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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 relatively quickly on both desktop and high-speed mobile connections. The navigation feels responsive with minimal lag when clicking through the main menu categories.


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


	Answer: Yes, the site contains numerous sub-pages categorised under Cookery Classes, Team Building and Corporate Events. A search function and footer links also provide alternative pathways to specific content.


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

	Answer: Customer can select a specific class, choose an available date from a calendar, and add it to a digital shopping cart. The checkout process is straightforward, requiring contact details and payment information from browsing to a confirmed purchase without needing external contact.


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


	Answer: All Classes page, filtering by price range, dietary requirements, or skill level. Additionally increasing the font contrast in certain footer areas would improve accessibility. According to Jiang and Zou, 2020) the availability of filtering on the platform will in expectation induce consumers to search fewer products but buy products with higher match values. When filtering reveals only a small amount of the products’ match-value variations, it will benefit the platform, the sellers, and the consumers.


	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 has a professional, foodie aesthetic with warm colours and high-quality photography that evokes a culinary atmosphere. On a computer the layout is expansive with large banners. On mobile the site is responsive, the layout shift to a vertical stack and the top navigation collapses into a food menu. The mobile version remains clean and factional though images are scaled down.


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


	Answer: The site uses vibrant high-resolution imagery of prepared dishes and active cooking classes to build appetite and trust. The colour palette of deep reds and neutrals reflects a kitchen environment.

	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: The website currently utilises a ‘Contact us form’ and visible phone number rather than a live 24/7 chat tool
   

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

	Answer: The social media links such as Facebook, Instagram, YouTube, Linkedln are prominently placed in the footer and header. They are highly effective as they lead to active pages filled with user generated content and behind the scenes photos. This social proof reinforces the brands community feel and allows prospective customers to see real time updates and reviews from previous participants. Furthermore, the high engagement on these platforms serves as good trust signal bringing the gap between the digital storefront and the physical experience of the cooking.


	
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: Services are categorised clearly into individual classes and team building classes. Each class page provides a included section. This transparency ensures customers know exactly what they are paying for, whether it is a half day workshop or a full course.

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


	Answer: Customer reviews are integrated via a dedicated Testimonials page button and often linked to third party platforms like Google reviews or Trustpilot, many of them testimonials are recent reflecting consistent service quality.


	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: High quality is conveyed through professional photography, mention of expert tutors and clean high end website design. I would recommend this service because of the variety of specialised cuisines offer and the professional environment. The focus on nutritional health alongside cooking gives the company a unique premium edge over standard recreational cooking school.


	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 clearly displayed on each individual course page. The pricing reflects a premium service, typical for expert led culinary instruction in the UK. The cost is justified by the inclusion of high-quality ingredients professional equipment and the small group sizes mentioned in the descriptions, which suggest a high level of personal tuition.


	Section 4 – Searchability


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

	
	2.Corporate team building 

	
	3. Culinary school UK

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


	Answer: Yes, for localised searches like cooking classes Hertfordshire or specific terms like. The Cooking Academy the website consistently appears in the top ten organic results. Their strong SEO on topics like Nutritional cooking courses also helps them maintain high visibility against larger competitors.


	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 remain vital for UK Businesses as they serve as the primary digital storefront where the brand has total control over the narrative. The cooking Academy a website is essential for establishing credibility and providing a secure platform for financial transactions and scheduling. Unlike social media a website allows for complex transactions like booking, detailed service breakdowns and professional branding.


	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: I would recommend adding a Quick filter sidebar on the main course listing page. Currently users must browse through many options or use dropdowns. A filter for Vegetarian is under £100, or Evening Classes would significantly reduce the time to conversion for busy customers This improvement simplifies the user journey and makes the large volume of content more manageable.
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