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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 quickly and efficiently with the homepage appearing with a few seconds this a creates first impression and allows users to access content without delay improving overall usability


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


	Answer: 
The website includes serval sub pages such as courses booking and company information navigation is straightforward due a clear menu structure and well organised layout helping users find information


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

	Answer: 
Yes, customer can meek booking easily book now  functional button or dedicate booking section the process is integrated directly into the site allowing users to select dates serves and complete their reservation without calling or emailing 


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


	Answer: 
While functional, the site could improve usability by implementing a "Calendar View" for class bookings. Currently, users must navigate through individual class pages to find dates. Jongmans et al (2022) suggest that improving usability leads directly to a higher "Intention to Reuse". Streamlining the search process for specific dates would reduce user effort and further enhance the positive experience during the visit.


	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 uses a clean, professional aesthetic with high-quality food photography that creates a sense of "Pleasure", a key UX aspect. The mobile version is highly responsive, adapting the layout for touch-navigation. This is vital as mobile marketing is a core component of digital strategy. Ensuring the "Visual Design" remains high-quality across all devices is the first step in the sequential model that leads to customer satisfaction. 

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


	Answer:
The site uses vibrant, saturated colours and high-resolution imagery of fresh ingredients and active cooking classes. This "use of colour and images" is a common feature used to engage customers. By visually demonstrating the "quality of service," the brand avoids being viewed as an "intruder" and instead integrates with the user's lifestyle goals. Video testimonials further enhance this, providing a dynamic look at the cooking 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:
The website features a WhatsApp-integrated chat tool. This is highly effective for "automated information-sharing," similar to the original concept of the web. It allows for real-time interaction, which is a staple of modern customer service. This direct line of communication helps build a community and ensures that potential challenges or questions are addressed immediately, reinforcing the brand's commitment to customer engagement.

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


	Answer: The website prominently features links to Instagram and Facebook. These are effective because Meta dominates the sector, allowing the brand to target "ideal customers" like millennials who may avoid traditional ads. These links provide a "one click" connection back to social platforms where the brand can share stories and interact with users daily, which is essential for developing a strong brand presence and following.


	
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 clearly categorised into individual classes, nutritional therapy, and corporate events. This clarity is essential for building "Perceived Value". By using descriptive headings and hyperlinks, the company ensures that its diverse offerings are understandable at a glance. This clarity in the "first online navigation" determines the future relationship with the customer by immediately demonstrating how the brand can meet their specific needs

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


	Answer:
Customer reviews and testimonials are embedded throughout the site, often accompanied by trust badges. Making these available is a key strategy for building trust and community. Recent reviews contribute to the "Intention to Recommend," as identified by Jongmans et al (2022). When customers see up-to-date, positive feedback from others, it validates the high quality of the service and encourages new bookings

	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 presented through the use of professional chefs, high-end kitchen imagery, and prestigious corporate client logos. I would recommend this service because the website effectively communicates a premium experience that combines education with pleasure. The professional "Visual Design" and clear evidence of expertise lead to a high "Perceived Value," making it a service that users would likely recommend to friends or family

	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, prices for individual classes and vouchers are clearly displayed. This transparency reflects the quality of service and manages customer expectations immediately. For more complex services like corporate events, they use a "Quote" system, which is appropriate for bespoke offerings. Clear pricing is a form of direct marketing that helps build engagement by removing barriers to the "Intention to Reuse" the site for a purchase. 


	Section 4 – Searchability


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

	
	2. Corporate team building

	
	3. Healthy cooking courses

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


	Answer: 
Yes, the website ranks highly for these terms. This high searchability is a key advantage of a successful digital marketing strategy, ensuring the brand is a primary "touchpoint" for those seeking culinary education.

	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 absolutely relevant as the central hub of a business's digital presence. While social media apps like Instagram and Facebook are vital for "targeting ideal customers" and real-time updates, the website is where the "universe of documents" and final transactions reside. As noted by Demangeot and Broderick (2016), the website is the primary touchpoint that determines the future of a customer relationship. Unlike social media, which can be "user-led" and subject to backlash, a website allows a brand to maintain complete control over its message and "Visual Design". It acts as the "staple part" of marketing where engagement is converted into a measurable "Perceived Value" and sales.


	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 increasing the use of user-generated video content and influencer "Stories" directly on the homepage. While the site currently uses professional imagery, YouTube and Instagram data shows that "stories" and influencer collaborations help a brand "embed" itself with users and avoid being seen as an "intruder". With 2 billion YouTube users and a massive millennial audience on Instagram, integrating these social elements directly onto the site would enhance the "Pleasure" aspect of the user experience. This would lead to a stronger "Intention to Recommend" by making the brand feel more authentic, community-driven, and integrated with the customers' social media habits.
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