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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 is quite quick to load. Once its load all the information is just there within seconds. The corporate cooking page appears quickly, with large hero images and main navigation ready to use almost immediately. This fast load time supports a positive first impression and smooth engagement from users (The Cooking Academy, 2025).


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


	Answer: It dose contain many pages that gives quite few knowledge about cooking in details the website has almost all the continental food info which makes this website very interesting such as “Team Building & Leadership Events”, “Virtual Team Building”, “Recruitment & Selection Cookery Challenges” and more. (The Cooking Academy, 2025) Navigation is well structured: a clear top-menu lists key event types, and additional links within the page lead users to further information for each specific event type. This makes it straightforward for a prospective customer to explore offerings.

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

	Answer: Yes, the page includes a prominent “Make an enquiry” button linked to the enquiry form, and there is a downloadable brochure for the team-building offering. (The Cooking Academy, 2025) While the process appears to begin online, it seems that detailed booking and customisation may be done via enquiry rather than a fully automated booking checkout.


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


	Answer: One improvement would be to offer a clearer, streamlined booking wizard (select event type → date → number of participants → price) so users can self-serve booking instead of only submitting an enquiry. Additionally, since the page is image-heavy, including a “jump to section” navigation bar could help users access specific parts of the page (e.g., testimonials, packages) faster. Finally, adding a live chat tool would further enhance accessibility for quick queries.



	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 presents a professional and attractive layout: high-quality photographic banners, clean typography, and a consistent colour palette. On desktop, the layout benefits from wide spacing and side-by-side imagery, which lends a polished look. On mobile, the same elements are retained but stack vertically; the experience remains visually pleasing though slightly more scroll-intensive. Overall the design feels premium and coherent across devices.

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


	Answer: Imagery is a strong part of the page: group cooking activities are shown in professional studio-like settings, which helps communicate the experience. Colour is used subtly and consistently (for example menu and highlight links) to reinforce brand identity. I did not observe embedded video on this specific page, so video appears not to be a key component here. The visual approach supports the message of high quality and fun experience.

	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 they have made use of an online chat tool powered by artificial intelligence. It is really good for answering all the generic questions but it needs to get improved. Its response is very slow. And took a lot of time to load as well.


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


	Answer: The social media icons (Facebook, Twitter, Instagram, LinkedIn, YouTube) are clearly visible in the footer section of the page (The Cooking Academy, 2025). This enables users to explore the brand’s broader content and presence, which supports engagement. The links are effective in giving access to external platforms but they are somewhat peripheral — more prominent placement of recent social posts on the page might strengthen this further.

	
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 described: the page states that cooking events are delivered across multiple venues (e.g., London City EC1V, Rickmansworth, Wokingham/Reading) and that events are tailored to bring teams together in an interactive setting. (The Cooking Academy, 2025) It explains the objectives such as enhancing team spirit, collaboration and workplace well-being. The clear service descriptions help customers understand exactly what is being offered.

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


	Answer: Customer testimonials are placed on the page under “What people say.” (The Cooking Academy, 2025) Examples include named clients (e.g., Three UK, Oracle Finance) with quotes reflecting positive outcomes from the events. While the testimonials are visible and credible, the page does not indicate specific dates for these comments, so the currency (how up to date) is not fully clear. Including dates would enhance transparency.

	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: Quality is conveyed through several elements: mention of “experienced chefs”, “fully managed by our team”, and “all the ingredients and equipment are provided” (The Cooking Academy, 2025) add credibility and professionalism. The professional imagery and positive testimonials further support quality. I would recommend the service because it combines a fun, hands-on experience with clear team-building objectives and strong logistics support.

	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 not clearly listed on the corporate cooking page itself–there is no standard cost per person or package price displayed openly (The Cooking Academy, 2025). Therefore customers must enquire for pricing. While this may align with the bespoke nature of the offer, providing a clear price range would enhance transparency. Given the high-quality presentation, detailed pricing would likely be expected by customers and would reflect that service standard.

	Section 4 – Searchability


	Question 4a - What three words would you type into Google to find this type of service? 
	1. Corporate cooking event

	
	2. Team building cookery London

	
	3. London cooking

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


	Answer: A search suggests that the website does appear among the top ten results for relevant queries in the corporate cookery/team-building space in the UK. This indicates that the company has achieved a reasonable level of search visibility, which supports the website’s discoverability.


	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 remain highly relevant for UK businesses because they act as a primary digital “shop-window” where customers assess offerings, credibility and brand values. Even in the age of social media and apps, a well-designed website provides detailed information, formal contact points and documentation (such as brochures) that platforms alone cannot fully deliver. The site I reviewed exemplifies this, offering detailed service descriptions, testimonials and venue information – all of which build trust.

	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 would be to display a clear price range (e.g., cost per person or typical package cost) directly on the corporate cooking page. This would improve customer transparency, set expectations early and reduce friction at the enquiry stage. Because the service presentation is high quality, matching that clarity in pricing would enhance perceived value and conversion.
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