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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 website loads quite quickly on both a computer and a mobile phone. When I clicked the link, the homepage appeared in about two seconds. There were no long waiting times or frozen images. This is good because customers do no like slow websites. A fast loading time helps keep people interested and reduces the chance they will leave before seeing the services.


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


	Answer: Yes, the website has several sub-pages, such as “Our Classes”, “Corporate Events”, “Wellness”, “Blog” and “Shop”. The menu is at the top of the page and stays there when you scroll down. This makes navigation very easy. A customer can click on any section and go directly to what they want, like booking a Thai cookery class or reading about team building.


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

	Answer: Yes, a customer can make a booking. On the class pages, there is a “find out more” button. After that, there are clear steps to book. However, the booking process is not shown in one click from the homepage. You need to go into the specific class first. Once you are there, the instructions are clear and easy to follow.


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


	Answer: One improvement would be to add a “Book Now” button directly on the homepage for the most popular classes. Also, a small calendar showing available dates would help customers see free spaces immediately. Another idea is to add a search bar at the top, so people can type “Indian cooking” or “team building” and go straight to that page.


	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 webpage looks clean, warm and inviting. The colours are soft with orange and white which gives a friendly feeling. On a computer, everything is well organised in columns and large pictures. On a mobile phone, the menu becomes a small icon, and the images stack on top of each other. It still looks good, but the text becomes slightly smaller.


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


	Answer: The Website uses high-quality photos of people cooking, fresh ingredients and happy groups. These images make you feel excited to learn. There are no videos on the homepage. But there is a blog with written content. The orange colour is used for buttons and links, which draws your attention. The white background keeps it clean and professional.


	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: No, there is no online chat tool on the website. This means if a customers has a quick question, they cannot get an immediate answer. They would need to send an email or fill in a contact form. For a modern small business, a chat tool could help answer questions faster and even increase bookings. This is an area that could be improved


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


	Answer: The social media links are at the bottom of the page. They include Facebook, Twitter and Instagram. When you click on them, they open in a new tab, which is good. However, the links are small and easy to miss. More effective placement would be at the top or with bigger icons. The social media pages themselves look active an shouw real customer photos and class updates.


	
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 shown in the main menu and on the homepages. There are three main sections: Cookery Team Building Events, Wellness in the Workplace, and Cookery Classes. Each section has a short description and a link to learn more. The customer can immediately understand that the company offers cooking classes for fun, health and cooperate events.


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


	Answer: Customer reviews are shown on the homepage under “What people say.” There is one written review from a corporate client. It is positive but not dated. There are no other reviews visible easily. It would be better to have a dedicated “Reviews” page or a star rating system. The single review feels a bit old and not very detailed.


	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 service is presented as high quality through professional photos, detailed class descriptions and the story of the founder’s Indian heritage. The ingredients and spices sold in the soph also suggest quality. I would recommend this company because the classes look fun, hands-on and suitable for beginners. The team building aption is also unique and memorable for work groups.

	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: No, prices are not clearly shown on the website. You cannot see how much a class costs unless you contact them or click deeper. For some classes, the price is not listed at all. This could frustrate customers. The website shows high quality, so the prices are likely higher than average. But hiding prices may cause people to leave and look for competitors who are more transparent.


	Section 4 – Searchability


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

	
	2. Team building cooking

	
	3.  Thai cooking workshop

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


	Answer: I tried searching for “cookery classes London” and “team building cooking”. The Cooking Academy did not appear in the first ten results for these general searches. It appeared further down. For more specific searches like “Indian cooking class London”, it appeared on the first page. This means the website is not the most visible, but it can be found with more specific keywords.


	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: Yes, websites are still very relevant. Even with social media, a website is the main place where a business can control its full message. On social media, algorithms change, but a website is permanent. Customers expect to find opening hours, prices, contact details and booking options on a website. For a cooking academy, the website also shows the quality of the classes though photos and descriptions. Without a good website, many customers would not trust the business.


	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: My one recommendation is to add clear prices for each class on the website. Currently, customers have to contact the school to find out prices. This creates an extra step and may cause people to lose interest. By showing prices clearly, the company builds trust and saves time for both the customer and the business. People can decide quickly if the class fits their budget. Transparency in pricing also makes the business look more professional and customer-fiendly.
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