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Section 1 – Usability

(75 words maximum for each answer)

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


	Answer: 
The website offers a seamless browsing experience by loading rapidly and with no lag time. Quick loading times are crucial since they increase user engagement and lessen inconvenience. Krug (2014) claims that users choose websites that are straightforward and effective since this improves usability and promotes ongoing engagement.


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


	Answer: 
The website has several subpages that are arranged in an orderly manner using a structured navigation. Sections including classes, reservations, and contact details are all simply searchable by users. By enabling users to locate information quickly, clear navigation enhances user experience (Nielsen, 2012).



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

	Answer: 
Customers can quickly register for culinary classes through the website's online booking option. Users' accessibility and convenience are enhanced by this feature. Because they improve customer experience and efficiency, online booking systems are crucial in digital company 


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


	Answer: Simplifying page layouts and increasing the number of call-to-action buttons could improve the website's usability. It would be easier to navigate if there was less unnecessary content. Usability and user satisfaction are increased by a simple and straightforward design (Krug, 2014).



	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 is visually appealing and simple for people to interact with due to its sophisticated and well-organized design. The arrangement is tidy, and the use of photos and spacing promotes presentation and understanding. Additionally, the website is responsive, which means that viewers can easily access content on both PCs and mobile devices. To improve user experience and promote ongoing engagement, a responsive and consistent design is essential (Nielsen, 2012; Chaffey and Ellis-Chadwick, 2019).


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


	Answer:
The website makes good use of colour and pictures to draw users in and improve their experience. Visitors find the information more interesting and appealing when it features high-quality images of food and kitchen activities. A professional appearance is made better by the colour scheme's consistency. Images and videos are examples of visual components that are crucial for influencing user perception and boosting website interaction.


	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: 
Users can ask questions regarding services using the communication features on the website. The availability of contact forms and booking systems allows customers to interact with the company even in the absence of a fully functional live chat feature. To increase customer satisfaction and facilitate decision-making, effective communication tools are crucial. Encouraging consumers to ask questions quickly and easily can improve the experience overall and build trust. 


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


	Answer: 
The website's social media links allow users' access to the company's larger online presence. Customers may watch updates, information, and interactions on websites like Facebook, YouTube, and Instagram. Social media connection increases customer interaction and brand visibility, making it simpler for consumers to stay up to date on the company. Additionally, trust and purchasing decisions may benefit from this (Chaffey and Ellis-Chadwick, 2019).

	
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: 
Through well-organized information and detailed descriptions, the company's services are outlined in full. Customers can easily understand what is available because each course offers important details like the type of class, duration, and cost. Presenting services clearly supports informed decision-making and improves the overall user experience (Laudon and Traver, 2021; Chaffey and Ellis-Chadwick, 2019)


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


	Answer: 
The website features customer reviews that offer insightful commentary on the services provided. These reviews aid new customers in understanding prior users' experiences and evaluating quality of the services. Updating reviews is crucial since it builds confidence and credibility. Customer decisions can be influenced by updated feedback, which also boosts corporate confidence (Nielsen, 2012).


	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: 
Through an appealing website design, clear information, and eye-catching content, the service is portrayed to be of high quality. Strong and good impressions are produced by well-organized descriptions and high-quality photos. Customers find the service appealing because the website highlights great culinary experiences. Presenting information well increases perceived value and promotes user interaction and recommendations.


	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: 
Customers may quickly discover how much each service costs because the pricing are displayed clearly on the website. This helps buyers in weighing their selections and determining their budget. Considering the quality displayed on the website, the rates appear fair. Because it fosters trust and allows customers to make wiser decisions, clear pricing is crucial (Laudon and Traver, 2021).

	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 Courses Uk

	
	3. Culinary training London

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


	Answer: The website shows up in search results when using these terms, however it might not always be at the top. To draw clients, search engine exposure is crucial. Good SEO techniques raise a website's traffic and ranking (Chaffey and Ellis-Chadwick, 2019).



	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: 

Given that they enable online transactions and offer vital information, websites are still very important in today's UK firms. Credibility and customer engagement are increased by a well-designed website. In the current competitive landscape, a company's digital presence is essential to its success (Laudon and Traver, 2021).


	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: 
Adding a live chat function is one suggestion for improving customer contact. This would enable users to get answers to their questions right away. Improving communication tools boosts customer satisfaction and user experience (Laudon and Traver, 2021).
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