	LCLM4002_BIRM Digital Skills Task 3
Website Evaluation  


	Student Number
	2525497
	Student Name
	Syed Wasim Ahmed

	

	Website Chosen 
	· https://www.thecookingacademy.co.uk


	Insert hyperlink to website
	http://www.thecookingacademy.co.uk
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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 website load? 


	Answer: : The website loads fairly quickly and displays the main content without any obvious delays, which makes it easy to start browsing straight away. Important sections like cookery classes, the blog, and the shop are visible as soon as the page opens, helping users find what they need quickly. Website speed is important because slow pages can cause users to leave early (Krug, 2014). Overall, The Cooking Academy website seems well-structured and performs efficiently, creating a smooth and user-friendly experience (The Cooking Academy, 2025).


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


	Answer : : There are several sub-pages on the website, including sections for cookery classes, blogs, FAQs, and the online shop. These are organised through a clear navigation menu at the top of the page, along with clickable links like “View All” and “Find out more.” This makes it easy for users to move between pages without getting lost. Good navigation is essential because it helps users find information quickly and improves their overall experience (Nielsen, 2012). The layout is simple and easy to follow (The Cooking Academy, 2025).



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

	Answer: Yes, customers are able to make bookings directly through the website. They can choose a class and complete the booking process or purchase vouchers online. The terms and conditions confirm that bookings are secured once payment is made and depend on availability (The Cooking Academy, 2025). This kind of system is useful because it allows customers to book at any time without needing to contact the company directly, making the process more convenient (Chaffey, 2019).


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


	Answer: One way the website could be improved is by making the booking buttons more noticeable. While the information is there, stronger call-to-action buttons would help guide users more clearly. Also, some pages contain quite a lot of text, which could be simplified to make it easier to read. Clear and simple design helps users stay engaged and complete actions more easily (Krug, 2014). Adding filters for classes could also make browsing more efficient.

	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 website looks professional and visually appealing, with a clean layout and good-quality images. The content is well organised, which makes it pleasant to browse. On mobile devices, the layout likely adjusts to fit smaller screens, making it easy to read and navigate. This is important because many people now access websites on their phones (Statista, 2024). Overall, the website provides a consistent and enjoyable experience across different devices.


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


	Answer: The website uses high-quality images, especially of food and cooking classes, which makes it visually engaging and appealing. The warm colours and professional photos help create a welcoming and premium feel. Visual elements are important because they influence how users feel about a brand and can encourage them to stay longer on the site (Lidwell et al., 2010). Even though there is little video content, the images alone effectively showcase the experience being offered.


	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: There does not seem to be a live chat feature available on the website. Instead, users are expected to contact the company through email or phone. While this still works, it may not be as convenient for people who want quick answers. Live chat tools are becoming more common because they allow instant communication and improve customer satisfaction (Chaffey, 2019). Not having this feature could make the website feel slightly less interactive.


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


	Answer: Social media links can help users connect with the business outside of the website and see more updates or customer experiences. This can build trust and make the brand feel more active and engaging. Social media is an important part of modern marketing because it allows businesses to interact directly with their audience (Tuten and Solomon, 2020). However, the effectiveness depends on how visible the links are and how often the content is updated.


	
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 clearly explained through different sections such as “Cookery Classes,” where each option includes a description of what customers will learn and experience. This makes it easy for users to understand what is being offered and decide if it suits their needs. Clear information is important because it helps build trust and allows customers to make informed choices (Kotler et al., 2019). Overall, the website communicates its services effectively.


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


	Answer : Customer reviews are available on the website and also on external platforms like Trustpilot. These reviews give potential customers an idea of other people’s experiences. While many reviews are positive, there are also some mixed opinions, which can influence how trustworthy the service appears (Trustpilot, 2025). Keeping reviews up to date and displaying a variety of feedback can help improve credibility and make the business seem more transparent.


	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: The website presents the service as high quality by using professional images, detailed descriptions, and highlighting experienced chefs. It also suggests that classes are hands-on and personalised, which adds to the overall value. These features make the service seem more premium and appealing (The Cooking Academy, 2025). People might choose this company because it offers a unique experience, and it could easily be recommended to others looking for something different to do.


	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: Prices are not always shown clearly on the main pages and may require users to click further into booking sections. While this might encourage people to explore the website more, it can also be slightly frustrating for those who want quick information. Being transparent about pricing is important for building trust with customers (Kotler et al., 2019). The company may be trying to focus more on the experience before revealing the cost.


	Section 4 – Searchability


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

	
	2. Cooking Classes near me

	
	3. Best Cooking School 

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


	Answer: The website does not always appear in the top search results for general terms like cooking classes, mainly because there is a lot of competition. Larger or more established websites often rank higher. Search engine optimisation (SEO) is important for improving visibility and attracting more visitors (Chaffey, 2019). The Cooking Academy could improve its ranking by using better keywords and regularly updating its content.


	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: Websites are still very important for businesses in the UK because they act as a central place for information, marketing, and customer interaction. Although social media is widely used, a website gives businesses more control over how they present themselves. It also allows them to offer services like online bookings and detailed descriptions. A good website helps build trust and makes a business look more professional (Chaffey, 2019).


	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 useful improvement would be to add a live chat feature to the website. This would allow customers to get quick answers to their questions without needing to wait for a reply by email. Live chat can improve customer satisfaction and increase the chances of bookings being made (Chaffey, 2019). Adding this feature would make the website more interactive and convenient for users.
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