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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: using the  A Comparative Approach To Web Evaluation And Website Evaluation MethodsBrajnik, G. (2004a). Comparing Accessibility Evaluation Tools: A Method for Tool Effectiveness. Universal Access in the Information Society, 3(3-4), Springer Verlag, 252-263 the website loads smoothly with no buffering or lagging. It presents eye‑catching visuals, clear layout, and intuitive navigation, making it easy to browse. Performance is consistent across allplatforms and works reliably over open networks

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


	Answer: 
 There are multiple subpages included within the website, allowing users to navigate easily between the different experiences available to book. Each subpage focuses on a specific area—such as classes, corporate events, private sessions, or products—making the site structured and intuitive to explore.

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

	Answer: Depending on the availability of the selected culinary course, there is an option to book online. When a date has open spaces, the website enables direct booking through its integrated scheduling system, making the process straightforward and accessible.

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


	Answer: 
I don’t have any recommendations on how the website flows; it is user‑friendly and informative, with clear contact options and straightforward booking features. The layout makes it easy to move between sections, and all essential information is presented in a way that supports a positive user experience.

	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 Overall, the experience of using The Cooking Academy website on both desktop and the mobile app was satisfactory. The differences between platforms are minimal, with only slight layout adjustments to fit screen size. The visuals, navigation structure, and core functionality remain consistent across both, ensuring a seamless user experience regardless of the device used.

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


	Answer: There are bright, vibrant images of culinary dishes being prepared, and the visuals match the website’s overall stylish and friendly branding. However, some of the images appear repetitive. For the individual NHS nutrition courses, I would recommend adding unique images that showcase the specific meals prepared in each course, as this would create clearer differentiation and enhance user engagement. After all, we eat with our eyes first.

	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, there is an online chat option available, and it appears on every subpage as a floating bubble. This makes support easily accessible no matter where you are on the site, ensuring users can quickly get help or ask questions while browsing.


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


	Answer: Yes, the links found at the bottom of the page are very useful for sharing content across platforms. They make it easy to promote the website or directly message peers by providing quick access to social media and communication channels. This enhances accessibility and supports seamless sharing from both desktop and mobile devices.

	
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 clear and direct statements outlining what each individual course includes, the website makes it very easy to understand exactly what you are selecting when booking. Each course page provides straightforward details about the content, structure, and outcomes of the session, ensuring users know precisely which course they are choosing before completing the booking process.

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


	Answer:
 On the main page, there is a dedicated section for reviews. Although the website does not feature a large number of them, the reviews that are displayed are extremely positive. This helps reinforce trust and credibility, even if the overall volume of feedback is limited.

	Question 3c – How is the service presented as high quality? For what reasons would you use the company’s service or recommend itmailto:www.thecookingacademy.co.uk to a friend or family member? 


	Answer: 
I would recommend the services offered by The Cooking Academy site. The platform is well‑structured, informative, and easy to navigate, making it simple for users to explore courses, understand what each one includes, and complete bookings with confidence.

	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: The prices are clearly presented to the consumer. Each course is taught by trained chefs with both culinary and nutritional expertise, and the cost includes all ingredients, tools, equipment, and full use of the kitchen facilities. The website also provides three straightforward booking options: a half‑day class, a full‑day class, and a private class. This makes it easy for users to understand exactly what they are paying for and choose the option that best suits their needs.

	Section 4 – Searchability


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

	
	2. cooking

	
	3. academy 

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


	Answer When I search “private cooking academy,” the site appears at the very top of the Google search results. This makes it easy for users to find and access the website quickly, showing strong search engine visibility and relevance.

	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 still have significant relevance in modern UK business. Even with the rise of social media, mobile apps, and online marketplaces, a website remains the central hub for a company’s digital presence. It provides a professional, trustworthy space where customers can learn about the business, access services, make bookings, and find accurate information. Unlike social platforms, a website is fully controlled by the business, allowing consistent branding, secure transactions, and reliable communication. For many customers, especially in the UK, a website is still the first place they check to verify legitimacy, compare services, and make informed decisions.


	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 include more visual variety across the site, as some images are repetitive. Adding a wider range of photos—especially those showing different dishes, classes, and chefs—would make the pages more engaging. I would also recommend including more customer testimonials to build trust and credibility. Finally, improving the visibility of their spice shop, which sells a variety of ingredients and cooking utensils, would help users discover this additional service more easily. Viral marketing: Google Android’s “friends forever” video went viral in a big way. it was shared more than 6.4 million times across facebook, Twitter, and the blogosphere in its first nine months, making it the most-shared video of all time
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