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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: Upon visiting the site, the homepage loaded within roughly one second on a standard broadband connection, which is notably fast. This suggest that image compression and content delivery are well managed. Page speed matters from a user perspective, as delays can cause visitors to abandon before engaging with its content. Hobo Web (2023) advises that websites should aim to load within four seconds to retain user interest, meaning The Cooking Academy comfortably exceeds this benchmark.

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


	Answer: The site is organised across numerous sub-pages covering cookery classes, corporate events, gift experiences, and account management. Users can move between these sections via a header menu featuring drop-down categories, which keeps the layout relatively tidy without overwhelming the visitor. This type of hierarchical menu structure is considered good practice in web design, as Carden (2025) notes that well designed navigation allows users to locate content quickly and with minimal effort.

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

	Answer: Bookings can be made directly through the site using the “Find a Class” feature, which filters available sessions by date and type before directing the user to a dedicated booking page. Clients can book directly from a business's website without having to wait for a response, removing the need for phone calls or lengthy email exchanges, while automatic reminders and payment collection at the point of booking help reduce no-shows and last-minute cancellations (Calendly, 2024).

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


	Answer: One area for improvement is the depth of the navigation menu, several categories require two or three clicks before reaching relevant content. Making booking options more prominent on class listing pages, rather than requiring further navigation, would reduce friction in the user journey. A search bar would also benefit users looking for a specific class type quickly. These changes would make the site more intuitive, particularly for mobile users where screen space is limited.

	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 site makes a strong visual impression, with a clean layout that immediately communicates the nature of the business. On desktop, content is well-spaced and easy to scan. On mobile, the layout reorganises into a single readable column format, though some images appear cropped in a way that loses context. Think with Google (2021) emphasises that responsive design is essential for maintaining usability across devices, and the site largely delivers on this.

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


	Answer: The site relies on photography to communicate its offer which builds a sense of atmosphere before a visitor has read a single word. A warm colour palette, featuring earthy tones and cream backgrounds, reinforces the approachable fell of the brand. No video content was visible on the main pages visited, which could be seen as a missed opportunity given how effective short food or class preview videos tend to be for this type of business.

	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: A live chat function is present on the site, visible as a pop-up icon. When tested, it appeared to connect to a real agent which adds a personal element to the support experience. This reduces the need for users to search for contact details or send emails and wait for a response. The availability of real time support can be useful for customers with requirements about class suitability before committing to a booking.

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


	Answer: Links to social media platforms are placed in the footer of the site. The Instagram and YouTube channels seem well suited for this type of business, given the visual and demonstrative nature of cooking. Having these platforms accessible from the website provides customers with alternative ways to engage, such as watching recipe videos or following updates on new classes. This cross-platform presence supports ongoing brand visibility beyond a single visit to the site.

	
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 range of services is made clear through a well-structured layout, with distinct sections covering classes by cuisine type, corporate event, private group bookings and membership options. Each section includes a short description alongside pricing or a booking prompt. This means a prospective customer can quickly identify what is available and whether it suit their needs, without needing to contact the business first.

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


	Answer: The site displays customers testimonials, though these appear in a curated format on the page rather than being pulled from a live review platform. The reviews shown are largely positive, with no visible dates, which makes it difficult to judge how recent or representative they are. For a business in the experience economy, up to date social proof is particularly important, as customers often base booking decision on the experience of others.

	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 overall presentation of the site offers a premium feel, the descriptions are detailed, and the variety of classes suggests a well-established operation. The emphasis on expert tutors and structured learning environments positions the brand as more than a casual activity, which is likely to appeal to those treating it as a gift or a special occasion. For these reasons, it is a service that could reasonably be recommended to someone looking for meaningful experience.

	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 visible on individual class pages, though they are not displayed on the main category landing pages, meaning a user must click through to find the cost. Classes appear to range from approximately £50 to £150 depending on the type and duration, which seems consistent with the premium positioning of the brand. The decision not to display prices prominently might be intentional, drawing the user into the context first before presenting the cost.


	Section 4 – Searchability


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

	
	2.Cookery school UK

	
	3.Cooking courses UK

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


	Answer: When “Cooking classes UK” was entered into Google, The Cooking Academy appeared in position ten of the organic result. For the search term “Cookery school UK”, the site did not appear in the Google local pack for location-based searches until page three where it was on the third position. Given the level of competition in this sector, the site could benefit from stronger key word targeting on its individual class pages.

	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: Despite the growth of social media and app-based platforms, websites remain highly relevant for UK businesses, particularly those offering services that require detailed information and transactional functionality. Unlike social media profiles, a business website is fully owned and controlled by the organisation, and it cannot be altered by platform algorithm changes or account restrictions. For a business such as The Cooking Academy, where customer need to browse options, check dates and complete a purchase, a well-maintained website is still the most practical and trusted environment in which to do this.

	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: The most impactful improvement would be to display pricing information on category-level pages, rather than requiring users to click through individual sessions. Currently, a visitor browsing the corporate event section, for example, has no sense of the price range until they select a specific option. This extra step creates unnecessary friction and may cause potential customers to leave the site before completing a booking. Making approximate pricing visible earlier in the journey would allow users to self-qualify quickly, resulting in a more efficient experience and potentially higher conversion rates.
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