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Respond to each question 

	
Section 1 – Usability


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

	Answer: The Cooking Academy website is fast and user-friendly, and pages are loaded within two seconds on average gadgets. Images are well compressed, and there is not much buffering to do or navigation between sections. The uniform loading rate indicates that the company has optimised its technical aspects, which improves user experience and prevents visitors from feeling bored. The performance of the site facilitates easy navigation and promotes the use of the site by the user (Xilogianni et al., 2022).

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

	Answer: Yes, the site has diverse sub-pages of courses, corporate events, private dining, blogs and contact details. The navigation is also intuitive, and it has a top menu bar that has dropdown categories that are quite visible. Internal links and a search option also enable users to find information very easily. It is a logical framework that allows customers to navigate the material smoothly and minimises the chance of dissatisfaction or frustration during navigation.

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

	Answer: Yes, the customers can make reservations on the Cooking Academy site. The site will enable the user to search through the cookery courses available, see the date, prices, and descriptions and book an online course. On every course page, the booking is done using a secure payment system, which makes the entire process convenient and easy to go through because customers can book their favourite course with a few clicks.

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

	Answer: Even though the overall usability of the site is user-friendly, some improvements may enhance the site's usability. Clarity could be made better by simplifying the homepage through the lessening of visual clutter. The inclusion of breadcrumb navigation would help the user to keep track of their positioning on more than one page. Moreover, the webpage should include accessibility upgrades that would make the site more accommodating and simpler to navigate for anyone visiting it.

	Section 2 – Pleasure – Customer Experience


	Question 2a – How pleasant does the webpage look?  Are there any differences in appearance on a mobile phone versus a computer? 

	Answer: The Cooking Academy site is professionally designed and inviting with warm colour shades, good quality pictures of food and a clear layout. The images and the spacing are perfectly arranged on the desktop, resulting in a graceful and refined look. The design is also useful but somewhat condensed on mobile devices, with more scrolling being required. Minor optimisation would be required to enhance the mobile readability and sustain a steady visual harmony across all screen sizes (Casare, Basso and De Oliveira Moraes, 2020).

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

	Answer: The site also utilises good and attractive food photography to have the effect of making people hungry and showing culinary skills. The effect of its colour palette, which consists mostly of whites, natural shades in the form of earthly brown hues, helps it create a clean and sophisticated mood. The careful investigation of the visuals and colour used is very educational in conveying the professionalism, creativity and attention to detail in providing quality, memorable cooking experiences of the brand.

	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: Yes, the Cooking Academy site has implemented a live chat application that has been developed by CustomGPT.ai. This option enables the visitors to pose any questions immediately regarding the course information, prices and related booking process. It goes a long way in boosting customer interaction through immediate response. The tool provides a higher level of efficiency in enquiries and enables faster decision-making among users who may wish to attend particular cooking classes or corporate events (Vergaray, Robles and Jiménez, 2023).

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

	Answer: Links to social media sites, including Facebook, Instagram, YouTube, and LinkedIn, may be found in the website's footer. New recipes, event highlights, and details about student activities are often added to this dynamic section. The incorporation of various social media platforms promotes community involvement and brand connection outside of the primary website. Customers may more easily engage with the business on a variety of digital channels through this connection, which raises brand recognition.

	
Section 3 – Perceived Value


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

	Answer: The Cooking Academy explicitly packages its operations by listing its services in properly-arranged pages for Cooking Courses, Corporate Events, Team Building and Private Dining. The sections have elaborate descriptions, course options and clear booking procedures. The homepage provides convenient direct links to popular courses. The system allows the customers to know what is there in a short period and can easily manoeuvre through the system in search of a service that will be of help to them.

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

	Answer: On course pages, customer reviews are presented and in testimonials on the homepage. Most of them contain the latest reviews of the participants who compliment the instructors, course material, and fun environment. There are reviews connected to the assessed Google ratings, which increases trust. The testimonials are recent enough, which signifies continuous interaction with new clients and makes potential clients feel confident in the quality and reliability of the company.

	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 cooking academy encourages quality by using professional photographers, professional chef profiles and in-depth course descriptions. Individualised and high-quality learning is emphasised by hands-on learning, small classes, and good facilities. I would refer my friends or relatives to this company due to its professional approach to teaching, interactive way of learning, and the established reputation in the provision of the best cooking training and unforgettable culinary experiences for all participants across all skill levels.

	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 of courses can be found on every single event or class page. The prices are above others but in accordance with the high quality of the service, professional training, and well-furnished facilities. Clear pricing helps customers to gain confidence and shows that it is a good value. The transparency of cost presentation supports the professionalism of the company and its transparency of credibility in the company when making a booking decision.

	Section 4 – Searchability


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

	
	2. Cooking school UK

	
	3. Corporate cookery events

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

	Answer: The Cooking Academy is listed in the top ten search results in Google when entering the query cooking classes London or cooking school UK. It has good SEO optimisation and appropriate keywords, which help in increasing the visibility, thus attracting individual learners and corporate culinary clients.

	Section 5 – Reflection and conclusion


	Question 5a - Do you feel that websites still have relevance in modern UK business? Explain your answer. 

	Answer: The websites continue to be essential to the contemporary UK enterprise as they serve as the primary medium of communication with the brand, online purchases, as well as customer interaction. An efficient website will gain credibility, a marketing campaign and 24/7 accessibility. Although social media is appealing to the audience, websites will deliver organised information, safe payment procedures, and brand identity control. In the case of service-based enterprises such as The Cooking Academy, the site is a promotional and transactional one, enabling people to book their services and keep the customers in high regard. In general, websites are necessary to be visible, professional, and grow in line with other internet-based marketing platforms while providing stable and trustworthy experiences to prospective and current clients.

	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: Among the suggestions aimed at bettering The Cooking Academy website, one of them would be to increase mobile optimisation. Despite the appeal and neatness of the desktop version, the mobile layout is too long to scroll, and certain visual objects seem compressed. Since many users use websites via smartphones or tablets, it would be wise to enhance mobile responsiveness. The page structure will also be changed to make more sense, and the font size will also be enlarged so as to make it readable. Such modifications are likely to improve the satisfaction of users and increase the conversion rates. To help The Cooking Academy grow further professionally and appeal to a broader audience via mobile platforms, it is important to offer to provide a continuous and flawless experience on all gadgets.
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