, and even upselling services in a natural and conversational way. From a business perspective, adding live chat can also reduce the burden on phone and email support, streamline customer service operations, and offer valuable insights into customer behaviour and often asked questions. These insights can then be used to further refine the website and service offerings. In summary, adding a live chat feature is a strategic enhancement that corresponds with modern customer expectations and supports the cooking academy’s commitment to excellence. It strengthens the brand’s image as responsive, customer-focused, and up to date with the latest technology developments.
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