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	Student Number
	
	Student Name
	

	

	Website Chosen 
	thecookingacademy

	Insert hyperlink to website
	https://www.thecookingacademy.co.uk

	

	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: This website working very fast and efficiently. Pages load very quickly and navigation feels smooth and responsive. The design is clear, so even beginners can navigate


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


	Answer: Yes these website does contain multiple sub-pages, but it’s not overly complex. It follows a fairly standard structure with clear sections. Like: blog, shop, wellness, cookery classes, cookery team building.
A prospective costumer navigates using a clear top menu, homepage links, and call to action buttons, moving from general categories to specific course pages in a simple, structured way.

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

	Answer: Yes, the customers can make a booking directly through the website. They select a class choose a date, and complete payment online. After booking, they receive a confirmation email, making the process quick and convenient.


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


	Answer: The website could be improved by adding better search filters, clearer booking steps, and more structured navigation. Stronger visual buttons and improved mobile design would also help users find and book classes more easily and quickly.

	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 Cooking Academy webpage looks clean, modern, and visually appealing, with high-quality food images and a simple colour scheme that creates a pleasant browsing experience. On a computer, the layout appears wider and more structured, showing multiple sections side by side. On a mobile phone, the design becomes more vertical, with stacked content and larger buttons, making it easier to scroll and tap, though slightly less detailed in view.


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


	Answer: The The Cooking Academy website uses high-quality food imagery to attract attention and showcase dishes, making the experience visually engaging. Images are bright and professional, helping users imagine the classes. Video content is minimal or subtle, focusing mainly on photos. The colour scheme is clean and modern, using neutral tones with warm accents to create a welcoming feel. Overall, the visuals support the brand and make the site appealing and easy to explore.


	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 Cooking Academy website does not appear to prominently use an online chat tool. Instead, it relies on contact forms, email, and FAQ pages for enquiries. While these methods provide useful information, they are less immediate than live chat. An online chat tool would be more effective for quick questions, instant support, and improving customer experience, especially for users who want fast answers before making a booking decision.

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


	Answer: The Cooking Academy website includes links to social media platforms such as Facebook, Instagram, LinkedIn, and YouTube, helping users connect with the brand beyond the site. These links are effective because they allow customers to view real content, reviews, and updates, which can build trust. However, their effectiveness depends on visibility and activity levels; if not clearly placed or regularly updated, users may overlook them or find them less useful.

	
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 Cooking Academy makes its services clear through well-organised sections such as cookery classes, team-building events, and wellness programmes. Each service has its own dedicated page with detailed descriptions, including what is included, duration, and pricing. High-quality images and clear headings help users quickly understand each offering. Call-to-action buttons like “Book now” or “View details” guide customers, making it easy to explore and choose the right service.

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


	Answer: Customer reviews for The Cooking Academy are made available in two main ways: directly on the website and through external platforms. On the site, testimonials are shown as short quotes from clients and companies, highlighting positive experiences.
Externally, reviews appear on platforms like Trustpilot and TripAdvisor, where users can leave detailed feedback. Some reviews are recent (e.g., 2025), showing they are updated, although the number of reviews on some platforms is limited.
Overall, reviews are visible but could be more regularly updated and comprehensive.

	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 Cooking Academy presents its service as high quality through professional imagery, detailed descriptions, and a strong focus on expert-led classes. It highlights experienced chefs, well-structured courses, and positive testimonials, which build trust.
You would use or recommend the service because it offers enjoyable, hands-on experiences, clear organisation, and a variety of classes for different skill levels, making it suitable for individuals, groups, or team-building events.

	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: Yes — on the Cooking Academy, prices are generally made clear for most cookery classes and events. They are usually shown on individual course pages, so customers can see the cost before booking rather than needing to enquire separately.
The prices do reflect the quality of service shown. The higher pricing is supported by professional chefs, premium ingredients, small group experiences, and well-organised venues, which matches the premium feel presented through the website’s imagery and descriptions.
Because prices are not always shown on every page or for bespoke corporate events, this may be intentional to allow flexible pricing depending on group size, location, or custom requirements.

	Section 4 – Searchability


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

	
	2. Academy

	
	3. Classes

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


	Answer: The Cooking Academy does not consistently appear in the top 10 Google results on the first page.
It may appear on later pages (page 2–3 or more) depending on SEO keywords used.
Top results are usually dominated by larger booking platforms, directories, or highly optimised cooking schools.
Its visibility is good but not top-ranked for generic search terms.
No, the company’s website does not reliably appear in the top ten Google results for that search term, meaning its search engine visibility could be improved.


	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 in modern UK business. They act as a central and reliable source of information where customers can easily find services, prices, and contact details in one place. For example, the Cooking Academy uses its website to showcase cookery classes, events, and bookings in a professional and organised way, which helps build trust with customers.
Unlike social media, a website is fully controlled by the business and is available 24/7, allowing customers to browse and make decisions at any time. It also improves visibility through search engines like Google, helping new customers discover the business. Websites also support direct actions such as online bookings and enquiries. Overall, they remain essential for credibility, marketing, and customer convenience in the UK business environment.

	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: One recommendation to improve the website of The Cooking Academy would be to add a more advanced search and filtering system for cookery classes. At the moment, users must scroll through different course pages, which can take time and feel less efficient.
By introducing filters such as cuisine type, skill level, price range, and available dates, customers could quickly find the most suitable class for their needs. This would improve user experience, reduce frustration, and make the booking process faster and more convenient.
This improvement is suggested because modern users expect quick navigation and personalised search options, especially when comparing services online. A better filtering system would likely increase bookings, improve customer satisfaction, and make the website more competitive compared to other cooking schools and booking platforms.
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