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	Evaluation: Respond to each question

	 
Section 1 – Usability 


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

	Answer:  
The site loads fast and effectively, with little time wastage in loading the home page and the subpages. Photos and texts are shown without evident stutter. The design is minimalist, which contributes to faster page load times. On the whole, the site is good and creates an excellent impression on visitors browsing the site through both desktop and mobile devices.
 

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

	Answer:  
Admittedly, the site does have several sub-pages, such as classes, blog, shop, and corporate services. It is easy to navigate with a top menu that is clear and links that can be clicked, like View All or Find out more. These options allow customers to navigate between pages with ease; hence, exploration of services and information is not a problem (Wilson, 2022).
 

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

	Answer:  
Yes, the customers will be able to book using the site. Classes are clearly optioned and then one can go to the booking or enquiry forms. The site will also offer confirmation of booking upon payment, meaning that there is an organised reservation system. This has made it easy for users to book a place in cooking classes online.
 

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

	Answer:  
 The site could also use better usability by including an easier booking button on all pages and making certain areas of the site easier to navigate. The search bar would assist the users in finding particular classes easily. Also, the page consistency and less scrolling would be more user-friendly, particularly to a first-time user who is not familiar with the site layout (Jain et al., 2025).


	Section 2 – Pleasure – Customer Experience 
 

	Question 2a – How pleasant does the webpage look?  Are there any differences in appearance on a mobile phone versus a computer?  
 

	Answer: 
The site is attractively designed in a clean, modern and professional way. It has a straightforward design with properly structured sections, thus making it easy to navigate. On mobile devices, the layout is adapted to a smaller screen, which is still readable and usable. As a whole, the site has a steady and enjoyable experience on desktop and mobile sites.

 

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

	Answer: 
The site uses high-quality pictures depicting food, cooking lessons and activities, and this captures the attention of the users. The colours used are vivid and natural with freshness and creativity. Despite the limited number of videos, the high usage of pictures is helpful to convey the experience. Such a combination improves the overall appearance, and the users find the site interesting.
 

	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 site does not provide a live chat service, though it has contact forms and enquiry facilities instead. These enable the users to pose questions regarding the services, although the answers might not be instant. A live chat tool would enhance communication because it would be easier to access the tool at any time, as it would offer instant assistance, and the customer would be in a position to get quick responses, and customer satisfaction would be enhanced (Kouser and Majid, 2021).


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

	Answer:  
 The site also gives access to social media sources like Instagram and Facebook, where users can see more information and updates. These connections contribute to the development of trust and the demonstration of customer interest. However, they are not very prominent on the site (Glaveli, 2021). This would make them more visible and interactive, making more users follow and interact with the brand online.


	 

	Section 3 – Perceived Value  
 

	Question 3a - How are the services offered by the company made clear to customers? 
 

	Answer: 
 The services are clearly explained using distinct services like cookery classes, corporate events and wellness programmes. Every section is detailed, giving descriptions of what will be included, which will assist the customers in knowing what will be offered. It is easy to navigate with the use of headings and organised content, which allows users to be able to quickly get the relevant information regarding various services that are provided (Cassell and Hiremath, 2023).


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

	Answer: 
The site features customer testimonials highlighting positive experiences of former participants, which are presented as customer reviews. These reviews contribute to creating confidence and providing an idea of the quality of the service. Moreover, other outside sources like TripAdvisor give additional reviews, which seem fresh and authoritative, enhancing the credibility of the company and reassuring the prospective clients (Filieri et al., 2021).
 

	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 of the service is provided by professional descriptions, experienced chefs and well-organised information about classes. The emphasis on practical education and the development of skills contributes to the experience. I would recommend this service due to its range of classes, good customer reviews, and the possibility of acquiring hands-on cooking experience in a dynamic setting.


	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: 
 There are some prices that are openly laid out, like in the case of private classes and other services that must be inquired about by a customer. The apparent pricing implies high quality and experienced service. But not everything is displayed in terms of price, and this can be confusing to certain users. Being more transparent and consistent in the pricing of all services would enhance customer confidence and decision-making (Woodcock, 2021).


	Section 4 – Searchability 
 

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

	
	2. Cookery school UK

	
	3. Cooking courses near me

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

	Answer:  
 Due to high competition, the site might not necessarily feature on the first page of generic search words. Nevertheless, it is more probable to come out when specific or localised keywords are used. This implies that there are moderate search engine appearances, but there is a necessity to enhance the SEO (Jusuf, 2023).


	Section 5 – Reflection and conclusion 

	Question 5a - Do you feel that websites still have relevance in modern UK business? Explain your answer.  

	Answer:  
 Yes, websites remain highly relevant in the contemporary UK business, despite the emergence of social media sites. A site will serve as a focal and trusted point of information where a customer can get to know about the services, prices, and values of a company in an organised manner. Compared to social media, which is usually swift and less informative, websites offer a more professional and controlled space, which can be utilised to establish credibility and trust (Denisova, 2023). To most customers, the first interaction they have with a business is through a website, which is why it is important in creating first impressions. Websites are also very convenient and functional, with features like online booking systems, contact forms and detailed descriptions of the services. Moreover, the websites are available 24/7, and customers can learn about the services at their own speed without the need to communicate with another individual. A website is vital to a business such as The Cooking Academy as it gives them an opportunity to advertise their classes, provide customer reviews and also give them a clear picture of what they are offering. Altogether, websites are an important online resource that facilitates marketing, customer interaction, and business development in the UK (Sharma, 2023).


	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:  
 Among the suggestions that can be given to enhance the site of The Cooking Academy is the implementation of a live chat feature. This would enable the potential customers to pose questions and get them answered instantly, which is especially necessary in the fast-paced digital world. Most of the users would want to communicate instantly as opposed to waiting to receive email responses, and hence, a live chat system would greatly improve the overall customer experience. Through the addition of real-time services, the site would be able to respond to customer inquiries regarding the availability of classes, prices, or bookings more effectively (Kaul, 2023). This might also assist in minimising the uncertainty factor and promote faster decision-making, which would probably result in more bookings. Moreover, there can be a live chat option that will make the site more engaging and customised, and the customers may feel appreciated and cared about. The other advantage is that it enables businesses to obtain knowledge of the general inquiries of customers, which can be utilised to further enhance the content of the websites. In general, the use of a live chat tool would enhance communication, user satisfaction, and the competitiveness of the site in a digital marketplace (Kim and Yum, 2024).
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